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The fast-selling Apex Model 601. 
Pressure-cast aluminum body. Attrac- 
tive webite finish. Forward-revolving 
motor-driven brush, adjustable for 
maximum efficiency, longer life. 
Mar-proof rubber handle grip and 
nozzle bumper. Three-position 
handle, adjustable nozzle. Shaddolite. 


APEX ROTAREX CORPORATION ¢ CLEVELAND 10, OHIO 








ho says Upright Cleaners 
arent moving ? 





@ Apex dealers are selling more 


upright-type cleaners every month because: 


d 


4 


They have the cleaners with the advanced design, the quality construc- 
tion, the extra convenience features that can be demonstrated and sold 


to consumers. 


They have the complete set of home cleaning tools that enables the 
buyer to get everything she needs for cellar-to-attic cleaning in one 
purchase—nothing more to buy! They have exclusive Apex cleaning tool 
features—lock-tight construction . . . the Apex swivel adapter that enables 
every tool to swivel or turn for cleaning hard-to-reach places. They have 
the Apex rug nozzle that permits convenient under-furniture cleaning 
with an upright cleaner. 


They have the thorough, hard-hitting merchandising support that it takes 
to help move cleaners under today’s competitive conditions. 


They know how to sell Apex cleaners. They have the comprehensive Apex 
sales training program that shows them how best to demonstrate every 
Apex plus-feature. 


@ Yes, Apex dealers are selling cleaners. And 


they'll keep on selling them in the months to come. They are part of the Apex 


factory-distributor-dealer partnership . . . building together the leadership, 


the acceptance, the preference that will mean increasing over-the-years success. 
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FOR MORE THAN THIRTY YEARS 











WASHERS CYLINDER IRONERS SOON... NEW 
CLEANERS AUTOMATIC WASHE 
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June - 1947 


The Pains of Normaley 


UDGING from the newspapers United States 

business is in a highly nervous state. From 

the same pages of the same newspapers we 
can see that the basic factors for good business 
remain unshaken. Instead of getting jittery 
isn’t it more reasonable to conclude that what is 
taking place is a return to fairly normal con- 
ditions? If that is the case it calls for some 
revision of thinking and an amount of ordinary 
hard work that is bound to cause a certain amount 
of pain. 

Business has been feeding itself for several 
years on an illusion of markets without limit for 
goods at almost any price, selling without effort. 
This illusion has suddenly passed away. We are 
waking up to find that it just isn’t so. There 
isn’t money enough to buy everything at any price. 
Customers are not standing in line any longer. 
They are again exercising their old ability to 
choose among a variety of products and weigh 
one desire or need against another, to determine 
what they will buy now and what they will put 
off buying. 

In other words they are once again waiting to 
be sold something and giving the appliance and 
radio dealer a chance to do just that—sell 
something. 


T HERE is no need to worry about the ability to 
buy and pay for goods of such lasting value 
and true economic worth as we have to sell. As 
mentioned above the basic factors in good busi- 
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ness are undisturbed. Wages and employment 
are high, farm income is at a peak, although 
consumer credit is on the increase indebtedness 
is relatively low, consumer wants are high and 
still far from satisfied. 

Students of the appliance market have been 
forecasting a return to a buyers’ market on major 
appliances by July or thereabout. Production 
and sales trends indicate that they are likely to 
be proved right. The gravy train is slowing 
down and the industry will have to get back on 
a selling basis. 


ELLING in this industry has been largely a mat- 

ter of going out and finding prospects and by 
education and persuasion turning them into custo- 
mers. This is hard work and painful to 
contemplate for those who thought of this 
business as an easy way to make a lot of money. 

It is not at all a distressing prospect for a lot 
of men, raised in the business, to whom selling 
has always been as customary as going to lunch. 
But whether the prospect looks tough or tempting 
it is necessary to face it. The days of ease and 
comfort are fast drawing to an end. Muscles 
will be growing harder from pavement pounding 
from now on. 
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Keep your eye on that big colorful spotlight circle. Featured within it and stretching 
right across the calendar will be a parade of eye-filling, purse-loosening product an- 
nouncements. Each devoted to one or more of the popular Westinghouse appliances you sell. 

Week after week, month after month, these ads will appear in a dozen top-circulation 
magazines with a combined readership of 176 million. Translating this into store 
traffic for you, it means that just about every likely prospect in your trading area will be 
seeing this advertising—and looking for the retailer that displays the Westinghouse line. 
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Spotlight your own 


store activities to 





take full advantage 
of these 
action-stimulating 


ads 


QU TV rw 
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Here are the aéahfveasons why leading dealers are featuring 


WU UU 


the new GREAT NAME tn home freezers 


UT 





FACT 1 CONVENIENT tccet to: famities of 


four or more. Square cornered design snugly stores frozen food packages with- 


out wasted space. 


FACT 2 QUIET No buzz, whirr or vibration... quiet 


as the most modern kitchen refrigerator. 


FACT 3 SIMPLE ne couse: tights, tevers or gadgets 


to get out of order. 


FACT a SAFE Requires only 8 to 14 ounces of odorless, 


tasteless, non-toxic refrigerant. 


FACT 5 CLEAN Eliminates 98% of the usual con- 


densation. Banishes messy ‘‘sweating” and frosting. 


FACT 6 « STP ROOF Entire freezer rustproofed 


throughout—including sturdy hardware and bright, handsome hardware. 


FACT 7 RELIABLE 1.2, instctes 45” Fie. 


glass keeps constant zero temperature. “Packaged Power” unit replaced in 















less than 20 minutes. 


FACT 8 WARRANTED Beckes ty 62-yex 


international reputation of the famed Whiting Corporation. 


WN 


FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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What am |—the answer man 1" 


Yes, friend—you are! Today customers are shopping around, who knows the answers. Suppose a customer asks you to 
asking questions, comparing values. They want to know demonstrate the Manning-Bowman Smokeless Table 
what they’re getting. The man who makes the sale is the man Broiler, for instance. Sell all these features... 





Show what it does: “Table-broils Point out: “Grill has two heats: Mention, too: “Easy-to-clean cook- 

, steaks, fish, chops, practically with- Y 800 watts, for broiling; 300 watts, ging plate has drip well to catch 
out smoke or odors. Notched hinge for simmering, keeping food warm! juices. Grill is chrome plated with 
holds cover open when desired” Use it upside down as a hot plate?’ handsome wood handles:’ 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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“1942 Plymouth, 5 passenger, 4 door sedan, advertised 
for sale at 1717 E. 95th St. for $311.00. File No. 2029335; 
USA No. 23719.” 







“1942 Mercury Station Wagon, 7 passenger sedan, adver- 
tised for sale at U.S. Naval Training Center at Great 
Lakes for $851.40; File No. 2541142; USA No. 23864.” 


3 EROS, 
i Loe ees fer 


for sale at U.S. Naval Training Center at Great Lakes 
for $1023.48. File No. 2029335; USA No. 137469.” 


1942 model, 30 passenger Bus, for sale at 1717 E. 95th 
St.. Chicago, for $2,314.40. File No, 2537074; USA No. 
512601.” 


“1942 Plymouth, 8 passenger station wagon, advertised 


WAA bargains for 
War Vets exposed? 


In mid-March, 2000 veterans came to Chicago for a 
four-day War Assets Administration sale of $1,010,810 
worth of automotive vehicles ... described in a 54 page 
WAA catalog, and widely advertised. 

An enterprising Sun reporter and photographer, 
believers in “caveat emptor,” looked over the cars at 
the storage depots, found many had been in collisions 
or wrecks, were battered junk, fit only for salvage. Yet 
government prices ranged from $311 to $1,048.48. 

The Sun reporter showed the pictures to veterans 
...too late for some who had put down savings, or 
irrevocably committed themselves to pay in five days. 
On phoning the WAA to protest, these veterans were 


told the contracts were binding and must be kept! 


Tue sun on March 19th headlined the story... and 
printed the documentary photos on the picture page. 
Action was prompt. Within twenty-four hours, the WAA 
reversed itself...ruled that any buyer of equipment 
not up to specifications, could get his money refunded... 

The Sun gets action in Chicago . . . because it enjoys 
the respect, confidence, and support of an important 
segment of Chicago... people who buy The Sun as a 
wanted newspaper, pay the premium price of 5£ a copy. 
With such an audience, The Sun moves merchandise at 
a profit... published more than 13,700,000 lines of 
advertising last year...is frequently the lowest in cost 
per unit sale. And while The Sun’s 300,000 plus daily 
and 450,000 Sunday circulation doesn’t reach all of the 
Chicago market ...no advertiser can reach much of the 


best buying power of the market—without The Sun! 


e CHICAGO SUN 


400 West Madison Street, Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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MONICA LEWIS, 


popular star of radio and 
Signature Records 








Plus sales... with the ideal gift for all occasions! 


RS up extra sales by selling this attractively priced 
3 , ) 3-way G-E personal radio as a gift for graduation, 
- 


for birthdays, for every occasion. Every one of your 


customers going on a vacation is a hot prospect, too. 
It’s a set you can sell with pride. Plays on a-c, d-c, 
WW or batteries. Gang condenser tuning. Amazing tone. 


Sturdy case—smart as a Hollywood fashion — remark- 
’ ably low-priced. 


For full information, see your G-E Radio Distributor 
or write to Electronics Department, General Electric 
Company, Bridgeport, Conn. 





LEADER IN RADIO, TELEVISION AND ELECTRONICS 


GENERAL @ ELECTRIC 


& 175-F6 


PORTABLES - TABLE MODELS - CONSOLES - FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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©) ... THE ELECTRIC RANGE 


THAT MAKES GOOD COOKS BETTER 


@ ... THE ELECTRIC WATER 


HEATER THAT YOU CAN RELY ON 


as ST) 


KEROGAS 


THE COMPACT OIL RANGE 
THAT HAS LARGER CAPACITY 




















lere’s Why Sak 


Few feminine wants translate so pleasantly into 
profits as a lady’s longing for leisure. And when 
you're selling the L&H line, then catering to her 
likes converts into cash with an ease that makes 
you glad you're in business .. . happy you've got 
merchandise that not only makes more money for 
you but makes more friends as well. 





L&H electric ranges, water heaters, and KEROGAS oil ranges 
have, in extra measure, the advantages that make selling simple 
— customer satisfaction assured. And from 71 years of L&H 
experience in manufacturing fine cooking and heating appli- 
ances come sound policies of merchandising and selling, the 
“know-how” that builds a solid foundation of prestige as well 
as profit, for every L&H dealer. 


Make the lady’s leisure pay out for you with 

the feature-full L&H line and the profit-pro- 

ducing L&H franchise. Write for the facts! 
A. 


J. Lindemann & Hoverson Co., Milwaukee 7, Wisconsin 
MANUFACTURERS OF ELECTRIC RANGES © ELECTRIC WATER HEATERS © OIL RANGES 
PORTABLE OVENS © OIL HEATERS * WICKS 
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Competitive Selling Days are here! 
The aggressive Appliance Dealer, 
recognizing this changing trend, 
is now arming himself with the 
sales tools he needs to maintain 
his position in his local market. 
Blackstone dealers not only have 
an easier selling line of Home 
Laundry Equipment but they have 
the promotional tools with which 
to sell more profitably. Sales train- 
ing material, Eye-catching Displays, 
Demonstration Aids and informa- 
tion-packed literature are already 
hard at work for Blackstone deal- 
ers across the country ... building 
a better retail sales organization 
... helping to lower sales costs. 


Again, Blackstone ... America’s 
Oldest Washer Manufacturer... 
leads with another contribution to 
better appliance merchandising. 


BLACKSTONE CORPORATION 
Jamestown, N. Y. 


Blackstone dealers who 
have not already done 
so may order the above 
material through their 
Blackstone distributor. 





SLE IRONERS » CABINET 


WRINGER WASH 
IRONERS « AUTOMATREQPASHERS » AUTOMATIC DRYERS 
AND THE BLACKSTONE (ZosschcecaZéose LAUNDRY 
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PHILCO easy-0u" had * 


ICE CUBE TRAY 


nstantly 
ERATORS 


Frees All Cubes | 


Fits Att STANDARD REFRIG 







































for 
new Philco Easy-out Tray 


7 
, C. tray = 


on purchase of each 

















————— 


SPECIAL OFFER 
IS LIMITED 


. 


SEE YOUR 
PHILCO DISTRIBUTOR 
TODAY! 
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NATIONALLY 


ADVE RTISED 
] LOCALLY PROMOTED 








DON McNEILL 


-PHILCC BREAKFAST CLUB PROGRAM 
Maar 


DISPLAY MATERIAL 


* 
FOR YOUR STORE 
4 ADS FOR YOUR 
LOCAL NEWSPAPER 











@ Act at 
once! Add 
Promotion. Di extra June 
- Display it! volume and 
Coo . y it! Advertise i profits with ~ 
perative Advertising ian it! Talk about it! Use on sure-fire Philco Ice T 
° . ’ i ’ 
make it your most adit s famous “share-the sr 
e retail prom ° ‘ s 
otion in 
years. 
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Americans vote their preference for certain products Feature Dormeyer and you Feature the Best. 
by buying those products. Today, more people are Dormeyer, the NEW FIRST NAME IN MIXERS. The 
buying Dormeyer Mixers than all other makes. Dormeyer Corporation, Chicago 41, Illinois. 
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Electrical Products Advertised in WOMAN’S HOME COMPANION 





=i 


Bendix Radio Maytag Washer 

Dormeyer Electric Mixer Norge Refrigerator 

Easy Spindrier Washer Norge “Ro-ta-tor’’ Washer 

G-E irons Regina Electrikbroom 

G-E Clocks Thor Automagic Gladiron — 
Thor Automagic Washer 
Universal 2-Speed Washer 
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~MERTLAN DS 











TABLE TOP 


AUTOMATIC ELECTRIC 


HOT WATER HEATER 


2 


CHECK THESE MERTLAND FEATURES 


for quality, durability, convenience, and economy 


UL APPROVED 


Heavy gauge galvanized steel 
tank hot dipped. Made and 
galvanized in Mertland's ultra- 
modern tank and galvanizing 
plant 


Fully automatic adjustable snap 
action temperature control 
Chromalox quick heating immer- 
sion type heating unit 
Working pressure guaranteed 
150 Ibs (Tested 300 Ibs.) 
Protected from corrosion by 


Mertland Magnesium Anodic Rod 
{optional equipment) 


Thick blanket type Fiberglas 
insulation all around tank 


Eight coats of white enamel 
baked on heavy steel jacket 


Inlet baffle evenly distributes 
incoming water 


Heavy gauge copper wiring 


Internal heat trap prevents hot 
water circulation through house 
system except when drawn. 
Saves fuel 


Wattages and voltages to your 
specifications Can be furnished 
wired for limited demand 























Mertland Table Top Models in 35 and 50 gallon capacity are standard kitchen 
cabinet size 24” x 24” x 36” with 4” back splash Panelyte top in standard black 
or choice of several linen colors. Panelyte is tough, acid proof, will not ring. Burn- 
ing cigarets will not scar Heavy steel cabinet finished in 8 coats infra-red baked 
white enamel Black baked enamel base with 4” toe space Point-by-point com- 
parison with any other heater on the market is invited. Mertland has all those 
extra features that count Other Mertland models, square, low round, tall round, 
in capacities from 10 to 80 gallons. 


GOOD AUTOMATIC ELECTRIC HOT WATER HEATERS—MADE BY A GOOD COMPANY 


M. M. HEDGES MANUFACTURING CO., Inc. 


CHATTANOOGA, TENNESSEE 








Thit. heal Good Housekeeping 
~4o 





moe * > 
© Guaranteed by 


ge 
TAS apyerrise HEE 


RECENT survey by Crossley, famous research authority, 
proves that this Seal means more to women than any 
other product endorsement. 


Women know that Good Housekeeping’s own money- 
back guarantee stands behind every product which bears 
the Seal—every product and service advertised in the pages 
of its magazine. 


(ood Housekeeping 


14 














That’s why the Good Housekeeping Guaranty Seal is 
such a great confidence-builder. 

It’s why women prefer to buy Seal-endorsed merchandise 
—why they prefer to shop in stores which feature this mer- 
chandise. 

As always—we give this Seal to no one. The product that 
has it, earns it. 


The Homemakers’ Bureau of Standards 


959 8TH AVENUE, NEW YORK 19, N. Y. 
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[HE BEST SALES STORY IS THE EASY ONE 





. 
« e a 
the big word in retal 
nce these ending time, saves time on 
i and hot water. 
sell all —_ £ all, Easy is competitively priced for 
—- ere a ? ; re you are making the most 
nina pa ; e. Demonstrate in your 
y there . aolt i Use Easy t© prove to your 
we ers top appliance 
feature, Easy sher value- Corporation 
And Easy value ca demonstrated. A 
et demon i i kly prove how 
thes faster, extracts 
gets clothes cleaner, 
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THESE NEWEST ADDITIONS 
to the Arvin line have 


Eye- Appeal 
Play- Appeal 
Price- Ab fepeal 


They'll be fast-stepping num- 
bers in this fast-moving line. 


@ The Arvin 140-P — a hot number in any weather! The market 
is big as all outdoors and the low price is an added charm! Top, 
bottom and grille are metal, finished in silver-grey in pleasing con- 
trast to the tan middle section of weather-proof, crack-proof lami- 
nate. Four miniature tubes plus rectifier. Model 140-P—List $34.95 
plus batteries. 


@ The Arvin 150TC— Here’s a winner in any company! The 
most in radio in the least space at the lowest price. Time-proven, 
dependable automatic record changer. Five miniature tubes plus 
rectifier. Heavy-duty 5'%4” Alnico V PM speaker. Resistance-coupled 
R.F. stage. Beam power output. Unique chassis design provides 
greatest compactness and handy service accessibility. Beautiful 
cabinet in either full-grained mahogany or walnut veneer with 
artistic escutcheon and control knobs. Overall size only 14%” 


wide by 16%” deep by 9%” high. Model 150 TC (walnut or © 
All prices slightly higher in zone 2. 


mahogany veneer) —List $89.95. 
ARVIN SETS THE PACE:.: LEAD WITH ARVIN! 


nai) . .. the name on many fine products from 
NOBLITT-SPARKS INDUSTRIES, INC. » COLUMBUS, INDIANA 
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The ARVIN Mighty Mite—Low- 
est priced superhet on. the market 
today, with. unbreatable. cabinet. 
Brown: only. $14.95, ivory $)5°O5. 


The ARVIN 544 — Beauty, per- 
bolguitelalt-Mmaclul ololdisl-ttMelileM oh meldta- 
sell this model-like hot-cakes! Walnut 
only. $19.95, Ivory $21.95. 











att 
The ARVIN 552:— Plays its way 
into. anybody's heart, and pays. its 


way: Over.and over: on. your. sales- 
floor! Walout $24.95, lvory $26.95. 


The ARVIN 664—This favorite is 
fruly:a radio-for ‘upstairs, downstairs, 
all thru the house.” You'll like:the wa 
it sells! Walnut $29.95; lvory $30.95. 
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Now ... based upon a wartime secret formula, Admiral engineers have 
developed an ultra sensitive energy converter. Encased in a permanently sealed all- 


plastic cartridge, which snaps into Admiral’s “Miracle” Tone Arm, this record playing 





sensation requires no coil, crystal, filament or special tube. Reproduces complete bass 
to treble tone range with amazing fidelity at both high and low volume. Bans needle 


scratch, hiss, “‘talk-back.” See and hear it, today . . . ask your Admiral distributor. 
+ * 
Th cation. World's Largest Manufacturer of Radio-Phonographs 
“L) Ve al Cop { with Automatic Record Changers 
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A. Marginally punched Standard Register forms 
can't slip. 


B. Pin-wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control, 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 


All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


THE 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for. ALL Business and Industry 


DAYTON 1, OHIO 





Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, 


ELECTRICAL MERCHANDISING—JUNE 1, 1947 


How to make the records you need 
simpler ... faster! 





ite) i 
<EIPTS * 
CUSTOMERS 


-JSTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 
with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You. need 
more accurate and better written records. You must have 
them to conform to government regulations, to file tax 
returns. You need them to control inventory, insure pro- 
tection of cash, merchandise and customer good will. 
Thousands of firms have already discovered how Stand- 
ard Register’s exclusive pre-tested systems and Form- 
Flow Registers turn paperwork into working papers. 
Mail the coupon, today ... find out how Standard Regis- 
ters help you write more accurate, more useful records 
... easier, simpler, faster. 














re) ° | 

° The STANDARD REGISTER Company ° 
Dept. 1405, Dayton .1, Ohio 

° Please send me Free Standard Register Business e 
° Digest which tells me how | can write better records ° 
° in my business . . . easier... simpler . . . faster! © 
° NAME ° 

° COMPANY. oye 
O STREET ° 
~e env ZONE STATE ° 
ie © 





Calif. Canada: R. Lb. Crain Ltd., Ottawa. London: W. H. Smith & Son, Ltd. 
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INSULATION IN 
TOASTMASTER 


FULLY AUTOMATIC POP-UP TYPE 


TOASTER 


This heavy duty toaster is used in restaurants, hotels 
and hospitals that need a lot of toast and need it 
quickly Capacity over 250 slices of toast per hour. 
It is designed for years of heavy duty use without 
attention or adjustment. 

That is why AlSiMag custom made technical ce- 
ramic insulators are used. These AlSiMag insulators 
have so great a plus factor both in dielectric proper- 
ties and in mechanical strength that insulator troubles 
are virtually impossible AlSiMag insulators are per- 
manently rigid, cannot char Custom made for the 





46TH 2 ar 


O F << a oe, ae 

















job, uniform in dimension, they help speed assembly. 

Every good electrical appliance can use AlSiMag 
custom made technical ceramics to advantage. Many 
appliances use AlSiMag insulation which exceeds 
minimum requirements by several hundred percent. 
This extra safety factor has great appeal to dealers 
and utilities who do not want to be bothered with 
service calls. In some instances, custom made AISi- 
Mag components have saved their entire cost by 
simplifying and speeding assemblies. Our engineers 
will be glad to collaborate on your designs 


cea BERS HRTF 


AMERICAN LAVA CORPORATION © 





CHATTANOOGA 5, TENNESSEE 

















MERICAN 


PRESENTS ITS 


%¢ 



























@ Here they are—the Freezers with “years ahead” 
features—the 1947 AMERICAN “beauties”! 


Cabinets of light, strong, rustproof aluminum, with 
gleaming white Dulux finish.... exclusive “push- 
button” automatic opening top door.... separate 
Quick-Freeze and Zero-Storage Compartments.... 
large Utility Bin at Base.... Five-year Warranty. 
Backed by national and cooperative advertising, 
you'll Sell AMERICAN First! 


At left—Model ARB-8, with 8 
cu. ft. capacity, has all the 
features of the larger models. 
Priced for competition. 








FOR YOUR 


Commereril Casiomeré 


TOO 1 . AEE a SE _ 


Mirror-top Display 
Freezer, neon light- 
ed, with sliding re- 
movable Twindow 
doors. 600-700 Ib. 
capacity. 











Above — Supersize ARB-22, for 
farms and commercial needs. 

: , / ; s Coming soon—the ARB-15, for av- 
ota tedinar es fs, x A Pon erage freezing and storage needs. 
23 cases. Doors ie 
slide up and out of Be a ta 
way. Forced air 
cooling. 






“Customer- Bilt” 
Walk-In Coolers 
all sizes—wood or 
metal clad, avail- 
able with Reach- 


& In windows, full 


oP me REFRIGERATOR & MACHINE, INC. 


2700 UNIVERSITY AVE., N. E., MINNEAPOLIS 13, MINN. 


Dealers! Write for colorful literature and 
prices on AMERICAN Home, Farm 
and Commercial Refrigeration units. 
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| NEW “SPEEDLINER” RANGES 


The nation’s fastest Ranges ... out in front by two full 
years. They're new ... they're dramatic . . . they're 
completely automatic. They have beauty to catch the 
eye... performance unexcelled for completely auto- 
matic cooking. Packed with features for extra sales! 


. New Super-Heat Surface . New Tru-Bake Automatic 
Units Oven 

. New Mult-l-Heat Control . New Tel-A-Switch Panel 

. New Thermo-Chef Oven . New Automaticook 
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NEW TWO-SPEED WASHER 


One speed for the rough stuff and a slow 
' gentle action for the fluff stuff. The first 
major improvement in a Wringer-Type 


5 SENSATIONALLY DIFFERENT FEATURES 
1. Two-Speed Washing Action. 
, 2. Super-Safe Wringer with Patented 
* Control-O-Roll Feature 


pletely automatic elec- 
Coffee Maker with 


3 Multi-Strength Control for 
offe you-like it. 


With the exclusive Ser-Vue 
feature which enables you 
to look at the toast without 
interrupting toasting cycle. 


3. Time-A-Matic Timer 
4. Safe-T-Switch . 
5. Red Plastic Sterilator 


With the “3 Seals to Safety” 
—Good Housekeeping Guar- 
anty Seal, Underwriters’ 
Laboratories Seal and exclu- 
sive Safe-T-Seal Cover. : 


Washer in 20 years... plus new Super-Safe 
Wringer with Control-O-:Roll for com- 
plete protection. 


With the exclusive Slumber- 
Sentinel Control for perfect 
all-weather sleeping _ com- 
fort. Easy to launder. Plenty 
of spread for double bed. 








BUILDS YOUR DEALERSHIP! 4 | 


Leads The Field / 


AméRicas Compiere...Reatty Wew.. 0st War line 
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. c ALL OVER AMERICA: CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Los Angeles, Calif., 49% of the women shoppers interviewed at 
the Price Electric Co. read Ladies’ Home Journal 


i In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ for pp, 


*F 61,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—Ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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So easy to demonstrate... 


So easy to sell 


Because the New Bendix automatic Ironer makes everything easy to iron! 


JUST LET A WOMAN SEE the Bendix automatic 
Ironer in action—and you’ve got a customer! 
First she’ll notice how the Bendix “‘fits’”” her— 
whether she’s tall or short, large or small. That’s 
because the leg clearance, the knee controls, the 
lapboard, are all readily adjustable; the extra 
work shelves on doors and ends are all within 
easy reach. No stretching, no cramping! Any- 
body can iron on the Bendix. 


AND ANYBODY CAN IRON ANYTHING! Shirts? No 
problem at all! The complete back goes through 
easily —both ironing shoe ends are open. Press- 
ing of pleats and handling of tubular pieces are 
simple because there’s a third open end on the 
roll. This she can readily see—and she'll love it! 


WITH THAT UNDER-THE-ROLL SHOE her ironing is in 
sight right up to the moment when the shoe 
takes hold and starts to iron. Complete visibility 
—complete control. She never has to stretch 
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over the roll to arrange garments as they travel 
around it. 


SHOW HER THE DUAL HEAT CQNTROLS, that give her 
separate temperature control for each end of the 
ironing shoe. Napkins, handkerchiefs, collars 
and cuffs—little pieces are easy to do. And 
complete temperature control! She can dial 
from 225 degrees to 475 degrees—and any 
temperature between—for silks, rayons, wool- 
ens, cottons, linens. 


SPEED CONTROL WILL INTRIGUE HER! The slow speed 
for heavy and damp fabrics that need longer 
exposure to heat—in fact, she can stop the roll 
entirely and let the shoe act as a presser—and 
the fast speed will do flat pieces and simple 
thingsina hurry that willsurprise and delight her. 


And point out these refinements: 
Full 4-inch clearance between shoe and roll 
(Underwriters approved) . . . control panel with 
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eRADICALLY DIFFERENT! 











motor and heat switches and pilot lights . . ; 
finger-tip, and knee-operated roll control, and 
press control . . . finger-tip, fully-automatic 
safety release . . . bakelite forming board 
. . . full 25-inch roll. 


Ruggedly built cabinet, beautifully finished 
with hand-rubbed white Dulux finish on bonder- 
ized metal. 


BENDIX HOME APPLIANCES, INC. 
SOUTH BEND, INDIANA 


BENDIX — 


rarelutnite 


lroner 
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| | She: b th 
CO, Fi steli) e/ 
VA ip —— 
Keeps hot utensils out of toddlers’ 
reach—while it brings new front 
work-space for housewives! 
Only Presteline offers a choice of 
three different tops —the choice 
preferred by 97% of American 
women! 
You’ve seen her picture many times before. ® And only Presteline offers these six advanced 
And so have millions of readers of the nation’s features... 1. Choice of three top arrangements. 
leading magazines and newspapers. In full- 2. The largest oven. 3. Broil-R-Roaster pan. 
page color ads. In editorial comment on the 4. Largest storage compartment. 5. Rack for 
dramatic and long-needed Safety Top. It’s the kitchen utensils. 6. Six-thousand watt fast oven 
most newsworthy feature yet seen — and of all preheating. That’s why leading retailers say 
six leading electric ranges — only the brand “The Presteline franchise is one of the most 
new Presteline range has it! valuable in the major appliance field today.” 
NO OTHER ELECTRIC RANGE OFFERS PRESTELINE’S 6 EXCLUSIVE FEATURES 
ELECTRIC RANGE ; ns 
PRESTELINE HOME APPLIANCES...PRESSED STEEL CAR CO. * Domestic Appliance Division *666 Lake Shore Drive, Chicago 111, Illinois 
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Y4ir-Couditiouds MATTRESSES, BEDDING, 


CLOTHING IN CLOSETS, RUGS ON FLOOR ]/ A f | | / ( ]' i i; 
You can demonstrate to your customers how the McAllister can J J vi J) ' 4 d 
be used as an efficient air conditioner, thoroughly aerating mat- 
tresses, bedding, clothes in the closet, without taking them outside 
the house. 
By placing the McAllister near an open window, it will blow a 
tornado-like stream of fresh, clean filtered air wherever it is directed. 
To demonstrate this to your customers, connect the hose to the 
blower outlet, and insert the hose, preferably with crevice tool, 
under a rug. 
The torrent of air will lift the rug from the floor, forcing its way 
through the weave and thoroughly aerating the rug. 
You can circulate more fresh air through clothes or bedding in °c 


five minutes than they would get hanging outside for a day. 








The McAllister is more than just a vacuum cleaner, it’s the four- h F F 4 A 1 li 
in-one household cleaning appliance—truly modern, highly versa- the only complete in ‘appliance 
tile, unsurpassed in efficiency of performance. | 1 Vacuums more efficiently because dirt is by-passed and 









peak suction retained! 


ie 


Wolo 
Five minutes of aerating with the > 


McAllister means more than a day’s * 
exposure to the outside air. 


' 2 Actually washes, rinses. dries rugs and other furnishings; 
restores colors! 





3  Aerates bedding, rugs, clothing with clean, fresh filtered 
outside air! 


4 Actually mothproofs clothing, furnishings; sprays, 
paints, waxes floors. 





NO BAG TO EMPTY ee NO FILTERS TO REPLACE 


MSCALLISTER-ROSS CORPORATION 


General Offices: 135 S. LaSalle Street, Chicago 3, Illinois * Factory: Newton, lowa 
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SAMSON...THE AUTOMATIC IRON 


WITH A HIGH 





* INSIDE QUALITY 


Embedded . . . safe from air and moisture, 
quick-heating, current-conserving, and long- 
lasting. 


l ) harder, smoother, 
thinner... gives better heat distribution. 


MAGIC EYE: When this eye winks out you 
know the iron has reached the temperature 
you set it for. Shows you, too, how much of 
the time you are ironing economically on 
stored heat. 


PRECISION THERMOSTAT: Dependable 
automatic control of iron temperatures 
actually right at ironing surface. 


DUO-DIAL HEAT CONTROL: Measures 
the heat to suit a particular fabric when 
ironed ata particular speed ... the selective- 
speed feature that makes this the supremely 
safe iron in anybody's hands. 


Alf SLED . HANDLE: Fash- 
ioned for a comfortable grip ... cool to the 
hand, easy on the wrist. 


BUILI With Rubber Guard. 
Approved 10,000-cycle. 


l Perfectly 
balanced for arm and wrist ease. 


all the way around. 


1EV for unimpeded back- 
strokes in ironing. 


AF (-TO-REST: An 
effortless rocking motion stands the iron on 
its handle, with ALL hot metal off the board 

. and at just the right tilt and firm rest for 
safety. 


STREAMLINE BEAUTY in gleaming chro- 
mium plate and black plastics. 


Advetticed ts Sel! 


Powerful 2-color advertisements, featuring 
various Samson products, will appear through- 
out the year in Collier's, Saturday Evening 
Post, Good Housekeeping, Ladies’ Home 
Journal, and Pathfinder . . . reaching millions 
of preferred prospects in the small towns as 
well as the cities. Watch for them—and cash in! 









PRODUCTS, like people, have an 1Q...which, in the case of the 
SAMSON Automatic Iron, stands for Inside Quality. Take a look at 
the cutaway view of this iron...and at the long list of sales-making 
features that result from its Inside Quality. Then you'll appreciate 
why SAMSON is called the Automatic Iron with a HIGH IQ! 


Every Samson SHOWBOX is a complete 
merchandising display that stops ‘em, tells 
‘em, shows ‘em and sells ‘em! If you want to 
double your iron sales, be sure to display the 
colorful Samson Iron SHOWBOXES in your 
windows and on your counters. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 
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HERE COME THE BRIDES 


BY THE THOUSANDS UPON 
THOUSANDS UPON THOUSANDS 


Whata start!A @n4yn, Washer and Ironer for 
a wedding gift. 





There will be hundreds of thousands of 
young couples starting their homes this year— 
what a prospect list in addition to those married 
during the war. 








Remember, they have never needed laundry 
equipment before. And whether they get it as a 








wedding gift or a purchase makes no differ- 
ence. It’s an absolute necessity. 
So—Mr. Dealer—be ready with the best— 





See our expand- 
ed permanent 
exhibit at the 
Summer Market 





Furniture Mart, 
Lake 

Shore Drive, 

Chicago. 











CONLON DIVISION, 1824 SOUTH 52nd AVE., CHICAGO 50, ILL. 
CONLON-MOORE CORPORATION 
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@ In the perfect bargain, 
both sides gain. 


: SS When you sell an ABC Ensemble, the 
| KX buyer gets her bargain in many ways. 
Her weekly work becomes fast and 
D> effort-free. Home laundry expenses drop 
SN low. Results ride an upward spiral of improvement, 
toward perfect washing and ideal ironing. 


NN Your bargain comes from a doubled 


unit sale on a single selling cost, the 
natural ABC way to boost net profit. 


Satisfaction on both sides ... the perfect 
bargain ... is an express highway toward 








better business and bigger profit, with ABC. 


0d Leadling Washers amd Sooners 





ALTORFER BROS. COMPANY ° PEORIA, ILLINOIS 


NATIONAL DISTRIBUTORS FOR CANADE: 
NORTHERN ELECTRIC COMPANY, Ee 
HEAD OFFICE: MONTREAL, QUE 





eS 
habs 


prac ook aa 





saat anal 
—— 


Exclusive “CENTRIC” Agi- 
lation 1 
® Exclusive « 
insing ! 
2 





Handle; 
Cad! 





e Cuts Washin i 5—~ 
°r More ! 


Whites Come 
Prighte, ! 

















Streamlined styling—The “Compact” rates high in 
“eye appeal” to every woman. Graceful, sweeping, mod- 
ern lines...she’s never seen a vacuum cleaner like it before. 








All-around rubber guard —Show her how the 
“Compact” rubber bumper guards both the cleaner and 
the furniture at every turn. Result: no mars, no scars. 


More suction power-—Show her how the “Compact” 
gets more dirt out of rugs, furniture. Convince her by 
picking up marbles, thread, glass, with speed and ease. 





‘ee ii 


& 





Compact size—Explain that, because it is much shorter 
than the conventional models, the ““Compact* is easy to 
store...and easy to carry wherever she has to clean. 


Won't upset—Show her how the broad 4-point base 
keeps the ““Compact” on its feet ... how, at the slightest tug, 
this Vacuum Cleaner turns to any desired position. 









Motor never needs oiling — Another “Compact” 
feature: its heavy-duty motor (Lamb Electric) is perma- 
nently sealed in a lubricant ; hence never needs oiling. 


Heavy-duty accessories — Finally, play up the ten 
all-purpose accessories that go with every ““Compact”’... 


What does the “Compact” Vacuum Cleaner mean to your 
profit-picture, Mr. Dealer? It means a lot. It means an out- 
standing product that se//s as you show it...a top-quality 
Cleaner backed by top-grade promotion and sold only 
through top-grade, authorized dealers. 


> } INTER-COASTAL COMPANY 


649 SOUTH OLIVE STREET » LOS ANGELES 14, CALIFORNIA 


A QUALITY PRODUCT on Sslbedeide. ENGINEERING CORPORATION «+ EL SEGUNDO, CALIFORNIA 


MANUFACTURERS OF “REVELATION” ELECTRIC WATER COOLERS. “REVELATION” WATER SOFTENERS AND “INTERSTATE” SOFT DRINK VENDORS 
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that make this 1 appliance do 101 jobs around her home. 


Empties in five seconds — Prove to her that the 
“Compact” empties as fast as it takes to tell it. 1-Unsnap 
lid. 2-Empty bag. 3-Replace bag, close lid. That’s all! 


ts 









Cast aluminum housing-—Lasts a lifetime! Drama- 
tize this feature. Point out its rugged construction. Show 
how the “Compact” can “take it” by standing on it yourself, 








Rolls on its wheels like a car, not dragged on run- 
ners like a sled. Show her why this means more ease and 
less fatigue when she cleans house with a ““Compact”’. 
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Hole is pierced in Tank wall is drawn Port ring is placed Neck is spun into Neck is faced for 
tank wall out to form neck over neck countersink gasket 

















When the tank of a water heater is pierced to permit 
the insertion of the heating element one more point is 
established to allow the entry of rust and corrosion. 
We reasoned that we could make a better water heater 
if the joint between the port ring and tank were elimi- 
nated. How we did it is pictured above. 


By drawing the parent metal of the tank wall itself, we 
have formed a neck and eliminated the joint between 
the ring and tank wall. The heating element assembly 
is gasketed directly to the tank itself. Result, one more 
place where corrosion is locked out. 


Details like this are important to the White Products 
Corporation, because building better Electric Water 
Heaters is our whole business. During the 17 years that a ates Actas 

° . is machine, developed in our own 
we have been at it, we have had a lot of time for con- shop, is spinnig the draw neck into 
structive thinking. countersink as shown in operation 4. 








Worlds Ginest Automatic Electric Water Healers 














WHITE PRODUCTS CORPORATION 
MIDDLEVILLE, MICHIGAN 
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Small Craft Warnings 


— 


One 


Py HE appliance store is a thing 
| of the past. In the future most 
of the household appliances will 
be sold by large department stores and 
other “volume stores.” That was the 
statement which greeted me on a re- 
cent trip to New York City and the 
eastern manufacturing belt. 

This statement may startle a lot of 
appliance dealers. If it does, I doubt 
that any of them will be as startled 
as I was. Shortly before this I had 
read a survey made by one of our lead- 
ing universities. This report not only 
stated that appliance stores sold 27% 
of all appliances as compared to 17% 
sold by department stores, BUT that 
consumers preferred the “neighborly” 
type of selling presented by the appli- 
ance dealers. 

The man who said that appliance 
stores were a thing of the past was 


not stating his own opinion. More- 
over, this trend i favorable to his 
business. What he told me was that 
he had recently attended a number of 
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Dealer's Look at His Present and Future 


meetings held by large manufacturers 
and this was the talk at these meetings. 

It all came about like this. Just 
before I went north I had analyzed 
my business for 1946. I saw that, 
compared to pre-war years, my oper- 
ating costs were up sharply while 
discounts were shrinking. My oper- 
ating costs were up in spite of the 
fact that I operate almost a “family 
type” business, own my own build- 
ing, have no indebtedness, and have 
had ample working capital so far which 
means no interest payments. 

I am quite sure my operating cost 
is one of the lowest in the industry. 
For example: what we charge to rent 
is about one fourth what another ap- 
pliance store pays for a store only one 
fourth the size of my store, and this 
other store is located on a side street. 
In other words, on a front and square 
foot basis, he pays eight times as much 
rent. My salary plus my wife’s salary, 
—she is a secretary, treasurer, book- 
keeper, stenographer, demonstrator 


and saleswoman—is only equal to what 
I pay my assistant manager. He, in 
turn, is everything from salesman to 
repair and delivery man. My son 
draws just over $100 per month be- 
cause he is attending the University 
under the GI plan and that is all we 
can pay him under this law. Every- 
one else is on a strictly time basis 
and they are only paid for the actual 
hours worked. 

We had a fair volume in 1946. 
About three times what is considered 
the top volume for small retailers. 
Yet, in spite of our low operating 
cost, we only made a small profit. 
We anticipated doubling this volume 
in 1947 and I projected my cost with 
a surprising result. There doesn’t 
seem to be any money available for 
paying salesmen. If we can sell this 
increased volume ourselves we come 
out OK. If we have to take on addi- 
tional salesmen, regardless of how we 
pay them, the black ink begins to take 
on a distinct reddish cast. 

Frankly, this had me somewhat 
worried. When I reached New York 
City I headed straight for ELectrica. 
MERCHANDISING to have a chat with 
Editor Moffatt. I found he was al- 
ready working on this problem and we 
decided that I was to interview a 
number of manufacturers, distributors 
and retailers on this subject and write 
an article on the information I re- 
ceived, 

I made up a neat, short presentation 
outlining the higher costs of operation 
and thé shrinking discounts plus the 
trend to the low price-low discount 
models and ended with a “What is 
your answer to this problem?” ques- 
tion and started merrily on my way. 


Trend to “Volume™ Stores. 


The first man I interviewed gave 
me the startling answer I quoted in 
the opening paragraph in this article. 
This answer rolled up all my past, 
present, and at that time, future 
thinking in a bundle and neatly kicked 
it out the window. I wanted to simply 
say to myseli—“He’s nuts,” but I knew 
he was impartial and didn’t like it 
much better than I did. The only 
answer was to dig a little deeper and 
try to get to the bottom of what was 
to me “new thinking.” 

We will skip the dozens of inter- 
views which followed. All of them 
confirmed to some degree the trend 
away from the appliance dealer to 
the “volume store.” When I asked 
“WHY ?’—no two persons gave the 
same answer. 


JUNE I, 


One news letter has this to say of 
this trend to “volume” stores—quote— 
“Appliance distributors are realigning 
dealerships, cutting down on ifran- 
chises, and going after a few new 
“key” accounts. ‘Foo many stores 
are selling electrical goods. The com- 
petition is on to pick the successful 
ones, and have lines featured in the 
right spots”—unquote. Why this shift 
to the “volume stores?” The answer 
seems to be that most manufacturers 
have tremendously expanded their 
production facilities. Some have bor- 
rowed hundreds of millions of dollars 
for the first time which they have in- 
vested in increased production facili- 
ties. Several have three times as 
many plants and production facilities 
as before the war. They were big 
then. They are tremendous now. 


Manufacturers’ Level Look 


After many delays they are about 
to get into full production so they 
took a good look at the retail distribu- 
tion picture and it wasn’t very pretty. 
In fact, it was quite sour. The field 
is badly overcrowded. Many of the 
new comers have nice stores and fine 
fixtures, but no funds with which to 
purchase appliances and no real knowl- 
edge of the business. A few months of 
poor business and they will fail. 

To quote an impartial source—‘“I 
have been out in the field talking to 
a number of newcomers in the dealer 
field and I have been impressed with 
their lack of knowledge as to how 
best they should invest their capital. 
Most of them have put it in fixtures 
and rent simply because there have 
been no appliances obtainable or those 
they sold at once so that there was no 
money tied up in inventory. They 
have no idea of how much liquid cap- 
ital they should have nor do they 
know what turnover means.” 

To be able to stay in the appliance 
business some of the leaders in our 
industry believe that you must do 
TWICE the volume you did pre-war. 
Now stop and think what that means. 
If the industry as a whole produces and 
sells 50% more volume than pre-war 
it will be doing good. But, the re- 
tailer, because of increased costs of 
operation and decreased discounts, 
must do twice as much business to 
equal pre-war profits, which were 
nominal. This means that there isn’t 
even room for all the pre-war dealers 
and there are now three times as 
many dealers as pre-war, 

Sure, some of the newcomers have 
made a lot of money. Some will be 
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Some have 
done a huge volume. But, the fact 
remains that not a single one of us 
has SOLD anything since the war. 
Not a single one of us has as yet 
proved that he can SELL in the ap- 
proaching buyer’s market. Up to now 
it has merely been a matter of getting 
merchandise. Some have been more 
fortunate than others. I have not 
talked to a manufacturer’s executive 
who hasn’t admitted that his company 
had made mistakes in allotting and 
distributing appliances. Selling will 
be highly competitive soon. 1948 may 

the most competitive year dealers 
have ever experienced. 

If you were a manufacturer with 
Production coming up fast and you 
were faced with this picture, what 
would you do? At least they know 
that the volume store is financially 
sound and will weather any storm— 
and brother, there IS a storm coming. 
Maybe a lot of the stuff they are 
telling these volume stores to line 
them up is baloney and maybe it isn’t. 
But, there is one thing that IS certain. 
We appliance dealers are on the spot. 
Our leadership is definitely challenged. 
We have got to wake up, shake the 
lead out of our pants and get busy if 


We expect to maintain our place in 
the sun, 


here after the shakedown. 


o1sted 


By C. M. DAVIDSON 


Davidson & Co. Inc., Miami, Florida 










The weeks that I spent digging 
deeper and deeper into these problems 
were the most amazing, confusing 
and intriguing that I have ever spent. 
In these few weeks I have had to 
completely change my thinking. The 
ideas and ideals I grew up with; my 
concepts of our system of free enter- 
prise; my idea that the foundations -of 
our democracy were built on the small 
enterprisers ; that the basis of our “free 
economy” was that anyone with ability 
and ingenuity could operate a small 
business; that big business could be- 
come too big for the good of our 
economy; etc.; etc. 


What's Happening to Small Business? 


Now I am beginning to see a differ- 
ent picture and in it I see the greatest 
challenge and threat the appliance deal- 
ers have ever faced in their entire 
history. Don’t get me wrong. I am 
not going to express any personal 
views—just statements from men who 
know—statements you dealers will not 
question if you just look around:a bit 
with an open mind. But mainly I 
will quote from the report of the 
Council of Economic Advisers to the 
President. 

If there is any doubt in your mind 
about the business pattern for the next 
several years you will be well rewarded 
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by reading the report of the Economic 
Council. Yes, it’s long and technical 
and dry in spots to us little fellows, 
but it’s more than worth your time 
and it might save a lot of grief and 
heartaches in the future. 

I certainly don’t claim to be an 
economist or even a “reasonable 
facsimile.” You don’t have to be to 
see this picture once you dig out the 
facts. Undoubtedly, someone else 
could explain it better than I will, but 
the fact is, no one has. In my opinion, 
what these men have reported is the 
most important message ever to be 
offered to the appliance dealers. 
Maybe, I won’t get it just right, but 
if I don’t you may be sure someone 
will correct me in a hurry and we will 
get these problems out in the open 
where we can all see and analyze them. 
Then we can adjust our future plans 
accordingly. I am not saying that 
the plan the Council suggests will or 
will not work. I just don’t know. I 
do think this plan will be the future 
business pattern until we find out 


whether or not it works. That may . 


take several years.- The Council’s 
ideas sound logical to me. 


See Recession Ahead 


According to reports I receive, most 
economists now believe we are in 





for a sharp recession and that it wil? 
be worse than originally anticipated. 

The reasons given are that prices 
have risen higher than expected since 
the death of OPA and that the build- 
ing boom which was counted on to 
keep us out of a recession has “fallen 
flat on its nose,” because of excessively 
high prices. 

The Economic Council believes that 
deep depressions can be prevented. 
They state there is no one cause for 
depression so there can be no one 
cure. What they emphasize as the 
most immediate and effective brake on 
the coming recession is mass pur- 
chasing power—consumer purchasing 
power. They say that purchasing 
power in 1946 depended too much on 
accumulated war savings and the ex- 
pansion of consumer credit. These 
savings are now spent and consumer 
credit is already climbing. The Coun- 
cil thinks that undue extension of 
consumer credit can gravely hurt our 
business system. They say that the 
key to maintenance of purchasing 
power is found in the relation of wages, 
prices and profits. If prices are too 
low in relation to wages, they squeeze 
or eliminate profits, stifling the initia- 
tives of business, interfering with pro- 
duction, and reducing or retarding 


(Continued on page 212) 
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] The “brain trust” of Southern Appliances, Inc., is shown in session mulling over possible 


new ways to promote their dealers’ business. 
Cal Mitchell, president of the firm, is seated left. 


cials meet every 10 days. 


These district managers and store offi- 


3 Here's how Cal Mitchell (left) rings in factory officials to build good will among his 


dealers. 


Judson S. Sayre, president of Bendix Home Appliances, Inc., (right) is one 


of many such visitors who are always ready to answer the dealers’ questions. 


certain retail appliance 


SK 
A dealers in almost any section 

of North or South Carolina 
who Calvin D. Mitchell is and you'll 
get the enthusiastic reply, “He’s the 
man who promotes our business.” 
They mean it too, for the actual fact 
is that Cal Mitchell, dynamic president 
of Southern Appliances, Inc., of Char- 
lotte, N. C., distributors to more than 
600 dealers, spends most of his waking 
hours living up to the firm’s 
“Promoting Your Business.” 

Aided by four top-flight 

Mr. Mitchell, during the past two 
years, has pulled off more sales stunts 


slogan 


to help his dealers than Gypsy Rose 
and has caused these 
dealers’ cash registers to play almost 
every tune except “I Got Plenty of 
Nothin’.” The firm’s major lines are 
Bendix, Eureka, Leonard, Speed 
Schaefer and Majestic, and 
the firm’s methods of producing busi- 


Lee has dresses, 


Queen, 


ness for its dealers is a study in inno- 
vation. 


Stage Dealer Broadcasts 


Mr. Mitchell and his assistants think 
nothing at all of going right into a 
dealer’s shop, setting up microphones 
and staging a 30 to 45 minute broad- 
cast covering actual demonstrations 
to customers in the shop. To them it 
is a routine practice to bundle up a 
startled visiting factory official and 
cart him right off for a visit with one 
of their dealers, who can ask questions 
to his heart’s content and get the 
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Miss Delia Copley, home service director of Southern Appliances, Inc., explains the 
workings of an ironer to members of the Duke staff, including Roy A. Palmer, merchan. 
dising manager and John Paul Lukas, Jr., advertising manager. 


The Good Housekeeping Shop, of Charlotte, N. C., is the scene of a broadcast staged 
by Southern Appliances, Inc., as one means of assisting dealers to build business, 
Bill Simmons, Southern's microphone expert is describing the action of a Bendix washer. 


Boosting the Dealer’s 


Cal Mitchell, president of Southern Appliances, Inc., 


of Charlotte, N. C., and his staff of assistants, are 


keeping more than 600 retail dealers on their toes 


with a series of ideas and innovations designed to 


make sales soar. 


answers straight from headquarters. 
And many a fine morning, Mr. Mit- 
chell and his assistants have loaded 
up the firm’s six new station wagons 
with new equipment, sailed into a lag- 
ging area, called the dealers together 
and said, “Let’s have a meeting and 
see what we can do about it!” 

If such methods seem unorthodox 
it’s because Mr. Mitchell is unortho- 
dox, as are his assistants—L. L. Mil- 
ler, treasurer; R. N. York, advertising 
manager; George Knight and A. G. 
Durant, sales coordinators. Not that 
these are the firm’s only officials—the 
payroll of Southern Appliances, Inc., 
carries 60 names—but these men are 
the brain trust of an organization 
which, by its unusual and persistent 
efforts to help its retailers in selling, 
has hung up a mark in merchandising 
for its competitors to shoot at from 
now on. 

Take the case of those spot broad- 


casts, for example. Done on an aver- 
age of twice a month, Southern Ap- 
pliances, Inc., feels that the practice 
is a sure-fire way of putting a dealer 
and his product before the public. Pos- 
sibly a week before the broadcast is 
planned, Mr. Mitchell will get in touch 
with the dealer and advise him of the 
plan to broadcast directly from his 
shop. The dealer is of course delighted 
but perhaps a little bewildered, and 
this is where Mr. York steps in. He 
invites the membership of Parent- 
Teacher Associations, ladies clubs, and 
other housewives to be on hand for the 
dealer’s demonstration and to receive 
favors and perhaps a prize. An audi- 
ence is never lacking. 

A full program with continuity is 
planned by Mr. York, Miss Delia Cop- 
ley, home economist for Southern Ap- 
pliances, and station announcers for 
WSOC, Charlotte’s NBC outlet. At 
the appointed time and hour the en- 


gineers move in with their portable 
transmitter, microphones and _ other 
paraphernalia, and the announcers take 
over with a cheerful, “This demonstra- 
tion is taking place in the electrical 
appliance shop of such-and-such a 
dealer on such-and-such a street right 
here in the city of so-and-so, and 
friends, we’re going to wash a tub 
full of clothes right here on the air.” 
Miss Copley then takes over with a 
running description of the process, 
after which the audience is asked to 
step up and give their reaction to 
the demonstration. Of course, the 
brand of washing machine comes in for 
plenty of plugs as does the name of 
the dealer. 

“Maybe it isn’t ‘Portia Faces Life’ 
nor ‘When A Girl Marries’ but it cer- 
tainly sells washing machines—and 
ranges and heaters and refrigerators,” 
says Mr. Mitchell. “The broadcast is 
particularly effective in the case of new 
openings, anniversaries and other cere 
monies. And you can bet one of our 
dealers appreciates this method of pre 
motion for his business, since a flood 
of letters and phone calls always fol- 
lows a broadcast.” 


“Romance” the Product 


In the case of dealers’ meetings, Mr. 
Mitchell’s plan of action does not take 
the usual routine of admonishing 
dealers to plug products in the sam 
old “talk-and-impress -the-custo 
way. His advice to the dealers is to 
“romance” the product so a housewilt 
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can understand and appreciate it. 

“We believe most dealers have actu- 
ally forgotten how to sell,” -Mr. Mit- 
chell declares. “That’s why, in a dealer 
meeting, the first thing we do is to 
warn them that there are some clouds 
on the horizon and eventually, the 
battle for the customer’s dollar will be 
terrific. 
them up on the technique of selling 
with particular emphasis on sight, 
hearing and speech.” 

And that’s where Messrs. Knight 
and Durant step into the picture. 
These sales coordinators know the 
answers to most selling problems and 
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Then we set about brushing . 


strive diligently to pass them on to 
the dealer. The idea of “romancing” 
a product, according to them, is a 
much better way of selling it than by 
passing out literature on it or simply 
stating cold facts about it. 

“Tt is a standard fact of human 
nature that if a washing machine, for 
example, can be tied up with the 
clothes worn by the Duchess of Wind- 
sor, Greer Garson or Katherine Cor- 
nell, a housewife is more interested 
in it than she would be if you told her 
it had flexible parts,” flatly states Mr. 
Mitchell. “Then when she’s inter- 
ested, it’s time to go into the cost 


1947 





ABOVE—An example of how the Southern Appliances, Inc., staff puts on a broad- 


cast from the shop of a dealer is demonstrated above. 


Calvin D. Mitchell, presi- 


dent of the firm (extreme left) arranged this broadcast for Mr. and Mrs. Charles |. 
Smith, owners of the shop (fourth and fifth from right). 


LEFT—Miss Copley takes over a dealer's shop for a demonstration with the Bendix 
washer, explaining the relative values of all kinds of soap and washing powders to 
her interested listeners. This is the shop of the Sanford Radio Co., at Sanford, N. C. 


and performance of the appliance. 
Many times you must prove an expen- 
sive fan, or radio, or washer, or range 
is cheaper in the long run than a less 
expensive one.” 


Sell Attic Fans in Winter 


A sterling example of the aid-to- 
dealers technique worked out by 
Southern Appliances, Inc., is the deal 
developed on attic fans, transforming 
an ordinarily dull season into a time 
when equipment of this kind sold 
throughout the Carolinas like bubble 
gum at a grammar school outing. 

“Last November, we took a good 


look at the attic fan situation,” says 
Mr. Mitchell. “Now, every dealer 
knows that attic fans don’t sell in the 
Wintertime. Well, we reasoned that 
was exactly the time to sell them and 
we set to work on a plan for it. To 
our dealers we offered attic fans in 
quantity at a two and a half percent 
discount to cover carrying charges 
through April first. Through Univer- 
sal C.I.T. Corporation, the idea was 
tagged a ‘Pay In May’ plan and the 
dealer was allowed to install the com- 
plete fan, shutters, automatic control 
and to receive labor costs, and the 
(Continued on page 200) 
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Radios and small appliances occupy an area near the door, but most of Davidson's customers, 
as can be seen from the picture, are interested in the big ticket items like refrigerators and 
ranges. Stairs in the rear lead to a small repair shop and storeroom, space which may eventually 
become « second display floor. 
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W purchasing agent, the Ame 


can housewife, makes a 
- 


choice of a still scarce major appli 


ance in the store of William J. David- 
son Corp., 260 Main St., Worcester, 
Mass., she puts her name on no in 
finite waiting list, nor does she put 


down a token deposit of $5 or $10. 
Even though delivery may be two 
or three months in the future she pays 
total purchase 
and signs an order 
stamped with the 
ment: “ 


one-third of the price 
which is clearly 
following  state- 
Chis order cannot be cancelled 
if merchandise is available for delivery 
on or before 


” 


above specified date. 
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| hermore, the order also reads that 
the price is subject to any “allowed 
1 » between the date of the order 


and the delivery of the appliance.” 
A Yankee Trait 


If this looks like deliberate rejec- 
tion of business, it must be remembered 
that, to paraphrase Laurence Sterne, 
“They order those things differently 
in New England.” Certain allowances 
must be made for the buying psy- 


chology of the New Englander, and - 


3ill Davidson, himself a born Ver- 
monter, who has spent his 27 years in 
the appliance industry through four of 
the six New England states, has a 


bag sales training sessions 
ofa ia Fghdete for Frank maa 








pay one-third of the 
liverable—and make 
balance. 





mental 


blueprint of those necessary 
allowances. 
They begin the moment a customer 


enters the door of the store. Al Sa- 
vard, the assistant sales manager, and 
Frank Shean, assistant store manager, 
the two floor salesmen, present an 
almost indifferent attitude to the pros- 
pective purchaser. They may not have 
another customer in the store, may 
in fact give an appearance of casual 
idleness as they chat near the -row 
of ranges that line the left wall of 
the display room. This negative ac- 
tion is the first step in the sales ap- 
proach. Your true New Englander 
does not wish to be greeted at the 
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In the closing corner, Frank : 














door by a bowing, smiling salesman. 
She prefers to be left alone for the 
first few minutes until she can get 
her bearings and make a first ap- 
praisal of the store’s contents. Then, 
when she stops in front of one specific 
appliance, as though interested, that 
is the moment for the sale to begin. 
A simple, “May I help you?” is the 
opening ; no effusiveness, no high pres- 
sure is allowed in the follow-through. 

The background for this technique 
of selling was developed during David- 


-son’s own experience with his former 


store in Providence, R. L,; a sales 
managership with a General Electric 
distributor in Rhode Island and Con- 
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Davidson Corp., Worcester, 
Mass., put their names on no 
waiting lists, but pay one-third 
of the purchase price on future 


delivery and promise not to 


cancel. 


By ROBERT W. ARMSTRONG 


necticut, as sales manager of the Nar- 
ragansett Electric Co., of the Quincy 
Light and Power Co., Mass., and in 
sales capacities with utilities in Ver- 
mont and up-state New York. 


“Register” Orders 


The reason for it is based on both 
the tradition of Yankee buying and on 
the still-current big demand and small 
supply. “Halfway through 1945 we 
started to take orders and small de- 
posits,” says Davidson in explanation. 
“We found that many were ‘register’ 
orders, which gave the customer only 
an estimated delivery date and a de- 
livery priority. These orders provided 
no price protection, permitted no 
model preference; they were purely 


and simply a waiting list. Not only did 
we find that there was a lot of duplica- 
tion of orders, but we also found that 
the rosy pictures of a tremendcus five- 
year market which were painted by 


oa 
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The customers of William J. 














Salesman Shean and owner Davidson go over the one-third deposit policy in the latter's 


office. Customers agree not to cancel their orders if delivery is made by a specified date. 


manufacturers never were, and never 
could be, realized. As soon as appli- 
ances began to come in more than 
token quantities, people naturally began 
to get choosy. The public likes the idea 
of following the crowd. Every Jones 
was registering on appliance waiting 
lists. So every Smith did too, whether 
they wanted an appliance or not. At 
least 50 percent of those who registered 
didn’t really want to buy anything. 
Then we started to receive merchan- 
dise. If we could have been exclusive 
dealers in Worcester for our lines we 
wouldn’t have had any trouble. But 
we weren’t exclusive. We found our- 
selves calling the same customers to 
announce the arrival of a requested 
appliance as were the utility, the de- 
partment store, and other dealers. The 
guy who made the sale was the guy 
who got to the telephone first.” 

Out of this disheartening scramble 
to sell appliances already thought sold 
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developed Davidson’s current policy. 
No major appliance is advertised or 
quoted as available for immediate de- 
livery. Thus the prospect who changes 
her mind the moment she discovers 
that she can afford to wait, or look 
around, never gets a chance to exer- 
cise that prerogative. 

“People,” says Davidson, “want 
what they think they can’t have. But 
the minute they find out that a dealer 
has plenty of stock they reason that 
other dealers must have equal quan- 
tities. They believe that they have 
a choice.. So, naturally, they want to 
look around at other brands or to 
wait a while.” 

His sales staff eliminates this dan- 
ger by asking simply, “How soon do 
you have to have your range, Mrs. 
Brown?” First, however, the sales- 
man has asked the customer what she 
is interested in, what brand, and what 
model. Then all the sales effort is 
directed to that particular product. 

Even if the desired product is up- 
stairs in the storeroom no admission 
of immediate availability is made, the 
whole point being to make the cus- 
tomer happy by letting her think she 
is lucky to be getting the item at all. 
Once she is sold, however, the store 
delivers as promptly as possible. When 
she says, “Yes, I want it,” the sales- 
man explains the one-third down-pay- 
ment plan, makes definite arrangements 
for payment of the balance, informs 
her of the store’s obligation to deliver 
by the date promised on the order 
and of her obligation not to cancel the 


Comparison with the flanking stores reveals 
how Davidson has lowered the level of his 
show windows to make them part of the 
store. He also eliminated slippery glass 
blocks from the sidewalk oavement to encour- 
age wary women shoppers to stand close 
to the glass. 


order unless the delivery date is not 
met. The store leaves itself enough 
margin in the delivery date to be almost 
sure that it can deliver as promised. 
Often, deliveries are earlier. 


Gentleman's Agreement 


The store makes no legal attempts 
to force people to hold to their agree- 
ment, of course. But by means of the 
signed order they have entered into 
an agreement of honor with the cus- 
tomer, an agreement to which most 
people, and perhaps New Englanders 
in particular, will do their utmost to 
conform. Moreover, customers are 
impressed with the rigidity of the re- 
quirements and with Davidson’s ex- 
pressed reasoning that the store is not 
interested in people who want “just any 
refrigerator, washer, ironer, or range.” 
Customers who buy from him admit, 
when they sign the order and pay one- 
third down as a-deposit, that they 
really want that particular appliance 
and are willing to wait a reasonable 
time for delivery. 

Bill Davidson’s store is not a big 
one. Measured in terms of square feet 
of floor space, his business is small, 
only 2,000 ft. Neither is it a highly 
decorated, lavishly laid-out salon of 
merchandising. The floor boards are 
plain, oiled wood. The ceiling is 
metal. The building itself is old. 
Display beauty is limited to walls of 
citron yellow with a medium grey 
trim. By the yardstick of dollars and 
cents, however, Davidson does all 
right. During the first three months 
of 1947, for example, his volume was 
as follows: January, $22,300; Febru- 
ary, $27,500; March, $25,100. A con- 
servative estimate for his total 1947 
business would be $300,000. In 1946 
he delivered $230,000 worth of merch- 
andise. 

(Continued on page 206) 
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The record department is self served. One salesman can take care of 15 people at a 
time during rush hours. 





Albums above, single records below, that is the arrangement. 














Appliances go in the next door store—small ones above, majors on the floor. 
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By TOM F. BLACKBURN 


Jim Earle of Chicago's Woodlawn 
Radio & Music Co. says that the ease 
of repairing conventional type radio 
sets makes obsolescence features 
necessary... A quick look at a 
veteran radio dealer's operation 
















HE elevated trains come down 

like the Assyrians of old on 

the Woodlawn Radio and Mu- 

sic Co. at 1004 East 63rd, Chicago. 

Like great overhead bats their sha- 

dows blot out the sun. The noise lifts 

your hat from your head a couple of 
inches when one passes. 

Nevertheless, Jim Earle, erstwhile 
president of the Chicago Dealers As- 
sociation, wouldn’t be anywhere else. 
For that tangle of steel bridging that 
is 63rd Street, shaded from the midday 
sun by ties, is a good business district. 
To the north is the University of Chi- 
cago with its high-toned customers. 
To the south belch steel mills. Ever 
closer move the colored neighborhoods 
and octoroon customers are no 
novelty. 

Jim opened shop in 1932 with $315 
in his pants. He was born 9 miles 
west of Indianapolis, and had worked 
at a music shop in Indianapolis. “I 
can remember when we used to pave 
the alleys with old phonograph rec- 
ords,” he says. The Starck Piano Co. 
gave him his bringing up in Chicago. 

That neighborhood looked good to 
him in 1932 for it promised a cash 
and carry business. With $315, you 
have to have a cash and carry business. 
“And don’t let anybody tell you it 
isn’t easier to start a business in tough 
times than in good ones,” observes 
Mr. Earle. “Everybody is eager to 
help you get going because they want 
sales.” 


Cash and Carry 


For two years the Woodlawn Radio 
and Music Co. didn’t have a thing in 
stock that sold for over $50. Even 
in the depth of the depression Jim 
Earle found that people would pay cash 
for things that they could easily carry 


home. The transportation on 63rd 
street was there and they lugged out 
a lot of stuff. Jim played ball with 
RCA-Victor and was one of the first 
Chicago dealers to stock records. The 
Victor dog, pretty badly knocked 
about, is still standing in front of his 
store. Partly because of his Indiana 
experience and partly because of hap- 
penstance, Jim Earle has become a 
Chicago dealer credited with being in 
the know about the radio side of the 
business. 

Manufacturers and distributors who 
are interested in the dealer’s point of 
view about future radio business will 
do well to listen to what Mr. Earle 
has to say. As former president of 
the Chicago Dealers Association he has 
been around. As proprietor of a store 
now rated as one of the best in the city 
he speaks with experience. 

“We might as well face it, with 
radio we are dealing with a saturated 
market,” he says. “A checkup in this 
area not so long ago revealed that 95 
percent of our homes have one radio 
already. Some 70 percent had two 
radios, and 50 percent have three or 
more, The mystery of radio is gone. 

“Now one thing that the trade has 
not taken into consideration is the 
fact that an old radio can be fixed up. 
In fact, it can be kept going indefinite- 
ly. If you can hear the score of the 
ball game that is all that counts. For 
that reason I am cold to the table set 
that is just another radio. Already in 
our store we are finding we are having 
difficulty in selling a radio that has 
nothing particular to offer. Why buy 
it? Fix up the old one—you can still 
hear a ball game over it. 

“There is a need for change in 
radio. It, more than any other appli- 
ance, calls for factors that make the 
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Mike McKinney heads the record department. Children's records are in the back. 


old jalopy at home appear obsolete. 
Why is it that we can sell a $54.95 
set with short wave and have difficulty 
in moving a $25 conventional set? It 
has a argument, that’s why. 
People can buy a short wave set for 
use by the relatives out of this country. 

“We need FM sets selling at $75 
to $100. Here is something different 
that the public.demands. We need 
a record changer around $79.50. Rec- 
ord changers are items that are new 
and different in the present market. 
We need 14 tube sets installed in beau- 
tiful pieces of furniture. The other 
day I sold one for $450 by telephone. 
I would have to work to sell a $150 
console.” 

Fronting on another street is the 
Earle radio repair shop, with ger- 


sales 


aniums blooming in the window and 
service men knocking out a pretty 
good repair job. They work with 
record changers and draw from a wide 
territory. From his experience with 
radio repair work Jim Earle draws 
his conclusions that the old set is going 
to be kept playing until the cows come 
home. In fact, he says he ducks trade- 
ins because some other member of the 
family can use any radio when the new 
one comes in, 


The Record Business 


Woodlawn Radio & Music Co. is 
a south side headquarters for records. 
People like to go to headquarters for 
selections, Mr. Earle has found. The 
success of his record business, which 
is housed in an adjoining store, con- 


Should Be Added 





Paint is in the store to stay, Miss Margaret A. Miller says. 


nected by an arched opening, is based 
on arrangement. One clerk has often 
to take care of 15 customers and a self 
service angle is what turns the trick. 
In 1945 he says the store did $30,000 
in records. In 1946 the mark passed 
$52,000, and in 1947 should run up a 
total from $50,000 to $75,000 for plat- 
ter business. 

All this was done on two brands, 
Victor and Majestic. Some 75 percent 
of his business classical 
numbers with the balance popular. 

“\Voodlawn Music goes to a great 
deal of trouble to fill customer re- 
quirements,” declares Mr. Earle. “Not 
long ago somebody came in and 
wanted a copy of ‘Die Schnitzelbank.’ 
That is an oldtimer and we had dif- 
ficulty digging it up. The fact that 


consists of 





BE QUICK ON THE TRIGGER WITH REFUNDS 


Jim Earle Advises 


Whether deserved or not, the small dealer has the reputation of 


being reluctant to make refunds on unsatisfactory merchandise, Jim 


Earle says. 








In his store he makes capital of this situation. 
return, brandishing anything, and the salesman leads him immedi- 
ately to the cash register, opens it, and offers him his money back. 
This surprises most people, who are all set for a squawk. Further- 
more, after the teeth of the argument have been drawn, and the 
customer is mollified, the salesman never tries to sell him anything 
else until the money is back in his pocket. The psychology of this 
move is sound, and gives the store a lot of good will. 


Let a customer 








JIM EARLE 


Ex-president, Chicago Dealers Association. 
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we did deliver a rare number on a rare 
selection means a lot to that customer. 
He will pass the word around to his 
friends. 


Record Customers Keep Buying 


“There is one thing about the record 
customer and that is the fact you can- 
not overload him. The more records 
you persuade him to take home, the 
more he will appreciate your efforts.” 

Arrangement of the Woodlawn 
Radio and Music Co. consists of two 
20 ft. stores, about 60 ft. long. The 
atmosphere in the record department 
is unhurried, because Mr. Earle has 
found that the more the customer is 
permitted to browse around the greater 
the chances that he will run up his 
purchase. From a dollar or so he will 
often spend $10 to $25 if he finds other 
things he likes. 

Record sales largely go by associa- 
tion of ideas. If you pick up one 
record by Perry Como you will find 
two or three other numbers of his 
right alongside it. If you go over to 
the album library you will find a lot 
of single records of the classics also 
invitingly at your finger tips. Records 
for children, who are astonishingly 
good customers, are in the rear where 
their mothers may pick them out. They 
usually go by albums. 


Younger Set Is Peaceable 


“We never had any trouble with 
youngsiers in our listening booths,” 
says Mr. Earle. .“I find it easy to 
clear up kid trouble by word of mouth, 
simply asking them if they are there 
to buy simply to 
listen.”’ . 

Television promises to be a great 
thing for the shop, thinks Jim Earle, 
(Continued on page 66) 
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Miss Margaret Pettigrew, directress of the Center, sets the stage in the dining hall for a post-prandial cooking 


demonstration. 
distributors. 


N Philadelphia every 
body reads the Bulletin,” and 
nearly every woman in Phila- 
delphia is sooner or later going to 
beat a path to the Bulletin’s Home- 
makers Center at 809 Chestnut St. 
There on the second floor of a high- 
ceilinged building the city’s biggest 
newspaper has built the 


nearly 


proverbial 
better mousetrap in 17,000 square feet 
of space. 


Since it first opened on February 
26, the Center has been drawing be- 


tween 400 and 500 women every day, 
five days a week. It is now booked 
solid through December and is mak- 
ing reservations as f 
1948. Before the end of this year 
approximately 80,000 women mem- 
bers of various organizations—repre- 
senting the purse string controllers of 
at least that many families—will have 
gone, seen, and been conquered. And 
it looks like a very good thing for 
years to come, 


far ahead as May, 


Indirectly, the Center will be re- 


sponsible for the sale of thousands of 
electrical appliances because of (1) 
the product training demonstrations 
in the big hall and (2) the awareness 
of new appliances and the brand con- 
sciousness being instilled in consum- 
ers by the exhibitors. 

Among the 40 firms which have 
leased display booths are Raymond 
Rosen and Co., Peirce-Phelps, Inc., 
Philco Distributors, Inc., Motor Parts 
Co., RCA Victor, and the Philadel- 
phia Electric Co. The expected con- 
sumer impact of the ter was big 


1 


enough for them t ivance 


sums 
varying upwards f1 $2,400 for a 
year’s lease on one or more booths in 


In the booths of the Philadelphia Electric 
Co. these guests of the Bulletin learn the 
latest about an electric dishwasher and 
garbage disposer. 


The complete kitchen on the stage was equipped with the latest appliances by Philadelphia 
The Bulletin feeds over 400 women every day in the Center, charges them nothing. 


Window-Shopper Village, an authen- 
tic reconstruction of Colonial Phila- 
delphia homes. Tom Joyce, general 
manager for Raymond Rosen, was so 
impressed by the Center that he re- 
cently described it as “a great con- 
tribution to the development of more 








radio, record, and 
television sales. This extraordi- 
nary ... promotion will be the talk 
not only of Philadelphia, but of the 
United States. What the Philadelphia 
Bulletin 1s doing is so unusual as to 
command the attention of merchan- 
disers throughout the nation.” 


major appliance, 


Window-Shopper Village 


Within the booths of Window-Shop- 
per Village, really tiny stores, the ex- 
hibitors have arranged to display every 
appliance and radio they can cram in. 
At one corner of the indoor street the 
Philadelphia Electric Co. has com- 
bined three booths and furnished them 
as a complete kitchen, laundry and 
breakfast nook. Raymond Rosen’s 
booths also contain a kitchen and 
laundry and the space adjoins the 
luxuriously furnished display room of 
RCA Victor. Now that station WPTZ 
has its Television Matinee for an hour 
in the early afternoon, the television 
sets are creating daily traffic jams in 
the village street. 

Although no direct sales are made 
in the exhibits and are, in fact, pro- 
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story of their product, 1 refer the 
interested to their neat lealer. No 
figures are yet, or are likely to be 
available on the number of sales ri 

sulting from such referrals, but that 


the exhibitors expect the number to 
be considerable is obvious from their 
mere participation in the Center. 

Actually, the demonstrators are kept 
so busy showing the curious how this 
or that appliance operates from the 
time the doors open at 11:30 a.m. un- 
til the last woman leaves at 3:30 p.m., 
that they wouldn’t have time to write 
an order anyway. They operate solely 
on the theory that a woman interested 
and informed is eventually a woman 
sold. 

The traffic by and in the booths is 
tremendous. More important, the 
women who make the traffic are in a 
holiday mood—eager, curious, and re- 
laxed. They have, for the moment, 
nothing to do but look, listen and 
learn, secure in the knowledge that no 
one will ask them to buy. 

This is part of the biggest reason 


















































¢ is free. It’s on the Balk 

\t war’s end the Bulletin had a lot 

of money and a desire to spend it for 
ymething that would promote its 

own good will and better living and 

better business in Philadelphia and its 

environs. 

The paper called in a newspaper 
counsel of ten years experience, Harry 
T. Madden, once business manager of 
the Brooklyn Eagle and guiding spirit 
of that journal’s Home Guild, a sim- 
ilar and successful, though smaller, 
promotion. 

Under his direction the Bulletin 
spent about $200,000 in constructing 
a colonial village, a paneled reception 
room, and a huge dining hall on the 
second floor of a building at the corner 
of 8th and Chestnut Streets. About 
8,000 square feet of floor space are 
devoted to the buildings of the village. 
Most of the other half is occupied by a 
dining hall capable of seating more 
than 500 people at tables-for-four. The 
single street of the village winds in 
and out from the reception room at 
(Continued on page 68) 
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Hidden behind the corner of the Philco freezer is a Philco 1201 which Mr. Seltzer 
is demonstrating to two of the Center's guests. Knowing that they won't be asked 
to buy, they can afford to smile and show the enthusiasm which they really feel. 








Harold Seltzer, a salesman for Philco Distributors, 
Inc., stimulates the interest of a large group of 
potential shoppers with his description of the 
operation of an ice tray from a new Philco re- a 
frigerator. Ty 


A Kelvinator electric range is the focal point of 
interest for two of the visitors to the Raymond \\ \ 

Rosen kitchen. Miss Helen Mead, demonstrator at | \\ oO 
the display, shows guests the operation of every- 

thing from ranges to ironers. 


“Strong Backs and Weak Minds’ 


HOW WORKERS GET RUPTURED 
(N.Y. State Statistics) 


Causes of injury 


HANDLING OBJECTS 
Strain in lifting, etc. 
Using hand tools 
Other 
FALLS 
Due to object being handled 
From elevations 
Other falls 
VEHICLES 
MACHINERY AND HOISTS 
OCCUPATIONAL 
FALLING OBJECTS 
STRIKING AGAINST 
MISCELLANEOUS CAUSES (1) 


Total — all causes 18 


No. of 
weeks 
awarded 


4,247 57,179 
4,113 52,717 
32 2,234 
ty 2,228 
959 18,638 
484 7,736 
234 3,584 
241 7,318 
148 1,485 
93 3,748 

4) 428 
16 438 

15 124 
101 2,270 


5,620 


Amount of 
Compensation 
Awarded 


$746,845 
720,123 
11,205 
35,517 
218,957 
96,844 
43,317 
78,796 
27,319 
37,380 
6,559 
4,912 
2,191 
30,613 


No. of 
cases* 


84,310 . $1,094,776 


*Figures in parentheses indicate the number of death cases included. 


appliance dealer who was 

thought to be rooted to the 
downtown district, suddenly pulled 
stakes and moved to a neighborhood 
location on the Natchez Road. 

“We had to boost all the stuff into 
the store, and then boost it out again 
onto a truck,” was the explanation. 
“That double job fairly pulled the 
guts out of the fellows.” 

Not a great deal of attention has 
been paid to one of the difficulties of 
the appliance business—delivery. A 


] ) si in Vicksburg, Miss., an 


grocery boy can whiz in with his bas- 
ket, a suit of clothes goes in a bag, 
and a lot of purchases can be carried 
under the arm. Even the fellow who 
hauls things to a skyscraper can snake 








it up on the outside with a block and 
tackle. 

But the appliance dealer has to get 
a bulky object, which is easily marred, 
into the customer’s home without 
scratching up the hallways and more 
important, without getting any of his 
own delivery men hurt. He has to 
duplicate this job in getting stuff 
into his shop and uncrated. 

It hasn’t been so many years since 
all hands had to gather around the 
tailgate of a truck to lower away the 
crated article. Outside of a crow- 
bar, and a dolly, that was all the aid 
the delivery department had. 

The boys frankly called it a job 
for “strong backs and weak minds.” 
You couldn’t get old and hold that 











This lift gate replaces the original end gate of the truck and is attached to the 
power takeoff of the truck, so that it will raise the gate horizontally from ground to 


truck bed level. 


PAGE 44 


It has a capacity of 2,000 Ibs. 


Development of Delivery Equipment That Is 


Safe and Strength-Saving Is Proceeding Rapidly 


kind of work, because middle aged 
muscles couldn’t stand the wear and 
tear. Just as farmers 25 years ago 
had to retire when they were a little 
over 50 because they played out, so 
were delivery men forced to drop out 
of the picture. 


Muscles Out, Machines In 


Today we see the scene changing. 
A farmer can still run his place at the 
age of 70, thanks to mechanical muscles 
which do the lifting, grinding and 
tough work for him. Similar muscles 
are coming into the delivery end of 
the appliance business very quickly. 

There are two reasons. The first 
one lies in the fact that tired arms 
have a tendency to drop things, break 
them, mar them and run up costs. 

The second comes from the fact 
that a lot of hernia and ruptures arise 
out of all this lifting and tugging and 
it is expensive business. 7. 

One of the best summaries of hernia, 
and what it costs, comes from the New 
York Department of Labor.  Insur- 


ance executives say this situation is 


common everywhere. In one year in 
New York state some 5,620 employees 
were compensated for hernia. That 
money came out of the dealers’ hides. 


Heavy Handling Does It 


A breakdown of the picture reveals 
that the outstanding damage among 
industrial workers comes from the 
handling of heavy, bulky objects. 
Nearly 75 percent of all hernias com- 
pensated for in the one year resulted 
from strain in lifting and handling 


such objects as crates, bales, bags of 
cement, barrels of coal, steel rails 
and other heavy materials. Out of a 
total of 5,620 hernias compensated for, 
some 4,247 came from strains in lift.. 
ing. Falls accounted for 959, and 
vehicles for 148. 

Of the men treated, some 5,589 re- 
sulted in only temporary disability 
with 18 cases of death. These men 
and women were paid $875,568 for 
the temporarily disability; those per- 
manently disabled got $118,474; and 
in 18 cases of death $100,734 was paid 
out. 


Hernia Can Be Sidestepped 


Points out the New York Depart- 
ment of Labor, the numbers of workers 
who have received awards for dis- 
ability due to hernia have nearly 
doubled the past 15 years. The ratio 
of hernia to total accidents has risen 
3.2 percent in 1926 to 7.3 percent 
in 1939. <A striking change in the 
attitude of appliance retailers can be 
seen. The distributing firm of Cayot- 
Wellman in Cheyenne, Wyo., has de- 
veloped an ingenious platform which 
permits appliances to be rolled on and 
off trucks without any lifting. The 
W. E. Baker Furniture Store at 
Muncie, Ind., has ramps which gets 
stuff over stairs without any tugging. 
The Church Electric Co. store in Ben- 
son, Neb., has an incline down which 
appliances can be rolled into the base- 
ment. Trucks and elevators, geared 
for protection, all are signs of the 
times that dealers are staring at the 
safety factor as much as anybody. End 











A lift, built out of car greasing machinery, saves the back of the deliveryman at 


Sundberg's in Chicago. 
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E. G. Jarvis, energetic appliance dealer of High 
Point, N. C., believes in catering to the human element 
in conducting his business. An ex-newspaper man, he 
knows a lot about the general habits of people and 
this knowledge has paid off in good profits. 


How an ex-newspaper man with a good 
understanding of human nature utilized 


this attribute to build an up-and-coming 
appliance business in High Point, N. C. 


y HEN a newspaper man grabs 
W his hat, waves goodbye to the 
presses and want-ads and goes 
into some other business, he’s pretty 
sure to take along a bag of tricks with 
him. You don’t spend years in the 
field of journalism without learning 
what makes a human being tick and 
why. 

E. G. Jarvis, an up-and-coming elec- 
trical appliance dealer of High Point, 
N. C., is an example of newspaper 
man turned merchandiser, and his long 
years of experience in building circu- 
lation, selling advertising and in other- 
wise exploiting the day’s happening’ 
have stood him in excellent stead as a 
retail appliance dealer. Mr. Jarvis 
thoroughly knows the value of public- 
ity but best of all, he knows what at- 
tracts the public and what will make 
them buy. Perhaps that is the reason 
why his shop, City Appliance Co., Inc., 
at 811 Main Street, has forged to the 
front as an outstanding one in little 
more than a year. 


Sidewalk Salesmanship 


Take for instance, the case of the 
water heaters. They have been a 
Scarce item in High Point just as they 
have been in almost every city. But 
by smart business acumen, Mr. Jarvis 
Succeeded in getting several trailer 
truck loads—more than enough to fill 
his store and crowd out the other ap- 
Pliances. He knew he could sell these 
heaters in two or three weeks by the 
simple expedient of announcing to the 
residents of High Point and vicinity— 
via the daily papers and the radio— 


that they were on hand. But Mr. 
Jarvis knows human nature and he had 
a better idea. 

“L backed the trailer up to the front 
of my store on Main Street and had 
the heaters unloaded,” he recalls with 
a chuckle, “but we took our time about 
purpose. First, a passerby 
stopped and looked at them, Soon he 
was joined by another and another. 
We went on unloading the heaters 
slowly, standing them in the most con- 
spicious place outside the store, we 
could. Well, it wasn’t anytime before 
we had a crowd and then they 
asking questions. The ‘net result was 
that several of the heaters were sold 


it—on 


started 


Th 
‘Human Touch 








The center aisle display table shown here was designed and built by Mr. Jarvis. 
Replacements of small appliances are quickly made from storage compartments under 
the display surface, which is hinged for facility in handling. 


before being placed in the store and 
the remainder were sold within a week 
after we got them. Those who planned 
to come back the following week, 
found the supply exhausted.” 

The same procedure was followed 
later when Mr. Jarvis received a load 
of apartment size electric ranges and 
the results were just as pleasing, he 
says. No advertising of any kind was 
necessary to promote the sale of these 
heaters and ranges, since the shrewd 
guess of ‘the dealer was that people 
would flock to get in on the new mer- 
chandise if they could see it unloaded, 
talk it over with their neighbors and 
decide on the spot. They did. 











Salesmen for the City Appliance Company follow the store's policy of catering 


to the human element, in their sales talks. 


If the gentleman inspecting the range 


above doesn't buy it, the chances are one of his neighbors will. 
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Mr. Jarvis knows the value of eye 
appeal. If the size of headline type 
on a newspaper is changed every day 
it will attract more attention than type 
of the same size in the same number 
of columns, he reasoned. Why not ap- 
ply the idea to his. show windows? 

“We've found it of great value to 
change our windows as often as pos- 
sible,” he says. “At one time, the win- 
dows will be dressed as nicely as they 
can be, with only one or two items dis- 
played in each window; the-next time 
the windows will be filled to, capacity 
with as large a variety as we can get 
in them. This drastic change serves 
its purpose and attracts more people 
to the store.” 


Moves Merchandise Regularly 


A smart idea followed by Mr. Jarvis 
in the line of change is the practice of 
moving merchandise from place to 
place about the store. Many factory 
samples and other articles, sold but 
undelivered, must be kept in the store 
but, Mr. Jarvis reasons, they needn’t 
become eyesores. So he moves them 
about twice a week, from a corner to 
an aisle or vice-versa and the general 
impression gained by the customers 
is that the store is continuously receiv- 
ing new merchandise. Naturally, this 
impression keeps the customer coming 
back in the expectation of finding 
something new. 

Mr. Jarvis believes in keeping his 
stock of small appliances on display at 
all times. To do this, he has designed 
and built attractive center aisle dis- 

(Continued on page 214) 


PAGE 45 


eS EE 





O dtreervom @nicennon 





Typical of college trailer “cities,’ 


Billy Pedersen, a veteran of Navy warfare in the Pacific, and now a student at 
Louisiana State University, doesn't mind washing his own clothes now, but he's 
looking forward to the day when he can buy an electric washer for his family. 
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~ NGINEERS and_= designers 

kK needn’t go all out in dreaming 

up elegant and revolutionary 
electrical appliances for the future 
homes of more than 25,000 GI wives 
now living in trailer “cities” at scores 
of colleges and universities through- 
out America. Forced now to make the 
best of makeshift homes while their 
husbands complete their education, 
trailer wives at institutions of learning 
everywhere, have definite plans for 
electrical living as soon as they get 
permanently settled, but most of these 
plans now revolve around the old 
standbys—Stoves, refrigerators, wash- 
ing machines and ironers—and the 
present models suit them fine. 

A survey of trailer families residing 
on or near the campuses of four large 
Southern universities—selected as typi- 
cal undergraduate institutions—reveals 
a pretty good idea of just what the 
average college trailer wife wants when 
she gets a real home. It also indicates 
heavy buying of electrical appliances is 
in the cards for the future. 

Trailer “cities” at the University of 
Tennessee, Knoxville; Alabama Poly- 
technic Institute, Auburn; Louisiana 
State University, Baton Rouge, and 
Mississippi State College, Starkville, 
were visited by an inquiring reporter 
and answers to a series of questions 
were tabulated carefully. 

General questions asked were: (1) 
what are rental costs for trailer stu- 
dents; (2) how many trailers are pri- 
vately owned, and (3) what are aver- 


i danced slate 


this group of rolling homes at Auburn houses families of veterans who are completing their education, and who constitute an impor- 
tant part of the future appliance buying public. These wives know what they want, are laying plans to obtain it when they are settled in more permanent homes. 


age living expenses per month. The 
answers are: (1) from $15 to $25 
per month; (2) about 10 percent of 
them, and (3) from $90 to $160 per 
month, depending on the size of the 
family. These general questions were 
asked to introduce the subject of ap- 
pliances now in use and future buying 
plans. 

Trailer “cities” at all four colleges 
are wired for electricity and all the 
trailers have electrical plug outlets. 
However, many of the trailer residents 
are using such equipment as gasoline 
stoves, oil heaters and battery radios. 
These, however, are in the minority 
at all of the four colleges visited. In 
many cases the occupants have shown 
much ingenuity by installing additional 
plug outlets themselves. 

Specific questions asked of 514 fami- 
lies living in trailers at the four col- 
leges, and their answers, were: 

A. What electrical appliances are you using 
in your trailer now? 

B. What electrical appliances do you expect 
to own when you get a home? 

C. What electrical appliances have you 
operated— 


A B OC 
eee 483 514 514 
Percolators 
(or coffee makers).. 140 402 469 
Power tools .......... — 
eS ae 436 509 51/4 
DONO Sox 5.2555 ae .. 207 246 
NN Baie dons sos 186 185 186 
Record players ....... 72 248 «393 
Refrigerators .. .. .. I71 315 361 
Sewing machines ...... . 7 & 
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An army of future appliance buyers, now standing by while their husbands at- 


tend college, know exactly what they want in the way of electrical living when 
they leave their trailer homes for a more permanent place of residence 


These college trailer wives are making the most of their present quarters now 


even though they feel their youngsters need lots more room. 


On warm days 


down South, Sonny doesn't need much clothing—thus, lower laundry bills. 


A B Cc 
EE Ore 8 21 37 
I he Ss ca ee 73 169 246 
Vacuum cleaners ...... ws 189 201 
Waffle irons ......... 7 we. oe 
eee 7 236 285 
Water heaters ........ 2. i 
Water pumps ........ . 22 38 
Air conditioning ...... 2 68 49 
ae ig 174 233 
Bottle heaters ........ 68 150 16! 
ara oa 27 oa 
eee oS as 13 104 466 
Dishwashers .......... a 36 44 
Disposal units .... ... ee 4| 43 
Door chimes ......... fe 170 =—s«1é1 
Electric blankets ...... a 63 97 
oe task sss 314 425 506 
Floor polishers ....... - 48 54 
Food mixers .......... 41 202 219 
I cts aa 74 23 
Heaters ...........+.. 382 70 «6418 
Mest pads .,......... 24 36 s«dN 4d 
Hot plates ........... 285 110 342 
a ere as 79 13 


ER See 369 466 413 

What do these figures indicate? 
Simply that electrical living is being 
utilized as extensively as possible by 
these potential customers and that they 
eventually man form a large segment 
of the nation’s appliance buyers. 

Some typical expressions of col- 
legiate trailer wives are illuminating 
examples of their future hopes. At 
Auburn, the trailer city stretches 
across the side of a sun-baked red clay 
hill near the edge of the campus, pro- 
viding housing space for some 160 
veterans and their families. Morning 
glory vines climb gracefully over many 





of the gray trailers. Flowers bloom 
in the small yards. Clothes, including 
hundreds of diapers, flutter on outside 
clothes lines, Inside the trailers, the 
young wives (they’ve been married for 
an average of two and a half years) 
struggle with the problem of making 
a comfortable home in a space about 
the size of an average kitchen. 

“Oh, we’ve got electrical appliances 
now—a hot plate and a fan and a 
radio,” says Mrs. Barry Freeman, 
whose husband saw service with the 
Navy in the Pacific, “but just wait 
until Barry graduates and we get a 
home of our own. Then we're going 
to have the whole works—a completely 
electrical home with every gadget we 
can afford. I think about it a lot while 
I’m preparing meals in these cramped 
quarters, and I know pretty well what 
I want. To begin with, there will be 
an all-electric kitchen — stove, re- 
frigerator, hot water heater and maybe 
even an automatic dishwasher. Barry 
thinks I’m a good cook and house- 
keeper now, but just wait until he sees 
what I can do with the proper equip- 
ment !” 

Mr. Freeman is eager to be shown. 

“We're going to add another elec- 
trical appliance to our collection next 
winter,” he volunteered. “Like most 
of the other families here, we’re going 
to use electric heaters to keep warm. 
We might even try one of those elec- 
tric radiators I’ve been reading about.” 

In the trailer section of the L. S. U. 
campus where double trailers, designed 
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Mrs, Barry Freeman keeps this attractive trailer home while her 
husband attends classes at Alabama Polytechnic Institute. Mrs. 
Freeman dreams of having an all-electric kitchen of her own. 


for veterans with children, are parked, 
the cry is for washing machines. Says 
Mrs. Billy Pedersen, whose 20-month 
old son, Billy, needs lots and lots of 
clean clothes daily: 

“I guess it took trailer living to 
teach me what a real luxury a washing 
machine can be. And you can bet it’s 
going to be one of the first things we 
buy when we leave here. It'll be a 
happy day when I can sit down and 
watch that machine work for me!” 

“What I wouldn’t give for a big, 
beautiful, roomy, white electric re- 
frigerator !” sighs Mrs. Roger White, 
who keeps house in a trailer for her 
two male students—one of thém en- 
rolled in kindergarten and the other 
studying at the University of Tennes- 
see. “After months of trying to store 
food in a tiny trailer ice box, a giant 
refrigerator has almost become an 
obsession. I guess there’s not a wife 
on the lot who doesn’t feel the same 
way.” 

So it is all over the trailer lots. Each 
trailer wife dreams of the day when, 
settled in a real home of her own, she 
can equip it with appliances. 

“It has gotten to the point where I 
can hardly stand to look at a maga- 
zine,” says one wife at Mississippi 
State. “The pictures of. all those 
lovely appliances actually haunt me!” 

After months of cramped, super- 
efficient, space-saving living, the 
trailer wives know what they want— 
they want plenty of electrical appli- 
ances, and they want them big! End 















Mr. and Mrs. B. E. Kidd, typical trailer 
students, take the family wash to a nearby 
laundry on their motorcycle now, but their 
future plans include an electric laundry of 
their own when Mr. Kidd graduates and has 
a home of his own. 
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In the teen-age Rumpus Room, young record customers at Barnard’s are isolated from the adult cli- 


entele. 


of hit tunes 


EKLLING 


the carriage 


radio combinations to 
trade of the Coun 
try Club Plaza district of Kansas 
City, Missouri, was once regarded by 
door-ringers who made that area their 
beat as 
frigerators to 
As a appliance and 
retailers in the picturesque Plaza busi- 


comparable to 
Eskimos. 


result, 


peddling re- 
radio 
ness center, 


whose customers have per 


capita income. several notches above 


slow 
full-fledged radio 
combinatior iles departments. 


the local average, have been 
to shape plans for 
and 

But not Elliot Barnard, whose radio 
and sales department is 
a husky year-old addition to 
other 
records and photographic supplies. 
Accolades for the smart selling job 

both radios and 


combination 
two 
major 


Barnard departments— 


on combinations 


(ranging upwards price to $2,500) 


hould go to Elliot Barnard’s radio 
sales manager, Dale Curtwright, who 
believes that the pubic is attracted 
to a radio sales room that is strictly 
radio no refrigerators, ironing 
boards x washing machines: who 
further believe that sets should be 


displayed in homelike 


customers n 


surroundings so 
iy visualize how they will 
ywn livin 


look in their ng rooms. 


Started with Photography 


Springboa which Barnard’s 
rose to local erchandising heights 
was a room 14x10. A consuming in 
terest in movie photog: iphy motivated 
Elliot Barnard to establish a photo- 
graphic shop 1937. Records were 
added a few vears later. Growing 
record and photographic sales even 
tually Tanded the enterprise in the 
present 48x85 structure. The answer 


The Rumpus Room is equipped with a coke 


to Barnard’s architectural dreams, this 
building embodies his conception of 
what a record-photo-radio store should 
be like. 

Record sales girls—six of them— 
wait on customers in 1,500 feet of air- 
conditioned, fluorescent-lighted sales 
Records share the main floor 
with photographic goods. Among rec- 
ord furnishings are blond oak 
record racks, eleven listening booths, 
one 30-foot long album display, and 
duplicate stock room for 6,000 single 
records and 3,000 albums. 


space. 


sales 


The basement, however, is the pride 
and joy of Elliot Barnard. Here are 
the radio sales room, embracing 2,000 
feet of floor the 


ager’s Rumpus Room; two individual 


square space ; teen- 


listening rooms; the meeting room, 
designed chiefly for Camera Club 
meetings, but used occasionally for 


musical clambakes for loyal record 


1. smoking room for men, and a 
powder for customers. 


fans: 


room women 


machine, lively murals, benches, a wall decorated 
with high school pennants, a built-in record player, and a salesgirl who dispenses records from a stock 


living rooms 


Record department at 


At Barnard's, which serves the Country 
Club Plaza section of Kansas City, Mo., 


radio combinations are displayed in real 


and teen-age record fans 


frolic in their own Rumpus Room 











Barnard’s has 1,500 square feet of space. 


This department (above) shares the first floor with photographic 


supplies. 
for 6,000 single records 


A 30-foot-long album display, and duplicate stock room 


and 3,000 albums are features. Sometimes 


the entire rack features one album. 


The Rumpus 
segregate the bumptious young fans 


Room was designed to 


from older, more sedate record fans. 
Rumpus Room atmosphere is_ typi- 
cally adolescent. It contains a built-in 
record player, a coke machine covered 











with the Joe-loves-Mary type of in- 
scriptions, lively murals, benches, and 
a pastel-finished wall decorated with 
high school pennants. Teen-agers hear 
their musical favorites under the 
watchful eyes of a sales girl, who dis- 
penses records from a stock of hit 
tunes of the day, and rings up sales. 


Radio "In the Home" 


The two radio demonstration rooms, 
adjoining the main radio display, are 
miniature replicas of living rooms in 
comfortable American homes. Both 
measure 10 x 12 feet. One is the 
Salem Room; the other the Coventry 
Room. One is decked out in informal 
furnishings, the other formally. Fur- 
nished with draperies, rugs, fireplaces, 


Barnard's, in the Country Club Plaza business 
center, Kansas City, Missouri, boasts unusual 
facilities for shoppers of records, photographic 
goods and radios. 
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A characteristic device in the Barnard record 
department is to devote a number of album 
racks to displaying one record album which the 
store wishes to spotlight. Record sales appoint- 


ments include blond oak record racks. 


mirrors, and furniture, the Barnard 
demonstration rooms have a casual, 
almost lived-in, look. Originally, the 
rooms were equipped with overhead 
fluorescent lighting, but Gale Curt- 
wright discovered that floor lamps pro- 
duced a subdued lighting effect more 
beneficial to merchandise. 

“Indispensable in selling combina- 
tions and radios to the top income 
group,” is the testimonial of Gale 
Curtwright on the individual radio 
audition rooms. His patrons have a 
genuine liking for radio shopping in 
pleasant, tranquil surroundings, and 
a homelike setting. 

To feature large console combina- 
tions in good lines (for example, Ans- 
ley, on which the firm has an exclu- 
Sive franchise) for his brand-conscious 
customers, Curtwright experimented 
with upraised platforms with spot- 
lights trained on several of the models. 
The practice was abandoned when the 
reaction too often was, “That radio is 


of building sales. 


Record salesgirls at Barnard's accumulate a vast 
fund of information on the shopping habits of 
customers. The repeat business in records is ter- 
rific and the girls become well acquainted with 
the tastes of their patrons, which is no mean way 





Dale Curtwright (radio sales manager at Barn- 
ard, above with a customer in one of the firm's 
two combination display rooms) believes that sets 
should be displayed in homelike surroundings so 
customers may visualize how they will look in 





their own living rooms. 











much too large for our living room.” 
Now, larger consoles are placed flat 
on the floor, highlighted with baby 
spots mounted in the ceiling. 

Although all console models are 
plugged in, table models are not con- 
nected. Watching customers inspect- 
ing radios on the one long table model 
rack when all were plugged in, con- 
vinced Curtwright that this policy pro- 
duces confusion in the customers’ 
minds. 

“They would snap on first one, then 
another,” he said, “and spend thirty 
futile minutes messing around. Now, 
with none of the table models plugged 
in, the prospect is urged to select two 
or three models in cabinet styles he 
prefers, and the salesman and the cus- 
tomer take the sets into the console 
listening rooms, where they are 
plugged in. Narrowing the selection 
has materially increased the number 
of sales per prospect.” 

Radio repair service is farmed out 
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to a dependable service shop which 


operates on a 24-hour basis. A re- 
ciprocal trade agreement with the 
service firm has Barnard’s supplying 
servicework, the other furnishing tips 
on prospects for new radios and com- 
binations. 

In radio sales relations, as in rec- 
ords, the Barnard mode is to estab- 
lish a “general store” intimacy with 
the patronage. . Radio salesmen know 
their customers, the majority of whom 
are steady patrons of the record de- 
partment. Because the repeat record 
business is terrific, the record girls 
accumulate a knowledge of their 
patrons’ musical tastes, personal lives, 
buying habits, pet peeves, etc. Mid- 
westerners like personalized sales as- 
sistance if the growing Barnard rec- 
ord sales volume is any criterion. Rec- 
ord sales increased 55 percent in the 
first two months over the same period 
in 1946. 

Two percent of the total gross on 











records, two percent on photographic 
merchandise, and two percent on 
radios, is allocated ior advertising. 
Direct mail is the promotional stand- 
out. A mailing list of 12,000 home- 
owners names, belonging to J. C. 
Nichols, the real estate man who 
sparked the development of the Plaza, 
is borrowed for special mailings, such 
as the institutional brochure recently 
dispatched containing descriptive ma- 
terial on the establishment. 

Regular record customers are sent 
monthly bulletins. One recent book- 
let listing the “fifty records every fan 
should have’’, produced an avalanche 
of new business. In another instance, 
record girls made an inventory of 
every Victor record in stock, which 
was listed in a mimeographed pam- 
phlet that ran into hundreds of titles. 
It was a prodigious job, but resulted 
in dozens of sales to mailees, who ar- 
rived at the store waving lists checked 
with records they wanted. End 
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Les Walden, sales manager, and Ed Alexander inspect the radio department display. C. H. Walden, on right, founder of the firm 15 years ago, expects to sell over 500 
This area is carpeted, has comfortable chairs, ash stands—inviting surroundings refrigerators this year alone, if the supply situation is bettered. Neat displays, 
for putting prospects at ease and closing sales. good lighting, count for a lot when prospects accept a telephone call invitation to 
“come down and get acquainted, and see what we've got.” 


le Follow Through | : 
That Pays Off : 


Turning prospects into customers and 
then keeping them coming into the = 
store is the dealer's problem, says C. H. 
Walden & Co., Erie, Pa. 





Sf > ~~ 


> 


"If you've got a telephone, use it." Edward Alexander, salesman at Walden's, 
follows up on names of prospects furnished by satisfied customers. 
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Dora Patsy manages Walden's record bar, a traffic-puller that leads to securing 
names of prospects interested in appliances. 











“4 7 OU’VE got to be on your toes 
these days,” said Les Walden, 
sales manager of C. H. Walden 

and Co., Erie, Pa. “You’ve got to 

keep up with. competition, and try 
to think a step ahead, too, or at least 
that’s what we do. Our refrigerator 
sales show that we’ve done pretty 
well in the 15 years we’ve operated.” 

Starting with some of the first 
models in the Norge line, the Walden 
Co., begun by C. H. Walden, still 
actively selling, sold about 100 re- 
frigerators 15 years ago. Last year 
they signed up about 500 accounts, a 
sizable growth, and they expect to 
do much better in 1947, given the 
merchandise. 

“We believe a good follow-through 
on prospects pays off best,” said Les 
Walden, “and we’re always looking for 
new ways to keep the trade coming 
and then keep them interested in us. 
One of our best methods of getting 
prospects has been the use of the 
telephone. What’s the use of having 
a telephone if you don’t use it?” 

Walden salesmen take a specified 
section of the city and make what 








they call their qualification beginning : 
a house owner is called and politely 
introduced to his or her caller. It 
is stated that Walden’s would like to 
know if appliances are used in the 
home, and if so, what kinds. If the 
prospect stipulates that he has all the 
appliances needed, then the service 
angle is broached. 

“We offer a service checkup that 
costs only two to three dollars yearly, 
and accomplishes a lot,” explained Les 
Walden. “In the first place it serves 
to keep our sérvice department busy, 
and enables it to pay our overhead. 
Secondly, it keeps the prospect inter- 
ested in us, and keeps us interested 
in him—we watch for replacement 
sales, for additional appliance sales 
and so forth. And of course we 
always ask for recommendations to 
friends, and if possible get names 
of persons who know our service cus- 
tomer and can be referred to him.” 

Then there is the more-often-tried 
newspaper advertising, a splash of 
which is coming up for Walden’s as 
this is being written. Recently the 

(Continued on page 202) 
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BERNIE MAY 
president of May's Music Co. 


crowded into the new May’s 

Music Co, store at Albuquerque, 
New Mexico, during the four days of 
its official opening, March 12 through 
15. The firm is well known through- 
out the Southwest as a center for 
things musical and electrical. Started 
over 30 years ago by the father and 
mother of Bernie May, present 
owner, as a music repair shop, the 
business soon expanded into the field 
of retail selling, first of musical in- 
struments and then in 1933, when 
Bernie took it over, of electrical ap- 
pliances. 

The new store is one of the most 
unusual and beautiful in Albuquer- 
que, with a handsome marquee and 
a 25-foot front window set at an 
angle to eliminate reflection. It 
consists of the one-story building 
which has housed the store for the 
past 14 years, plus a completely re- 
modeled two-story adjoining building. 
An additional ten feet of shallow 
window space added at one end gives 
a 60-foot spread across the front. 


ome 5,000 prospective customers 


Modern Design Throughout 


Although the partition which for- 
merly separated the two sales areas 
is to be maintained in part, the store 
will have but one entrance. This is 
partly because of the great advan- 
tage of the unbroken extent of window 
area, but more particularly because 
a receptionist’s desk is located just 
within the entrance, where all visitors 
will be greeted and directed, or per- 
sonally conducted, to the department 
where they can fill their needs. 

The inside of the store is a sym- 
phony of modern design. The walls 
are rose tinted with ivory fixtures 
having a rose and blue trim. Indirect 
lighting is installed above and bor- 
dering all wall cases, with flush 
fluorescent lighting in the celotex ceil- 
ing. 

On either side of the entrance and 
close to the receptionist’s desk are 
spotlighted curved and carpeted dis- 
play cases where featured articles will 
be highlighted to attract attention. 
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TAILORED 
TO THE BUSINESS 


The new appliance-radio-record store of 


the May Music Co., Albuquerque, N. M., 


was designed around the merchandise 


By CLOTILDE GRUNSKY 








Night view of store, showing entrance at left, huge full-length window, set at angle 
to kill reflections, with view of inside of store, and picture window on second floor. 


These displays will be changed fre- 
quently as one article after another 
in the store’s stock shows need for 
a little special plugging. At the 
present time they are occupied by 
table model radios. 

To the rear of the entrance in the 
area which was the original store are 
the Gibson guitar department, the 
violin section and the sheet music de- 
partment. Still further to the rear 
on this side is the service depart- 
ment. This continues back to the 
alleyway in the rear, adjoining the 
receiving and delivery departments 
across the back of the building. Serv- 
ice of both musical instruments and 
all electric appliances has always been 
an important part of the business 
and during the war became a major 
standby. Because shortages were so 
apt to develop in any line, it was found 
necessary during the war and in the 
immediate post-war period to carry 
a large stock of all parts, just to be 
sure they would be on hand. The 
stock in electrical items has run in 
the neighborhood of from $6,000 to 
$7,000, a figure which the firm is now 
cutting down to nearer the normal 
of about a $2,000 investment. 


General view through store, taken from 
just inside big front window. 
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Customer contact with this depart- 
ment is over a ceunter. All job 
slips are made out in triplicate, one 
going to the main office, one to the 
foreman and one attached to the job. 
As they are cleared, they pass through 
the hands of the foreman to the office, 
so that everyone vitally concerned 
knows at all times just what jobs 
are in the shop and what their status is. 
About five men are now employed here 
with several more in training. 





NORMAN BUTLER 


general manager and secretary of firm. 


On the mezzanine floor is the edu- 
cational music section. The store 
has made a feature of this depart- 


ment, carrying an investment of from - 


$8,000 to $10,000 in educational music 
at all times. On the mezzanine floor 
also is the office of the president and 
his partner, Norman Butler. This 
is decorated in typical western fashion 
with knotty pine, wrought iron and 
rope, with a large aviation wall map 
covering one wall. This features the 
states of Arizona, Colorado, New 
Mexico, with a part of Texas, one 
corner of Kansas and northern Mex- 
ico, useful because already the part- 
ners do most of their traveling by air. 
They sell certain items of their stock 
over this entire territory (the store 
supplies all the educational music 
needs of the Universities of Arizona 
and Colorado, for instance), a cover- 
age which is only possible because 
every short cut is taken to reduce 
traveling time. 


The Appliance Section 


Through the archway into the new 
section of the store on the ground 
floor is the electrical appliance section. 
Here also are phonographs and rec- 


(Continued on page 204) 
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How to influence women 


[THIS UNSO 
LICITED LETTER SHOWS YOU ON 
E SURE WA 
Y] 









(fits 


———— 
Who is she? Amenica’ best 


Dear (Betty eae, ame 

alti, a. 5 SERVICE PErSom - 
I started my married life in Georgia loth ie ¢ aets thensanda 
sna trailer. My husband was in the EA like this a ysaz of 


army. After coming home to wait for n 
1 of my baby, ft used my RS aa 
En Congide ( E ta 
pa LAA 
Y. 





the arriva 
mother's iron. Crock 
£2. Thy thuat h 
TRMAAT N22. 
They love her. 


Being much interested and enjoying your 
radio talks, especially the one about 


the new Tru-Heat Tron sponsored by you, Se \) 
my husband bought me one for Christmas. hem Betta Cocker s 
wikia 


After giving it a thorough trial I am ual a 
really enthused---1t irons like @ Y buy. 
breeze, saving 5° much time. It is Sl 
En 
Ever sts age ee 


especially good for baby's tiny 
tting into tiny —— Whether wh a-reur 
AECUpE 


clothes---no trouble ge 
tucks and gathers: The rounded back PL ASW 
enables me to do a better job on my ‘mig: howe ap lian 
: Us hight dé if ‘i # 
husband's shirts, too. by B S , 
May behacs d 


Mother was S0 delighted with it that 
she also purchased one. ie . 
ann Mommas Tolle 


sO a ial 








Mrs. Charles Taylor 
pittsburgh, Pa. 








Sponsored by B 
the sale is ay 
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Market 





Make Your Own 


Survey 


Need exists for the dealer to find the 


absorption power of his territory; 


also what fits his selling methods. 


ik HE late President Roosevelt al- 
ways referred to a question as 
being “awfully iffy’ on which 
there existed no pat statistics for an 
answer. 

For five years now, the appliance 
retailer has had no past experience 
to guide him. The simple expedient of 
replacing any item as fast as it sells 
has been out. Moreover, he has no 
clear understanding of how great a 
hunger has been created by this long 
dearth of merchandise, and just who 
is fated to satisfy it in the post-war 
market. National estimates are all 
right, but they cannot take into con- 
sideration local conditions. 

So it looks as though it is smart 
business right now for a retailer to 
make a market survey of his own. 

At such a time the appliance dealer 
can glance over his own setup and 
decide whether his operation is best 
suited for the distributor of replace- 
ments or promotion of new specialty 


appliances that obsolete the older 
models. Still other opportunities 
exist in the ranks of trail blazers 


which have no predecessors, such as 
the home freezer, 


Saturation 


For the saturation of the appliance 
market is bringing into being a new 
situation that did not exist in the past. 
The January, 1947, ELectrtcaL MEr- 
CHANDISING gave this picture of how 
saturated the appliance market is: 


Percentage of 


Appliances Homes with 
lrons 91.5% 
Refrigerators 69.1 
Washers (electric) 60.5 
Washers (gas engine) 3.5 
Toasters 55.7 
Cleaners (floor) 48.8 
Cleaners (hand) 10.1 
Coffee makers 37.4 
Ranges 13.0 
lroners 6.6 
Clocks 61.7 
Waffle irons 22.6 
Heating pads 22.9 
Heaters and radiators 19.4 
Hot plates 17.1 
Roasters 5.4 
Water heaters, storage 4.7 
Radio receivers 90.4 


_ It is pretty well understood that on 
lew items will we ever get a 100 per- 
cent saturation. Most of them will stick 
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up around 85 or 90 percent. When 
it gets to this degree an item has two 
types of purchasers — brides and 
grooms and families whose old appli- 
ances have worn out. It is obvious 
that the presence of so many repair 
shops in the country is going to slow 
down the turn-in-rate on old devices 
as long as they can be fixed. Ob- 
viously, then the conventional appli- 
ance that is near saturation is likely 
to become -a staple item that does 
not lend itself to the same amount of 
promotion it enjoyed in the past. For 
some types of stores this is all that 
is wanted, 

Chances are that a dealer with a 
specialty selling organization will 
spend an increasing amount of his 
energy in the pushing of appliances 
that have features which obsolete the 
old models. Refrigerators with sharp 
freezer shelves, for example, in the 
opinion of W. T. Reace, Common- 
wealth Edison refrigeration expert, 
have a chance to make obsolete nearly 
all domestic refrigerators in Chicago. 
New types of vacuum cleaners have 
appeared on the market, new kinds of 
washers and it is obvious that the 
stress of specialty selling organizations 
is going to be wrapped more and 
more around factors that breed 
obsolescence, and to permit the con- 
ventional item to sell itself on the 
floor. 

A dealer may also readily make up 
his mind to promote specialties on 
which little saturation has been 
reached, such as ironers, water heat- 
ers, home freezers and the like. 

The day is not far off when we all 
will have all the appliances we can 
sell and the same strategies of the past 
decades will again be in demand. 

What to stock and what to push are 
questions that are going to concern 
more and more people in the retail 
business. As a guide on this “iffy” 
question, ELECTRICAL MERCHANDISING 
has talked to two people who know the 
retail picture. One is William A. Ritt, 
proprietor of an appliance store at 
St. Peter, Minn., and noted as the 
secretary-manager of the North Cen- 
tral Electrical Industries. The second 
is a utility man, connected with a large 
northern organization, who, if he is to 
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Here’s What a Big Shot Marketing Man 
Says He Would Do If He Were.a Dealer 


1. 


Find out definitely what your territory is. Lots of dealers do not 


know where they can work most profitably. How far can you go and 


get back in an hour? 


> 


, Go to the power company and find out the number of meters in 
your territory. If it has no census of appliances on your lines, can the 
company give you the number of meters whose electric bills run over 
$6-$7 monthly? High bills indicate families that have been using a lot 


of appliances. 


3. Apply the national averages to your neighborhood. It has been 
found that washers and refrigerators are usually turned in when 12 
years old. Have your utility help you figure how many in your terri- 


tory are that old. 


4, Experts figure one third of our appliance owners will buy new 
ones if they can be shown what they own have become obsolete. 
What's one-third of the washer and refrigerator ownership in your 


territory? They are prospects. 


5. Check with repair men to see how old the appliances they are fixing 
are. A good repair department should keep you supplied with leads. * 


6. Take a 10 percent sample of the meters in your territory; make a 
house-to-house canvass, giving away some sort of booklet as an 
excuse. This sample should give you an idea of possibilities. 


7. Get acquainted with local builders, and real estate men, They can 


supply you good contacts. 


speak freely, must remain anonymous. 
He also gives his formula for figuring 
out market possibilities on appliances. 


The Dealer's Point of View 


“Frankly, I haven’t seen any figures 
on turnover as applied specifically to 
major appliances,” says Mr. Ritt, “but 
I believe that the appliance dealer must 
consider his overall turnover in his 
business, not just the turnover on cer- 
tain items. While some do turn over 
faster than others, it is not practical 
to ignore the slow turners or throw 
them out. You have to live with the 
slow ones; they may be slow this year 
and fast next year. Some slow mov- 
ing items are necessary to round out 
lines in order to keep a dealer in a 
competitive position, since choice is 
sometimes as essential as price to in- 
duce customers to come in to shop and 
buy. 

“Bearing all factors in mind, in a 
buyer’s market the average appliance 
dealer, in my opinion, does not attain 
« turnover of more than four times 
a year in rural areas or six times a 
year in metropolitan centers. Excep- 
tional dealers will do better but many 
will do less than the average.” 

Market saturation is another shoal 
on which many a dealer’s ship can be 
wrecked, points out Mr. Ritt. While 
it doesn’t seem so to many, there is 
a definite limit of market capacity to 
absorb. Let’s take a small community 
like St. Peter, as an example. 

The town of St. Peter, Minnesota, 
he points out has about 1,000 residential 


meters. To this may be added the 
natural rural trading area which is 
half way to each of the nearest com- 
peting business centers. That area 
will have about 800 farm meters. So 
the total market for the dealers in St. 
Peter is then confined to around 1,800 
meters. Allowing for the new house- 
holds established by veterans and 
others who have been unable to buy the 
equipment they need for the past four 
or five years, we can assume there is 
only a 66 percent saturation of elec- 
trical refrigerators. 

“It follows then that there should 
be a maximum potential market of 
600 refrigerators,” says Mr. Ritt. “This 
is one third of 1,800 meters. There 
are 12 dealers in the St. Peter terri- 
tory competing for this market. If 
enough refrigerators are available in 
1947, four of the leading dealers will 
sell 300 refrigerators apiece and the 
other eight dealers will sell possibly 
200, leaving 100 doubtful prospects, 
plus about 150 new households. This 
leaves a total market of 150 for all 
the dealers in 1948—unless.”’ 

Thus it will be seen that the re- 
placement market jumps into promi- 
nence very quickly, The “iffy” question 
is how many of the 66 percent of the 
populatiom can be persuaded to turn 
in their old boxes and buy new ones. 
Those at the bottom of the group eco- 
nomically, if their old boxes work, will 
probably cling to them, as they already 
provide refrigeration. The upper 
roster will be prospects for any im- 

(Continued on page 216) 
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‘They 


Divided... 


The energetic partners who own and 


operate Britt's, Orlando Fla., found 


a way to higher profits and heavier 


sales by working two simple problems 


in division — among its employees 





One of Britt's service trucks, showing the com-- 
plete equipment carried, sufficient to operate in- 


dependently of the store for three or four days. ag 


ACK in their grammar school 
days, at least two residents of 
the Orlando, Fla., area never 

did pay much attention to addition, 
subtraction, multiplication and divi- 
sion, except to learn these processes 
as matters of arithmetical routine. 
But in the last 12 months, H. Merritt 
Britt and Roy D. Wininger have 
learned that one of the processes— 
the art of division—can be so highly 
profitable that the other three prac- 
tically depend upon it, as far as the 
electrical appliance business is 
cerned. 

“Our business is built upon divi- 
sion,” says Mr- Wininger, who with 
Mr. Britt is co-owner and operator 
of Britt’s, one of Orlando’s outstand- 
ing appliance firms, whose major line 
is General Electric. “We have applied 
the process of division to our selling 
and to our profit-making and we’ve 
added business, multiplied sales and 
subtracted from our worries. Quite 
a mathematical business, you see.” 


con- 
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As outlined by the partners, Britt’s 
made two simple moves which put 
into operation a streamlined sales pro- 
motional and organizational policy, 
and brushed aside complex employer- 
employee relationships faced by most 
business houses. These two simple 
moves, both based on division—one 
in the sales area and the other in 


profits—produced startling results. 


Divided the Map 


In the first instance—applying the 
process of division to selling—Britt’s 
got out a map of Orlando and its 
environs and took a good look at it. 
This map showed a somewhat circular- 
shaped city of 60,000 population nestled 
in the heart of the citrus growing sec- 
i Florida. It further 


tion or showed 


Britt's modern appliance shop, located at 
344 North Orange Avenue, Orlando, is a 
showplace of the mid-Florida city. Lined 
up here, ready to go into action, are some 
of the firm's workers who share in its profits. 








that Orlando was in the very center 
of a 75-mile trading radius which in- 
cluded 25 percent of the state’s popu- 
lation, 53 percent of its agricultural 
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ILLUSTRATIO 





The Britt sales plan is the result of dividing 
the city of Orlando, Fla., and its environs 
into six territories and assigning a sales- 
man to each division. This prevents over- 
lapping and provides the greatest service to 
the greatest number of people. 


wealth and 92 percent of its citrus in- 
dustry. The problem facing Britt’s 
was how best to tap this vast potential 
market for electrical appliances in the 
most thorough and satisfactory fashion. 
With a compass and a pair of dividers, 
the partners dissected the mid-Florida 
city into six sections, covering their 
allotted 30-mile radius, as neatly as a 
soda dispenser taking an orange apart. 
Each division would be assigned to a 
salesman. 

But the divisions were not uniform 
—area, population and purchasing 
power determined the size of each slice, 
which was made as large as possible 
to insure a salesman a happy hunting 
ground yet not assign him more terri- 
tory than he could cover. As the final 


‘division ‘appeared, five of the “slices” 


were about equal in area and the 
sixth, which included the fashionable 
suburban Winter Park area, balanced 
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By A. B. WINDHAM 











A view of Britt's new and modern appliance shop on opening day in January 1947. 
Bill Lanham, General Electric sales manager for Florida, who was on hand for the 
opening, seems to be making a speech to the crowd. 


the others with its sales potentialities. 

“The advantages of dividing the 
city and suburbs in this manner and 
assigning a salesman to each division, 
are obvious,” Mr. Britt points out. 
“First, it allows the firm definite and 
accurate control of sales. We sit 
here in our central control tower and 
know exactly what’s going on in each 
area. Second, it protects the salesman 
in his assigned territory, gives him the 
opportunity to get to know his cus- 
tomers and their needs and to follow 
up sales and service. Third, it pre- 
vents overlapping among salesmen, 
thereby preventing needless traveling 
mileage, and fourth, it gives the sales- 


Ud Night 


man an opportunity to systematically 
cover his given territory by working 
it in a concentric circle manner, mean- 
time providing the greatest possible 
service to the greatest number.” 


Sales Incentives 


As a further incentive to salesmen, 
Britt’s lists four other fixed policies of 
the firm. They are (1) a base salary 
which insures a decent standard of 
living, plus a commission on ‘sales; 
(2) a Christmas bonus which is de- 
termined by salary plus commission 
plus volume; (3) one day each week 
a turn at selling on the floor of Britt’s 
at a reduced percentage commission, 
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...and “onquered 





Roy D. Wininger (right) and H. Merritt Britt look over the throngs which surged into 
the firm's new store at its opening. The profit-dividing plan sponsored by these ener- 
getic partners has brought them some startling and highly pleasing results. 


enabling both salesman and manage- 
ment to know each other better, and 
(4) bi-weekly courses in salesman- 
ship from the LaSalle Extension Uni- 
versity. 

“With these policies and by using 
our division plan, we get away from 
the ‘floater’ type of salesman,” says 
Mr. Wininger. “He’s the type who 
calls on his friends first. By limiting 
our salesmen to one field, they meet 
all types of people and go up against 
all kinds of conditions. And our sales- 
men are all topnotchers.” 

Careful selection and _ thorough 
training were paramount in selecting 
the salesmen, according to Mr. Britt, 
since the firm felt that only top- 
notchers would contribute to the suc- 
cess of the area-division plan. The 
partners learned the potential sales 
volume of their territory after a 
lengthy survey and the salesmen’s 
starting quotas—about $50,000 per 
year for each—were fixed. Each sales- 
man is given a good leeway in the 
conduct of business in his assigned 
area, and leads to new business which 
comes in from an area are turned over 
to the salesman in whose section it 
falls. The salesmen make recommen- 
dations on advertising, suggest im- 


Careful lighting and advantageous arrange- 
ment of appliances on display makes Britt's 
one of the most attractive and outstanding 
shops in Orlando at night. Here is the 
view which passing motorists or across-the- 
street passersby get. 


provements and otherwise assist in 
the general conduct of business. 


Dividing the Profits 


The second great problem in di- 
vision, successfully worked by Britt’s, 
was the problem of dividing the profits 
from their business. This the firm has 
done by the simple expedient of taking 
every employee of the firm, from the 
accountant to the janitor, into partner- 
ship. While the business is owned by 
Mr. Britt and Mr. Wininger, still 
every employee shares in the profits. 
The partners’ reason for taking such 
an unusual step is both logical and 
well thought out. Let Mr. Wininger 
explain it: 

“The service department, for ex- 
ample, was a good average service de- 
partment,” he says. “The personnel 
were good average American men 
who turned out a good average day’s 
work for a good average salary. The 
hell of it was that neither the depart- 
ment nor its members were making 
much money. A 30-day check, includ- 
ing time study, disclosed that nothing 
was irregular except a good average 
degree of inefficiency that was as 
much the fault of the management as 
it was the fault of the personnel. 
Something was lacking so, with our 
fingers crossed, we put the profit-shar- 
ing plan into operation.” 

In systematic steps, the plan was 
inaugurated with six moves. (1) The 
shop was divided into definite depart- 

(Continued on page 201) 
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Cools off comperition, 


Wide aluminum blades turn 
quietly—create a bigger breeze. 


Rugged, dependable motor oper- 
ates economically. 


Easily adjusted to blow in desired 
direction. 


Streamlined, beautiful, built to last. 
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7 Most Complete Line in the 
700 s — Industry. Quick Turnover! 
e | = BIG PROFIT OPPORTUNITIES 
FOR KNAPP-MONARCH DEALERS 


a 


Has the Customer “Appea : 
That Builds Your Store Traffic... ae \ 
Keeps Profits Up! 


Stand by for the ~BM~ Genie... with another big H i \ 
attraction item that’s sure to keep sales and profits i ine 

coming your way... through the summer months! : 

ge RC SRE aes 2 

Pane 


It’s the ~*#M~ Jack Frost Fan...so packed with jos SS SoM SME iba Naan 
“selling” features, prospects soon lose interest in 

competitive makes! Watch it attract attention in 

your store ... bring new customers and friends your 

way ... make profits climb! It sells on sight! 


Fine craftsmanship and beauty in styling is typical as 
of every one of the ~®M~ Electrical Servants. Little } 
wonder folks everywhere more and more prefer the 
42M~ line, the most complete in the industry. Stock 
the ~#M~ line, see how it puts competition in the 
shade! Display the *#M~ Genie, appearing in power- 
ful year-round national advertising. Push the ~®M~ 
line in your store ...and stand by for big profits! 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. 
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ou are protected by 
Zenith’s policy of 


RADIONICS 

















The Zenith Franchise Permits You To Make Your Own 
Choice Of items In Other Lines 


You need not stock items of unproved merit and acceptance in order to get 
the Zenith franchise. You are free to select the leading brands you want in 
other lines to “team up” with Zenith radios. That is why the Zenith franchise 


is the radio dealer’s “Declaration of Independence?’ 


Zenith’s “Radionics Exclusively” Policy Results In 
Outstanding Features That Make Sales 

This concentration of effort on Radionics is one of the reasons why so many 
really important sales and demonstration features have come from the Zenith 
laboratories . . . The New Way to Play Records with the Cobra Tone Arm, 
for example. It is one of the reasons why Zenith is “Always A Year Ahead’ 








ZENITH RADIO CORPORATION CHICAGO 39, ILLINOIS 
30 Years of Radionics Exclusively 
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North view Cullen's showing 28 x 6-foot sign on north of building; 68 x 6-foot sign on east of building; 
28-foot tower with 12-foot pinnacle. Three circles beneath tower range from 28 feet in diameter to 14 feet 


in diameter and rise 6 feet above building. 
on tower, 3-tube neon alternately flashing rose and green. 


ERE is no idle snapping of 
switches on appliances or 
radios in the beautiful new 
appliance store which Cullen Lumber 
Company, Oklahoma City, opened up 
with a bang on March 10th—for 
everything in the store which uses 
gas, electrical current or water is 
hooked up and ready to go at a mo- 
ment’s notice. 

The new store, titled simply “Cul- 
len’s” to distinguish it from the long 
established Cullen Lumber Co. yard 
some distance away, played to nearly 
10,000 customers on opening day 
March 10; so many that Oklahoma 
City police were detailed to handle the 
crowds. Part of the avalanche of 
check-waving women was no doubt 
due to two weeks of intensive adver- 
tising in which Cullen’s promised to 
show nothing the store couldn’t deliver, 
and the rest to much delay caused by 
building materials shortages. Over 
ten months went by before Cullen 
Lumber Co., could unwrap the “most 
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modern home supply center in the 
country” as had been promised in 
weekly newspaper ads, radio spots, 
and on billboards. 

A lot of new ideas went into mer- 
chandising planning in this southwest- 
ern appliance dealership. The parent 
company management, waiting for a 
chance to sell the “inside of the home 
as well as the outside” had four years 
of war to eke out the details of the 
store, and wound up with a building 
which is still stopping traffic even 
though the first inventory of appliances 
went out during the morning hours on 
opening day. 


Top Visibility 


Top visibility, to catch the eyes of 
motorists whizzing by on two major 
highways passing the suburban store, 
was stressed from the outset. The 
result is a rounded-corner, rectangular 
building, including 10,800 feet of floor 
space on first floor and basement, 
with 12 foot glass panes running 
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"Cullen" script in white cold cathode. Thirty-inch block letters 
Pinnacle atop tower, gold. 


around two sides and projecting down 
part of the back for still another view 
into the interior. Striving to give 
motorists at a glance an idea of the 
stocks inside, Carl A. Minor, Jr., of 
the management, emphasized 50 foot- 
candles of lighting, and testing vari- 
ous types of window arrangement, hit 
upon an “angle system” to do away 
with glare and reflections. Thus all 
windows tilt forward at seven degrees, 
supported by strong blonde wood posts 
behind the glass, and obstructed only 
by stainless steel joints. Glass con- 
struction of this type is something of 
an architectural curiosity in this part 
of the country, and has been another 
means of bringing a lot of potential 
appliance buyers around. “We think 
it’s ideally tailored to appliance promo- 
tion,’ Mr. Minor indicated, “giving 
the customer an opportunity to see 
everything in one sweep, even though 
the shops are actually separated.” 

A 68-foot neon sign on the east 
side, and another on the north iden- 


Downstairs demonstration electric kitchen, featuring Kel- 
vinator refrigerator and electric range, Morton sink and 
cabinets, window recessed with scenic oil painting in- 
directly illuminated by fluorescent tubes. Kitchen size, 10 
ft. x 18 ft. 6 in. Kitchen in continuous operation by home 
service directors demonstrating electric cookery. 








tify the building for miles around, as 
does a 28-foot neon tower with 12 
foot pinnacle, glowing with colored 
light at the base. Cold cathode rod 
lamps were used for all of the ex- 
terior lighting. Looming up in an 
unlighted district, this bright appear- 
ance lures many visitors, with con- 
venient parking space all around the 
building. If prospects wish, they can 
drive to within a few feet of the 
appliance displays and check them over 
without leaving the car. 


Displays on Two Levels 


Appliance displays are on two levels, 
floor and basement, and include three 
model kitchens to fit Oklahoma City 
homes, ranch houses and other mar- 
kets. Each kitchen is operating from 
stem to stern, and there is a woman 
demonstrator on hand to put each 
appliance through its paces, whether 
gas or electric. Knotty pine panel- 
ling was used for walls in one, and 
washable wallpaper in the others. All 
three feature cabinets, cabinet sinks, 
work centers, dishwashers, small ap- 
pliances and housewares to match. 
Cullen plans are to engineer and blue- 
print kitchens in all price ranges, and 
to go after the package deal with out- 
side selling and intensive advertising. 

Spotlighted by individual incandes- 
cent spotlights, 14 of which are located 
along the window molding on the 
first floor are Philco, Norge, Roper, 


Morton, Kelvinator, Kaiser, RCA, 
Zenith and other lines, all secured 
during the war, and _ individually 
shown. For weeks before opening, 


Cullen’s plugged the theme “They’re 
here, they’re working, they’re fer 
sale!” by every known advertising 
means, and put a full-sized inventory 
of every appliance out for immediate 
delivery. Old established customers 
(Continued on page 203) 
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W. 8. Parrish, owner and operator of the Electric Appliance Co. of Frankfort, Ky., who 
after 17 years as a repair and service man, applied the principles he learned from this 
work, to the sale of new appliances—and there isn't a rusty cash register in the store. 

































An attractive record and radio section accents the center of the Frankfort appliance 
shop and has proven a popular mecca for families from that area. Many major appli- 
ances are well spaced and displayed around this traffic puller. 





Another view of the store's showroom reveals the neat arrangement of major appliances 


which gives the display plenty of eye appeal. 
and service customers of long standing. 


Most of the firm's sales are to repair 
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The backbone of Mr. Parrish's business is what he terms his service and repair men, 
all trained by himself and all firm believers in the eight cardinal rules upon which the 


KoLLow 


business was built. The store occupies a prominent spot on Frankfort's main street. 


Reversing the usual process, the Electric Appli- - 


ance Co. of Frankfort, Ky., used its record of 


installations and repairs to become one of the 


Bluegrass section's best known and most progres- 


sive appliance merchandisers. 


Py “4 HERE aren’t any rusty cash 
| registers in the shop of the 
Electric Appliance Co. at 208 
West Main Street, Frankfort, Ky. 
No sir—this is one of the busiest ap- 
pliance stores in the vicinity of the 
Bluegrass capital, and its rise to the 
top is the result of the efforts of a man 
who believes service and satisfaction 
are something more than just words 
to be found under “S” in the diction- 
ary. 

Most dealers starting out in the elec- 
trical appliance business get, their 
franchises and a stock of equiprhent, 
open their business to the public and 
begin selling, subsequently entering the 
repair and service phase as a necessary 
but secondary part of the business. Not 
so in the case of W. B. Parrish, who 
owns and operates the Electric Appli- 
ance Co. Mr. Parrish just reversed 
the process from the start, and therein 
lies the story of his expansion and 
rise. 

“Sales have always followed good in- 
stallation, service and repair work,” 
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Mr. Parrish declares, “and that’s the 
basic formula on which we've built our 
business. Show me a well-installed 
appliance and I’ll show you a satisfied 
customer: show me a_ well-repaired 
appliance and I’ll show you a future 
certain customer.” 

To Mr. Parrish, this combination of 
install them well, service them well 
and repair them well is more impor- 
tant to his future business than any 
platitude as prosaic as “sell them well” 
since he figures he has reached his 
present spot by just such plugging, and 
that most of his future sales are going 
to come from the list of those repair 
and service customers who have been 
among his clientele during the scarce 
years of this decade. 


Learned the Hard Way 


Mr. Parrish evolved his formula for 
selling new appliances after working 
himself for 17 years in the service and 
repair field. Starting out as a mere 
beardless youth in the 1920’s, he 

(Continued on page 208) 
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A full-sized ironer... x 2 
built to do a full-sized job... 


priced for volume selling! 





Show the folks THOR’S 
exclusive 


















one-minute shirt demonstration 


... they'll want to take the Gladiron 
right off your floor! 


@ It’s easy to switch 'em from sad ironing to 
Gladironing with Thor's exclusive 
One-Minute Shirt Demonstration. For in 

just 60 seconds you provide the answer to the 
question that’s blocked mass ironer sales 

for 35 years —“How do you iron a shirt?” 


© If you’re not an expert on the One-Minute 
Shirt Demonstration . . . if you haven't 
already attended a Gladiron Training School 
(or if you would like a refresher course) 
contact your Thor distributor today. In one 
short meeting he'll teach you to iron 

the fast, easy, sales-making Gladiron way. 


ONLY THE THOR AUTOMAGIC 
GLADIRON HAS ALL 
THESE FEATURES 





+ Famous, patented sleeve-size roll. = eee 
Irons shirts in 4% minutes. ‘+ Dialastat heat control, 
z tes with . single knee . : to closet size. HURLEY MACHINE DIVISION 
e Stands and irons while she sits. e Rolls from room te room. Electric Household Utilities Corporation, Chicago 50, Illinois 
ite Thor-Canadian Company, Ltd., Toronto, Canada 
Plants in Chicago, IIl.; Bloomington, IIl.; El Monte, Calif.; Toronto, 


Canada; London, England 
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Products of 


cmcowernin 











‘At the July Market (Furniture Mart, Chicago, July 7-19, 
Space 521-522) we'll have some shiny new “keys” for . 
dealers to use in unlocking new portals to profits. 
We expect to “steal the show” again this year . . . for 


Norge dealers, the future never looked brighter! 


"The Best Dealer in Town 
Sells NORGE!” 









Norge is the trade-mark of Norge Division, Borg-Warner Corporation, 
Detroit 26, Mich. In Canada: Addison Industries, Ltd., Toronto, Ontario. 


BEFOR 
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The Grabe Electric has long leases on the two 
stores at the left, but Mr. Hannah prefers to keep 
the ares of his sales floor limited, with not too many 
corners in which merchandise can be stored away 
and overlooked. 


By HOWARD 
EMERSON 





RUCE HANNAH, owner and 
DB annez of the Grabe Electric 

Co. of Tucson, Arizona, is a 
man who has ideas. He had them 
twenty-five years ago when he started 
as manager of the appliance depart- 
ment for the former Russell Electric 
Co. of that city and he continued 
to have them when he started in busi- 
ness for himself. He is frank to admit 
that not all of them work. But 
enough of them do so that his store, 
which has about a twenty-five foot 
frontage on the main street in a town 
boasting not more than 36,818 inhab- 
itants (at the time of the 1940 census) 
lid a business of about $750,000 last 
year. And he looks forward to mak- 
ing it a million in 1947, 
It is obvious that Mr. Hannah has 
ot, over the years, wasted much time 
on ideas which were not profitable. 
And it is also obvious that in order to 
be able to tell just how an idea is 
working out, he must have pretty good 
records of every feature of his store’s 
operations and must be very familiar 
with them at all times. Since the 
store’s business has grown to propor- 
tions which mean that the practical 
operations of selling have been dele- 
gated to subordinates, in fact, Mr. 
Hannah devotes a considerable por- 
tion of his energies to devising ways 
of keeping records so that he will know 
at a glance just what is going on—and 
then to figur&hg out ways to improve 
the situation as it is disclosed to him. 





Store Departmentalized 


The store is pretty well departmen- 
talized by now. It started as a com- 
bination appliance and contracting 
business, with the sales end gradually 
taking the lead in volume. From time 
to time other items have been added 
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The handling of combina- 
tion radio sets brought in phonograph 
records which éven before the war had 
started to be a department of impor- 


to stock. 


tance. During the war, other house- 
hold items, such as kitchenware, were 
added. Toys seemed at first an ex- 
traneous, though necessary, addition 
to keep up volume. But as this end of 
the business developed. Mr. Hannah 
began to see that it supplemented the 
other departments of the store, besides 
being a money maker in its own right. 
It brings in on the average from $240 
to $400 a day for toys alone, with a 
total which comes very close to $50,000 
in the year. It is an excellent traffic 
builder, a repeat business, and it starts 
the family in with the first child to 

regular patrons of the store. So 
now the Grabe Electric caters to the 
needs of the individual, first as a 
child, with toys, next as an adoles- 
cent, with the record department, and 
finally to the adult with the main appli- 
ance departments of the store. 

As the business has grown it has 
become more and more departmen- 
talized. Contracting, service, records, 
toys, main appliances—each of these 
is run almost as a separate entity, 
and each is rapidly developing sub- 
departments. In the service depart- 
ment, for instance, small appliances 
used to be handled by the men in odd 
moments between washer and refriger- 
ator jobs, or in the evening after 
hours. Now the store has four men 





By the simple system of filing radios which 
have been repaired by the last number on 
the repair tag instead of by alphabet, the 
Grabe Electric insures having an even dis- 
tribution of articles in each compartment. 
The same system is used for other repair 
work and for layaways. 





on small appliances exclusively, with 
a system of tags and records which 
provide a complete picture of costs 
and profits. The central bookkeeping 
department has little to do but add up 
total and file the records as they are 
handed in. This department carries 
about $14,375 worth of parts, includ- 
ing radio tubes, refrigerator parts and 
small appliance replacements. Rec- 
ords show about a two-times turnover 
on this. The total volume of repair 
work amounted to about $55,000 in 
the first eight months of 1946. Total 
staff engaged in this work at the 
present time numbers thirteen. 

There are three on the bookkeeping 


It Pays To 
Keep 


ecords 


Bruce Hannah of Grabe Electric Co., Tucson, 
Ariz., did a $750,000 business last year— 


and a lot of credit goes to careful depart- 


mentalizing and accurate cost records 


staff—not a large number, but the 
forms and records kept by each de- 
partment minimize the amount of 
work which must be handled. It is 
up to the head of each section of the 
store to know how his work is getting 
on. The record shop, for instance, has 
compiled its information so that it 
knows turnover for various types of 
records, volume and costs of handling. 
Toy accounts are handled by them- 
selves, so that it is possible to know 
how they pay their way—how the 
volume is distributed over the year 
and which types of stock prove to be 
money makers, which stickers. The 
(Continued on page 86) 
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AN IMPORTANT MESSAGE FOR ALL JOBBERS AND DEALERS WHO 
STOCK AND SELL THE CORY GLASS FILTER ROD 


Competitive selling has again hit one phase of 
the coffee brewing business. 

Manufacturers who have for years scorned the 
sale of coffee brewer filters have suddenly become 
intensely interested in them. Their interest is 
prompted by the realization that Cory retailers 
and jobbers have already sold over 18,000,000 
Cory Glass Filter Rods. 

_ Noone has developed a filter that will out-per- 
form the Cory Rod. Some have even disregarded the 
fact that repeat business is important business to both 
retailer and jobber. There’s still no better product— 
still no better program than that offered by Cory. 

During recent months, the Cory Glass Filter 
Rod has been Fair Traded at a retail price of 
sixty cents. This price was established a few 
months ago when our supplier was forced to 
increase our cost. At that time we decided to 
raise the retail price instead of reducing the 
profits of loyal Cory jobbers and dealers. 

One manufacturer is offering a glass filter at 
a retail price of fifty cents. As a result, Cory 
retailers and jobbers are now faced with the job 
of selling the Cory Rod against this item at a 
retail price differential of ten cents. 





"CORY CORPORATION NEVER HAS ASKED 
AND NEVER WILL ASK IM JOBBERS 
OR DEALERS TO SELL CORY PRODUCTS 


AT A COMPETITIVE DISADVANTAGE” 


PRESIDENT, CORY CORPORATION 


CORY CORPORATION NEVER HAS ASKED 
AND NEVER WILL ASK ITS JOBBERS 
OR DEALERS TO SELL CORY PRODUCTS 
AT A COMPETITIVE DISADVANTAGE. 

Our supplier can not reduce our cost. We 
will not stand by, however, and see faithful 
jobbers and dealers caught in the middle. 
Therefore, effective May 1st, the CORY GLASS 
FILTER ROD WILL AGAIN BE PRICED 
AND FAIR TRADED AT FIFTY CENTS 
WITH FULL JOBBER AND DEALER DIS- 
COUNTS INTACT. Cory jobbers will be 
refunded for all Cory Rods purchased at the 
sixty cent price. 

The Cory Glass Filter Rod is the world’s fastest 
selling coffee brewer filter and we’re going to 
keep it that way. . . Regardless of what compe- 
tition does, Cory jobbers and dealers can rest 
assured of our unwavering determination to 
protect the market they built by keeping the 
Cory Rod priced competitively. 


..- AND REMEMBER, CORY JOBBERS AND 
DEALERS CONTINUE TO MAKE THEIR FULL 
PERCENTAGE OF PROFIT. 
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HEATER TILTS 
directs warmth up, down, straight ahead. 


PLACE ON TABLE, floor, or hang on wali —warmth 
when and where you want it. 


to any angle over 180° arc— 


THLT-TRACK serves also as handy carrying handle. 


EASILY CARRIED from room to rocm; weighs 
less than 5 Ibs. 


QUIET MOTOR and 4-biade fan. 
HEATING ELEMENT ond fan well guarded; safe. 


SOFT PASTEL Victron-green finish; cadmium 
fittings. 





Call it smart, cute, ingenious, attractive, efficient, effective 
—use all the adjectives, and you'll be dead right. The new 
Victron Electric Fan Heater is a little honey. Consider also 
its propelled heat performance, its easy portability, its 
adaptability to any room, and its year ‘round utility... 
everything adds up to a really hot item. We hope we can 
make them as fast as customers will take them off your shelves. 


VICTOR ELECTRIC 


PRODUCTS INCORPORATED 
2950 Robertson Ave. Cincinnati 9, Ohio 


... apotldlle heal wave’ foe ang wom cw the tows! 


oy goes Pople ect culty worms been Bry hiya lth een elimina 
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QUICK HEAT 
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Something NEW 
Should Be Added 


oe CONTINUED FROM PAGE 41) commen 


and he has set aside a special observa- 
tion booth in the rear. As yet he has 
no set in operation. 

The service shop, which accounted 
for about half of the earnings of the 
shop during the depression days of 
1932-33-34, today brings in a return 
of $12,000 to $15,000 a year. Headed 
by’ Jack Strombeck, the shop tries to 
do a competent job on repair work 
and give the customer satisfaction. 

Woodlawn sales people do not make 
outside calls unless by pre-arrange- 
ment. They work on a salary plus 
commission. Miss Margaret A. Miller, 
Mike McKinney, Warren Singer and 
John Wright constitute the staff. 


Earle's Ideas 


On several points Mr. Earle has 
original ideas. 

For example, none of the employees 
ever approaches a prospective customer 
with a question, “Can I help you, 
sir?” Instead they always say, “Good 
morning,” and wait. .Because there 
has been a tendency in Chicago to be 
niggardly on responses, the Wood- 
lawn firm has capitalized on this situa- 
tion. If anybody comes in at any time 
with a device about which he com- 
plains, the salesperson is instructed to 
ask him to step over to the cashier’s 
counter and get his money back. The 
man has come in expecting an argu- 
ment, says Mr. Earle, and this quick 
offer of a refund pulls the teeth of 
the situation and puts him in a good 
humor. 


Wait Till He Pockets It 


Another instruction is not to attempt 
to sell the complaining customer any- 
thing else until he has his money in 
his pocket. Somehow a refund, put 
back in the billfold starts a man off 
fresh and sponges off the slate of the 
past. 

“The greatest trouble in the retail 
business is not with the help,” says 
Mr. Earle. “It is the lack of executive 
ability in management. Due to the 
depression and the war there are no 
executives under forty today. The 
small dealer badly needs training from 
manufacturers.” 


Get Local Preferences 


A dealer that is on his toes carries 
an assortment of stock which a neigh- 
borhood wants. He can find out if he 
will make the effort. The retail dealer 
who is on the job has a system of re- 
funds and exchanges that satisfies his 
customers. In service, the topnotch 
store today will take a radio, give a 
diagnosis, set a price and get an OK. 
before starting to repair it. 

The small neighborhood store can 
actually be much closer to his public 
than any other type of business, Mr. 
Earle says. Watch what the public 
likes, deliver it in a satisfactory 
method, and you have got a rolling 
business, whether there be a depression 
or not. End 
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Millions of women 
are’ reading about the new 


pion iele 


America’s Most-Wanted Roaster... 
TAM iat-MeualeSimcelanlele-val-atsihacMatelilelatel 
advertising campaign in NESCO history! 


The beautifully styled Nesco has 
more features that most women want! 


ONLY NESCO HAS THE BUILT-IN AUTOMATIC THERMOSTAT WITH 
TIME CLOCK! The housewife places SIGNAL LIGHT! Maintains whatever 
her evening meal in the Nesco, sets temperature she sets. Signal light indi- 
the clock and thermostat, and goes cates when current is on. When light 
out, Comes home to a perfect dinner! _is out, food is cooking on stored heat. 


ONLY NESCO HAS THE INSULATED A TWIST OF THE WRIST OPENS THE 

COVER! Two sheets of steel, with in- COVER! Just turn the knob on the NG : 
sulating air between them, reduce pre- lower right of the Nesco and cover WOMANS yo 
heating time many minutes, save fuel, opens smoothly, quietly. No need to COMPANI On 


help keep the kitchen cool. lift cover with your hand. Positive latch. N 
ae 





NATIONAL ENAMELING AND STAMPING COMPANY 


BS World’s Largest Manufacturer of Housewares 
ag Executive Offices: 270 N. 12th St., Milwaukee 1, Wisconsin 


— 
Sales Offices: Merchandise Mart, Chicago + Candler Bidg., Atlanta + 200 Fifth Avenue Bidg., New York S 
Ambassador Bidg., St. Lovis + Western Merchandise Mart, San Francisco 
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@ You can install THERMOSTATIC Temperature Control 
on most of the oil heaters you have sold since 1939+ That 
means extra profits on every sale you made during the last 
8 years! 


Most of your oil heater customers — even those as far back 
as 1939 — can enjoy the luxury and economy of A-P THER- 
MOSTATIC Temperature Control. And NOW is the time 
to tell them about it, when their heaters are inactive during 
the summer months. If their heater uses the A-P Constant 
Level Oil Control Model 240-DR, UR, or YR you can easily 
and inexpensively install a new A-P Model 240-ED Heat 
Regulator Set. They'll thank you next winter, when their 
fuel bills run 10% to 25% lower, and they're enjoying the 
pleasure and convenience of steady, uniform heat without 
the danger and discomfort of overheating — at the mere 
Setting of a thermostatic dial. 









vied 


The A-P DEPENDABLE Model 240-ED Heat Regulator Set. Includes an 
Electric Conversion Top to mount on present Manual Control, accurate 
Wall Thermostat, Transformer and all accessories and instructions. 


WRITE TODAY for details and prices — and supply of 
colorful direct mail folders to help you to ready SUMMER 
PROFITS on A-P Heat Regulator Sets. 


Be sure your new heater lines use . . . A-P DEPENDABLE OIL 
CONTROLS — for faster sales, greater customer satisfaction. 


AUTOMATIC PRODUGS COMPANY 


2400 North Thirty-Second Street; Milwaukee 10, Wisconsin 


(fp) DEPENDABLE iit aie 


DESIGNED TO 













ELIMINATE SERVICING 
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Homemaker’s Holiday 





one end to the dining hall at the other. 
Once in the maze of the village there 
is no escape except at the ends. Every 
bit of construction is permanent. There 
is no papier mache, no cardboard. 
Each exhibitor’s space has large 
paned, glass-less windows in the 
Colonial style. The buildings are con- 
tinuously joined, yet have roofs, bal- 
conies and dormer windows. The 
lighting highlights their charm and 
architectural beauty. 

With all of this unity of design, no 
sacrifice in distinctiveness was made. 
Each booth has its own character, 
partly achieved through individual. in- 
terior decoration by the lessees. 

Thorough organization of the time 
of the women guests insures that they 
spend at least two hours of their four 
hour stay among the exhibits in the 
Village. Until lunch is announced 
over the public address system they 
wander among the booths for about an 
hour. ,When they have finished eating 
they return to the displays for an- 
other half hour or 40 minutes while 
the dining hall is cleared for the fea- 
ture program. At day’s end they must 
pass through the Village on their way 
out, 


Behind the Scenes 


Prior to the Center’s opening the 
Bulletin ran one descriptive editorial 
feature in its own pages. No other 
publicity effort was made. The imme- 
diate flood of reservations from heads 
of women’s groups made any addi- 
tional announcements not only un- 
necessary but also undesirable. Mr. 
Madden and his staff found them- 
selves booked way ahead o1 any dates 
for which they had been able to make 
program plans. And this despite the 
fact that the Center is not open to the 
general public. Only organized wo- 
men’s organizations are eligible to at- 
tend, Heads of such groups—varying 
from Parent Teacher Associations to 
church  societies—early discovered 
that they could arrange a whole day’s 
junket with no more effort than a 
phone call and the supplying of a list 
of attendees, minimum 5). Admission 
is by ticket only and, although free to 
the groups, most of the visiting or- 
ganizations sell the tickets to their 
members in order to swell their own 
treasuries. Door prizes sre awarded 
on the basis of ticket drawings; hence, 
visitors are eager to comply with the 
regulation that they enter their names 
and addresses on the tickets. The tick- 
ets supply more names to the Bulletin’s 
growing potential customer list. So 
far, the paper has used the list, to mail 
out personalized letters recommending 
the products of its advertisers. 


Home Cooking 


When the women sit down to lunch 
they are served with food provided 
free by various concerns and cooked 
on the premises by the Center’s own 
staff. When the mzal is completed 
Miss Margaret Pettigrew, directress 





CONTINUED FROM PAGE 43 





of the Center, takes a few moments to 
hold up and describe each food prod- 
uct used, 


Feature Event Next 


Transformed into a lecture hall fol- 
lowing the meal, the dining room be- 
comes the scene for the day’s feature 
presentation, a fashion show, a cooking 
demonstration on the complete-kitchen 
stage, instruction in the preparation 
of foods for home freezing, hints on 
washing and ironing, the use of a dish- 
washer, a lecture on interior decorat- 
ing, or some other form of home mak- 
ing instruction. So eager are business 
interests to hold forth to the 400 or 
500 daily visitors that the Center has 
been forced to allocate the time by 
drawings from a hat. The Center re- 
quires that no product names be men- 
tioned and that the demonstration be 
primarily instructional. No other ta- 
boos are imposed. The avoidance of 
product names, moreover, is no disad- 
vantage, claims Miss Pettigrew. 
“Show the women an appliance,” she 
says, “show them how it works and 
how it will save them work—and 
they’ll not only find out who makes it, 
but also where it can be bought. If 
they ask us—and they do—we tell 
them, of course.” 


Institution, Not Promotion 


She conceives of the Center as an 
educational institution which keeps 
Philadelphia women up to date on 
fashions—fashions in clothes, appli- 
ances, food, cosmetics, housekeeping, 
and living. A graduate home-econo- 
mist, with a master’s degree and 15 
years as food editor on the Brooklyn 
Eagle, including a job as directress 
of that newspaper’s Home Guild, she 
should know. 

Mr. Madden has a similar zeal for 
the successful future of his $200,000 
brain child. “What we are making of 
this is really an institution in the city 
of Philadelphia,” he declares, “not 
just a promotion.” End 





Anne Siegrist, demonstrator for Peirce- 
Phelps, Inc., shows off an Admiral refrig- 
erator. Like all of the booths, this one was 
authentically Colonial. 
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This month HORTON reaches into 4,436,728 more homes 
to help sell ironers for you 


This month—bride time and the beginning of summer play time in 
American homes—Horton’s great new advertising campaign offers 
4% million potential ironer users easier ironing—better ironing—faster 


ironing ... more leisure time to enjoy life! 


Handsome two-color advertisements in Ladies’ Home Journal, Better 
Homes & Gardens, Successful Farming, Good Housekeeping, take Horton’s 
message into every section of your potential market. Hitch your selling 


to Horton’s traffic-building advertising campaign. Feature the Horton /ir 





_of ironers for faster turnover, bigger profits—and satisfied customers! 
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HORTON makes a complete ironer line 





yr gee _ 


+S gpa BO, 


Horton offers an ironer to fit every budget, every size of home. Leader of the line is the 
Horton automatic console ironer, Model 147, which combines superb mechanical effi- 
ciency with beautiful modern design—at an amazingly low price. 

Two compact, beautifully styled portable ironers, priced for modest budgets and of a 
size to fit into smaller homes and apartments, complete the 1947 /ine of Horton ironers. 
For more details on the Horton line of laundry equipment, write Horton Manufacturing 
Co., Fort Wayne 1, Indiana. 


MANUFACTURING COMPANY 
H 0 HT oO Da FORT WAYNE 1, INDIANA 





ree Attention Canadian Dealers: The trade name HORTON-ELECTROHOME distinguishes 
frig- Horton designed and engineered products manufactured and sold in Canada by 
was Horton's affiliate, Dominion Electrohome Industries, Ltd., of Kitchener, Ontario, 
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Only Automatic Washers have the invertible 
Duo-Disc Agitator. It gives your customers 
Two Washing Methods in one washer. 


Another exclusive Automatic feature is 
the sealed-in-oil ball-bearing Transmission. 
Gives dependability that holds down service 
calls...nets you more profit...builds good will. 


Write today for the name of the 
Automatic Distributor nearest you. 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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Stair-stepping and pyramiding display lamps has been found very effective by the 
O. K. Furniture & Rug Co., Oklahoma City, Okla. 


Lamp Sales Jumped 
Through Display Method 


O. K. Furniture and Rug Co., Oklahoma City, 
found that light makes good advertising 


66 AMP sales last year increased 

five times because of our new 
display method,” said Arnold H. Neu- 
mann, sales and advertising manager 
for the O. K. Furniture & Rug Co., 
Oklahoma City, Okla. 

Attractive groupings of lamps within 
the -store are the sole advertising 
lighting for the street at night, and 
such quantity of lamps are used to- 
gether that the display is seen several 
blocks down the street. 


Pyramid Around Posts 


Pyramiding the lamps around col- 
umnar posts within the store has made 


a great increase in sales, for they 
stand out to advantage and are stair- 
stepped with the larger lamps on the 
lower shelves and smaller ones on top 
shelves. Care is taken that lamps 
are not crowded either, permitting 
the beauty and design of each lamp to 
stand out. Although the lamps are 
usually not all lighted at once, there 
are enough sockets that they can be 
made to all burn at the same time. 
“Since we have been using our pres- 
ent system of displaying lamps our 
sales have been greater than ever be- 
fore,” said Mr. Neumann. “News- 


(Continued at bottom of page 74) 


Night view of the O. K. Furniture & Rug Co. store in Oklahoma City. It is easy to 
see how connecting enough display lamps makes the store visible for blocks—espe- 
cially when it is the only advertising lighting on the street at night. 
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‘s Sell cleaner E 
purer automatic hot water— 
: Hot Water: 
Packaged. in-Glass’ : 


THIS NEW DISCOVERY spells the end of tank 
rust that ruins clean laundry, of corrosion 
dirt that soils the bath and stains the fix- 
tures. Your customers will feel like cheer- 
ing the 





TRADE mate Ot us ore. 


SMITHway WATER HEATER S* 


IT CANNOT RUST! Under any water 
condition, the tank of this truly 
modern automatic water heater 
will not rust or corrode. The rea- 
son is simple: It’s glass-fused-to- 
steel... mirror-smooth and 
sparkling blue! 

Yet this is only one feature of 
many—including a smooth, beau- 
tiful design that has set the new 
postwar style. 





There’s Only ONE 
“PERMAGLAS” 


A GREAT AID TO SALES 


The Permaglas Water Heater has 
a rust-resistant tank of mirror- 
smooth glass-fused-to-steel. And 
only the “Permaglas” gives you all 
the features every homeowner 
wants in an all-modern water 
heater. Gas or electric. 





Discover all the facts today. Ask the A. O. Smith 
office nearest you for “The Inside Story of Permaglas.” 


HOT WATER “Packaged-in-Glass”’ 
Guardian of the Nation's Health 


ao, Sore 


Corporation 
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HOSE whose job is to tell others 
how to do it are always being 
stopped with somebody with a glit- 
tering eye who asks: “If you’re so 
damned smart, why ain’t you rich?” 
It is a matter of considerable pride, 
therefore, to the advisory profession 
to point to the bursting out of the 














View of left aisle of Ritt's store showing wall display and step back counter dis- 
plays for traffic merchandise. Lines shown here in sections include small appliances, 
kitchenware, portable lamps, sporting goods, tools and paint. 
wall cases and counters was about $2,000 but extra sales resulting from attractive 
open displays have paid for them in less than eight months operation Office is at 
rear of aisle. This “country store” is in St. Peter, Minn. 


A Country Store 
"Goes to Town" 


Cost of these 


St. Peter, Minn., is just a whistle stop, 
but Bill Ritt believes it pays to have 
a special department for farmers. 


seams of the business owned by Wil- 
liam A. Ritt in St. Peter, Minn. (pop. 
5,870). For Mr. Ritt is also secretary- 
manager of the Minneapolis Electrical 
association and is an expert on how 
to run a store. 

The Ritt “Electrical Center” has 


(Continued on page 74) 








NEW YORK 17 ATLANTA 3 CHICAGO 4 + HOUSTON 2 SEATTLE 1 | 
LOS ANGELES 14 - INTERNATIONAL DIVISION: MILWAUKEE 1 | 
Licensee in Canada: JOHN INGLIS CO., LIMITED 


*Anether Famous SMITHwey Model: Duraclad—zinc-lined for economy 
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New front of Ritt's, St. Peter, Minn., is made of porcelain enamel steel panel. Out- 
line letters, "Electric Center,” are lighted from rear. V-shaped extension over door 
has name “Ritt" on flashed laminated glass lighted from inside, and awnings are 
of the reverse panel type, concealed when not in use. 


JUNE I, 
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HANDSOME STYLING: The 
Proctor pop-up toaster is styled 
in gleaming chromium with a 
jet bakelite base. Easy-to-clean 
crumb tray is provided. 














UNIQUE FEATURES: Only 
the Proctor has Color Guard 
toast control; a new kind of 
thermostat that regulates toast- 
ing by the actual temperature 
of the bread itself. It makes 
possible an accuracy in toast 
making unattained by ordi- 
nary toasters. 





NY 


PROCTOR ELECTRIC COMPANY, 
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NWEWSMAKER IN APPLIANCE MERCHAND 


PHILADELPHIA 40, PENNSYLVANIA 


Before you sell 
a toaster... 


think eee of how absolutely d-e-e- 


lighted your customers will be with a toaster 
that makes perfect toast without adjusting from 
the very first slice and on...and on...and on 

(only the Proctor Toaster actually does it...automatically) 


think eee of their unbounded joy 


when they discover that this toaster makes 
exactly the kind of toast it says it will on 
the dial setting. With any kind of bread, too 
(only the Proctor Toaster actually does it,..automatically) 


think eee of their amazement when 


they learn that this toaster won’t burn toast 
...mot even when you toast the bread twice 
(only the Proctor Toaster actually does it...automatically) 


Surely you'll want 
your nice customers 
to have the toaster 
that does all these 
things...so sell ’em 


The 
PROCTOR 
Automatic 
7Fop-up = 


Toaster 


———saaee 


with the “Color Guard” 
Fair Traded 
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Send for This FREE 
“SALES HELPS” 
Folder TODAY! 








Filtered Fe 


SELLS 


FILT-R-FAN 


Trade Mork Reg. — Pot. App. For 


ALL YEAR ’ROUND 











@ Filt-R-Fan has many appealing selling features. The greatest of these is its ability 
to produce an abundance of fi/tered air for healthful comfort in any season. 

Yes, Filt-R-Fan cools rooms, delightfully, in hottest summer. But it does more . 
much more. As it draws in the fresh outside air, its three glass- -fiber filters remove 
dust, dirt and other irritating impurities, even 90% of gee pollen. Thus, it 
brings welcome relief and comfort to everyone, every day . . . especially to victims 
of hay fever, asthma and other respiratory ailments. 


As advertised in the June issue of House Beautiful Magazine. 


Sell Filt-R-Fans this summer—and all year ‘round—for 
cool, healthful comfort. Write for complete details. 


MEIER ELECTRIC & MACHINE COMPANY, INC. 
3523 East Washington Street + Indianapolis 7, Indiana 

















Country Store 
CONTINUED FROM PAGE 72————. 


now prospered until a remodeling job 
is necessary. It has budded from 
band instruments and hardware to the 
latest type of appliance and farm 
equipment retail outlet. 

Space now occupied is 75x24 ft. 7 
with full basement. Half the basement 7 
is used for farm electric equipment ~ 
and the other half for stock room, 
minus space for men’s and women’s 7 
rest rooms. The appliance repair shop © 
and parts stock room, warehouse and 
garage are in the rear, where they 
were put in 1943. 

The store has a new front, terraza 
floors, all new electric fixtures and 
has been redecorated from cellar to 
garret. A new electric elevator re- © 
places the hand operated model. There 
is a new radio service room, small 
private office, stock room and 40x24 
ft. of display space on the second 
floor. 

“I only want to say that results 
have been 50 percent beyond our 
most optimistic estimates for 1946,” 
says Bill Ritt. “I vouch for the fact 
that it pays to modernize and put on 
a good front. While we have not 
gotten marble and mahogany, the store 
is outstanding as country stores go, 
and we have found that our modern 
appearance, pastel colors and bright 
lights have not frightened off our 
farmer friends. Besides, the new floor 
is easy to clean.” 

Believe it or not, he says, floor 
traffic can be speeded up by remodel- 
ing. The pictures with this article 
give Mr. Ritt’s comment on cause and 
effect. ° End 


Lamp Sales Jumped 


CONTINUED FROM PAGE 70 


paper advertising is used exclusively 
and we frequently feature lamps. 

“For a special display within the 
store, we often build up a room with 
all different types of lamp fixtures 
included, boudoir, bridge, etc.” 

Besides the pyramided post displays 
and the room features, lamps are also 
scattered about throughout the furni- 
ture displays on tables, near sofas and 
living room suites. 

“The largest volume sales on lamps 
come from people actually shopping 
for lamps although we do make some 
sales to people buying other furni- 
ture, who are attracted to the display,” 
said Neumann. 

The 21 salespeople on the floor all 
act as salesmen for all departments. 
The store was recently remodeled until 
it now has 116,000 square feet of 
display space. The older part of the 
store houses the rug and appliance | 
departments where three clerks are | 
kept in each department and the added 
east wing holds the furniture depart-~ 
ment where lamps are displayed. 

There are two branch outlets of 7 
O. K. Furniture and Rug Co. in Okla- 7 
homa City, one in Capitol Hill and § 
the other in Packingtown. End 
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Customer satisfaction and good will are the 
bonuses you get with the EXTRA SERVICE 
built into every Cadillac Vacuum Cleaner. 
Modern homemakers are sold on the thor- 
ough floor-to-ceiling cleanliness Cadillac 
provides, the all-round efficiency of this 
smartly styled cleaner, and the ease with 
which it operates. They like Cadillac’s 
many up-to-the-minute features which 
include 2-speed control, accurate nap 
adjustment, dirt-finding pilot light, 
and smart Hammerloid finish. 


Genie" 


Dealers who strive to reduce SERVICING complaints 
to a minimum, and keep customers sold, are hearty in 
their praise of Cadillac’s rugged endurance. For 
Cadillac Cleaners are built to last .. . with a powerful, 
dynamically balanced motor that ensures long, trouble- 

free operation — even with hard use. 



















The superior performance of Cadillac Vacuum 
Cleaners is the result of more than 35 years’ experi- 
ence in the manufacture of quality equipment. Only 
time-tested features are used — no gadgets to create 
service annoyances. Write for complete information 

about Cadillac — now. 


CADILLRS 
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NATIONALLY 
ADVERTISED 
IN 
LEADING 
URBAN AND 
RURAL 
MAGAZINES 








CLEMENTS MFG. co. 
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Modern shelving and counters provide effective display space for smaller appliances 
at Sherman Clay & Co., Portland, Ore. Paul Irwin, manager of the department, is 
ready to be of service to the first customer who applies. 


Second Floor—Appliances 


Given a free hand, Paul Irwin, appliance depart- 
ment manager for Sherman, Clay & Co.'s Portland, 
Ore., branch, has added 5,000 sq. ft. for appliances. 





Given a free hand by the manage- 
ment to provide a setting for the re- 
cently enlarged appliance department, 
Paul Irwin, appliance department man- 
ager for the Portland, Oregon branch 
of Sherman, Clay & Co., has added 
5,000 sq. ft. of floor space on the 
second floor of the Imperial Hotel 
Building, where this well known music 
store has its headquarters. 

The new salesrooms are reached by 
an easy stairway from the street floor, 
which itself offers opportunities for 
special display. Fluorescent lighting 
and air conditioning provide optimum 
conditions of light and temperature, as 
well as serving to emphasize the ad- 
vantages of modern electrical com- 
fort. A model kitchen installed 
against one wall ties in with adjacent 
kitchen appliances. A coaxial cable 
for FM and video radio sets has been 
installed to the radio department across 
the front of the store. Part of the 
radio display is in an open carpeted 


jscarce, and for 
‘fair demand for home freezers. 


area and part in enclosed but spacious 
listening rooms, convenient also for 
credit and closing talks with cus- 
tomers. Grand opening of the new 
quarters took place just before Chirist- 
mas and the department is now oper- 
ating in full force. 

Mr. Irwin, who received his mer- 
chandising training with Sherman, 
Clay & Co. and with Montzomery 
Ward, believes in outside follow-up of 
store leads and the six salesmen now 
employed ‘spend part of their time in 
the field. The store also employs seven 
service men, both on radios and elec- 
trical appliances. They handle Cape- 
hart, Freed-Eisman, Packard-Bell and 
other lines in radio and carry Bendix 
and Easy washers, Admiral, Crosley 
and the full General Electric and 
Philco lines. At the present time, says 
Mr. Irwin, there is a heavy demand 
for electric ranges, which are still very 
refrigerators, with a 


End 


On Sherman Clay's second floor, Mr. Irwin and Mr. Goodwin inspect the model 
kitchen at the rear, while Mr. Tillman and Mr. Smith are on hand to sell radio equip- 
ment. The last three named are salesmen. 
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Durabilt’s exclusive thermostatic control guarantees the right 
temperature at the right place — on the soleplate surface. 
Here is the only iron in the world in which the soleplate con- 
trols the ironing temperature. The new Durabilt Automatic 
Iron Model 10 offers a full heat range with the exact tempera- 
ture for every fabric — quickly, evenly. Light — only three 
pounds, Durabilt assures easier, faster ironing. Low—the shell is 
just one inch high, Durabilt provides all around visibility in iron- 
ing. Fast—Durabilt reaches ironing heat in less than 30 seconds. 


Companion on your shelves is the famous Dura- 
bilt all-purpose Folding Iron. Place your order 
with your distributor now for both Durabilt 
Automatic Irons! 


Manufactured by WINSTED HARDWARE MANUFACTURING COMPANY, WINSTED, CONNECTICUT 


DURABILT #4 Acncze [RON 
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Your customers will really go for this new West- 
inghouse Consolette. It is a console radio phono- 
graph; the sturdy limed-oak cabinet is ideally 
designed for the modern home. 

Only Westinghouse Radio offers 3 sets in 1... 
the original Lirr-Our table set for use in any room 
in the home .. . an automatic record changer that 
plays 50 minutes of music merely by pressing the 
single button control . . . plus a console cabinet 
with more record storage space than most big sets. 


Twice the undistorted power output of com- 
parable pre-war sets gives this Consolette tone and 
performance surpassing many full-sized consoles. 

Because this unique set fills the immediate needs 
of a large number of your customers and delivers 
big set performance at a modest price, you'll want 
to give it a prominent location in your radio lineup. 
Retail price is $139.95. Place your order for this 
3-in-1 Consolette today. 

Home Radio Division, Westinghouse Electric Corp., Sunbury, Pa. 


Powerful pro help you sell this sensational 3-in-1 set 








This eye-catching four color Consolette poster is now 
in the mail to dealers using the Miniature Billboard 
Display. When prominently placed in your window 
it will quickly urge prospects inside to see and hear 


Hundreds of your local " 
prospects will see this 

full page advertisement ! 
in Saturday Evening Post‘ 
on June 7 and Life on 
June 9. This national 
advertising does a direct, 
demonstration-in-print 
selling job for you on 

the Consolette. 


WSs vtge RADIO’S FIRST NAME IS 


Tune in Ted Malone, Monday through Friday, 11:45 E.D.T., A.B.C. Network. 
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Westinghou 


RADIO TELEVISION 
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PROFITS, PRESTIGE 
for the BAR-BROOK Dealer 


Here’s the sales-engineered advertising and merchandising 
program that helps sell fine Bar-Brook Fans. It keeps cus- 
tomers coming in —keeps cash registers ringing. Contact 


our nearest distributor or write us to learn how to get your 
share of the profits. 


NATIONAL MAGAZINE 
ADVERTISING 


SELLING AND 
INSTALLATION MANUALS 


ATTRACTIVE 
DEMONSTRATION DISPLAYS 
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Conscious 


Air-Conditioning 


James A. Darwin waged a@ success- 


ful campaign in Spartanburg, S. C. 


HE problem was as simple as 
two plus two. 


In the first place, the city of 
Spartanburg, South Carolina, with its 
35,000 population, was in the hottest 
section of the Piedmont area during 
July and August. In the second place, 
there were many first class shops and 
hotels in the city which stood ready to 
modernize as soon as someone showed 
the way. 

But the answer to the problem wasn’t 
so simple. 

James M. Darwin, veteran manager 
of the Montgomery & Crawford Hard- 
ware Co. appliance department, had 
convinced his firm that air-conditioning 
was a profitable business and that 
Spartanburg was ready for it on a 
a large scale. 


Starts New Department 


He was given a free hand to go 
ahead and set up an air-conditioning 
department, but the difficulties facing 
him could not be counted on both 
hands. There was a definite lack of 
trained personnel which could not be 
remedied immediately by the manufac- 
turers because of the manpower short- 
age. Then, there was the shortage of 


materials and parts because of war - 


priorities. Worst of all, Spartanburg 
simply wasn’t air-conditioning con- 
scious. 

Tourists who came through on the 
way to Florida or who were headed 
north in the summer, perspired and 
panted as they paused in the city for a 
drink or for an overnight stop. Hotels, 
restaurants and cocktail lounges could 
not set up enough electric fans to alle- 
viate the heat. 

Darwin took all this into considera- 
tion and planned his campaign care- 
fully. His first step was to run the 
usual ads in newspapers and on the 
radio, announcing that Montgomery & 
Crawford was going into the air- 
conditioning business. He knew that 
his firm held a unique position in that 
area of the Carolinas. Organized in 
1896 with a capital stock of $13,000, 
the firm had grown up with the city 
and its customers had confidence in it. 
If Montgomery & Crawford said air- 
conditioning was the coming thing, 
it was. 


Calls On Potential Customers 


Darwin’s second step was to call on 
potential customers. At the local 
hotels, he pointed out that guests were 
choosing air conditioned hostelries in 
summer in preference to others, if such 
were available. At least, an air-condi- 
tioned dining room was a very great 
asset, both in advertising along the 
highways and in attracting local cus- 
tomers. 

At the local theatres, he also pointed 
out the value of advertising “20 de- 
grees cooler” and “Comfortably air- 


JUNE 1, 


conditioned.” To the local restaurants, 
Darwin exhibited the value of saving 
wear and tear on customers’ and wait- 
ers’ nerves, and that food consumed 
in comfortable surroundings even 
tasted better. 

With the groundwork laid, Darwin 
was ready to open his new department. 
As soon as the manufacturers (Worth- 
ington) could get to him, they sent him 
field men to teach the routine of in- 
stallation and sales. The first equip- 
ment received was used in displays 
and the appliance department was 
dressed up as a showplace for air- 
conditioning units. Other appliances 
(Norge, Bendix, Philco) were used 
to accent and set off the newcomer 
without detracting from their own dis- 
plays. 

The first unit installed by Darwin in 
Spartanburg, in a jewelry store, served 
as a sample. Prospective purchasers 
visited this store, liked it and came 
back to comment on it. 

“By the middle of 1945, we had 
been in the air-conditioning business 
for two years,” Darwin says. “We 
weren’t getting much material but at 
least, we had made the city conscious 
of a desire for it. Four or five years 
ago, there was little if any air-condi- 
tioning in this area. Today, the best 
stores, shops, hotels and restaurants 
either have it installed or are waiting 
for it.” 

Thus, in three short years, by the 
judicious use of advertising, service 
and actual demonstrations on the part 
of one of its oldest firms, Spartanburg 
has come to appreciate and demand air- 
conditioning. Many new firms are 
expected to start business in the city 
shortly and each of them will serve as 
a prospective customer. Too, many of 
the older, established businesses are 
turning to this medium to provide 
shopping comfort for their customers. 

(Continued on page 84) 
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"1 WORKED OUT A NEW GAG TO EMPHASIZE 
ITS ROOMINESS!" 
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Appearing in the June 23 issue of Life Magazine 


ADVERTISING LIKE THIS 
MEANS MORE PROFIT FOR 
THE FARNSWORTH DEALER 








Next month, LIFE Magazine will place this Farnsworth mes- 
sage—in striking full color—before its 22,500,000 readers. 

People interested in new radios will identify these out- 
standing models... will read anew of Farnsworth fidelity 
and quality . . . will note that the Farnsworth dealer has been 
selected for “his integrity, his willingness and ability” to serve 


winsworlh 


Farnsworth Kadio and Television Receivers and Transmitters * Aircraft Radio Equipment * Farnsworth Television Tubes * Mobile Communications 
and Traffic Control Systems for Rail and Highway °* The Farnsworth Phonograph-Radio * The Capehart ° The Panamuse by Capehart 
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them expertly. 
Thus, through quality advertising of its quality line, Farns- 

worth creates more business for the Farnsworth dealer... 

re-emphasizes the value of the Farnsworth franchise. 
Farnsworth Television and Radio Corporation, Fort 

Wayne 1, Indiana. e 
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HERE’S REFRIGERATION SECURITY... 
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FOR COMMERCIAL USE 





Now available for the first time! A revolutionary new, complete, com- 
pact, small but powerful, air-cooled, rotary-type refrigeration unit 
designed especially for commercial and industrial applications. 
Here's new Refrigeration Security . . . and only Frigidaire has it. 














Parts are accurately machined to tolerances of 1/10,000 of an inch. 
Dependability of design has been proved by more than 4 million 
household Meter-Misers already built and sold . . . and further proved 
by 6 years of field test in commercial installations. It's revolutionary. 
It's a Frigidaire exclusive! It’s genuine Refrigeration Security! 





Depend on 


FRIGIDAIRE 
to do things RIGHT! 
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TWO WORKSAVERS WOMEN 
WANT IN A FOOD MIXER 





























































HAMILTON BEAL 
haa Loita, 


‘ These features spearhead 
4 the well-read national ad- 

vertising campaign now 
building consumer demand 
for you. Hamilton Beach 
Company . . . Division of 
Scovill Manufacturing Co., 
Racine, Wisconsin. 


a ae 


ONE-HAND PORTABILITY 


@ Saves time at range, table, anywhere. 
@ Hand that holds beater sets the speed. 
@ Keeps hot foods hotter, cold ones colder. 
@ Saves dishwashing time, too! 


FINGER-TIP BOWL CONTROL 


@ No motor-stopping, no beater-tilting. 

@ Mixes at bowl edge as well as in center. 
@ Saves time; gives better-blended foods. 
@ Shifts bowl while beaters are turning! 


HAMILTON BEACH 
Food Mixer 


ener aa ee er et 
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Air-Conditioning 
Conscious 


CONTINUED FROM PAGE 80 ———— 


It might be termed a new era for 
the old South Carolina city. When 
parts and equipment begin to flow 
steadily from the manufacturers, Dar- 
win sees no reason why his city 


| shouldn’t set an example for others 


in the South, as an outstanding mod- 
ern, air-conditioned metropolis. 

The newest department of Mont- 
gomery & Crawford is a service and , 
repair division for air-conditioning 
equipment. Under the G. I. Bill of 
Rights, men are being trained in the 
use and application of such equipment. 

The store now occupies space form- 
erly used by four shops, and a new ex- 
tension for the electrical appliance 
department is planned. This new space 
feature air conditioning units 
prominently because Darwin, the man 
who made Spartanburg air-condition- 
ing conscious, expects to see this field 
pay off handsomely in the future. End 


There's Money 
In Old Records 


Korten's, Longview, Wash., 
Doesn't Neglect Collectors 


rAWENTY years experience with 
records has taught Korten’s, music 
and appliance store of Longview, 
Wash., how important it is to know 


| the people who pyrchase records from 








the store. The young woman in 
charge of the record department has 
become adept in recognizing new cus- 
tomers, engaging them in conversation 
and offering to keep them in touch 
with records as they come in. It is 
almost always possible to obtain the 
name and address, which is entered 
on a card, with a notation as to the 
classification into which the _ initial 
purchase falls—classic, modern, hill- 
billy or connoisseur. These four 
classifications rarely overlap and of 
the four, it is last which is the most 
difficult to serve. This individual 
collects records as some people collect 
postage stamps—anything rare or old 
is of interest to him. Usually the 
item must be hard to get in order to 
make it valuable. 


Worth the Trouble 


This means a lot of trouble follow- 
ing up the particular requests, but it 
pays well, just as does dealing in any 
other type of antiquities or rarities. 
Korten’s has made a practice of taking 
orders, which they will keep on file 
for months, calling up the customer 
when chance or discreet research 
finally turns up the desired item. This 
takes a certain amount of time, but 
it is deeply appreciated when such 
a request is finally met. The return 
is good and the market is steady, for 
there is nothing like a genuine collec- 
tor for making a consistent customer. 
This angle of the business also re- 
quires no great outlay in stock on hand 
—usually the items are picked up to fill 
particular requests. End 
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| ADouble Boiler Sauce Pan — lik ieiiba‘ol Wecenttba: ions 
as ested to the left — is built into the cooking top of 
Saar 2-oven Electric Roaster Range — providing an 
- exclusive combination of cooking conveniences which Mrs. 
Homemaker can find in no other range. 


-MALLEABLE: “nen RANGE COMPANY 


3867 LAKE STREET ee 





HIGH HEAT for quick BOTTOM HEAT for frying SIMMER HEAT for double 
oe or roasting or fast browning >, * operations 


* 
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PR crerene 
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DOUBLE BOILER y 
SAUCE PAN Th iahe/ 
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MORE COMFORT 
PER DOLLAR... 

































































... MORE SALES 
MORE PROFIT 








i MKOLLML The Only Oil Burning 


Floor Furnace with Automatic Electric 
ignition — Offers More Real Value for 
the Money Than Any Other Heating 
Unit on the Market. 


WUOLMGE automatic 


OIL BURNING FLOOR FURNACE 


A complete, factory assembled oil furnace designed especially for small 
homes—and endorsed by thousands of users as the most nearly perfect 
furnace for the purpose ever built. Compact design, but BIG heat out- 
put. Operates automatically, with NO PILOT LIGHT, by means of 
thermostatic control and automatic electric ignition. (An EXCLUSIVE 
H. C. Little FEATURE.) 

No other oil furnace offers owners of small homes so much real com- 
fort and convenience at such low first cost and low operating cost. 











MORE SALES — MORE PROFIT 


are three statements which tell you all you need to know about the 


| Out of hundreds of enthusiastic letters from 4. C. Little dealers, here 
H.C. Little Automatic Oil Burning Floor Furnace: 
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If you like making a friend each time you make a sale, you would 
like selling H. C. Little Automatic Oil Burning Floor Furnaces. They 
make friends and keep them; they let you make and keep your profit. 
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INQUIRIES FROM EASTERN AND MID-WESTERN DEALERS INVITED 
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! H. C. Little Burner Co 
1 Dept. 5, San Rafael, Calif — I 
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It Pays to Keep Records 





big volume in this business is at 
Christmas time, of course, but interest 
in toys continues straight through the 
year. When there is not a holiday 
excuse for giving something to a child, 
such as Valentine’s day, or Halloween, 
there are always birthdays on every 
day of the year. Nevertheless, Mr. 
Hannah practices the system of writ- 
ing off investment in such stock 
quickly. Usually toys remaining after 
the Christmas season are entered on 
the books at not more than 25¢ or 30¢ 
on the dollar. 

This is in keeping with his practice 
in general—probably there is nowhere 
a business of such volume with smaller 
fixed investment carried on the books. 
In 1946 this was about $4,200. It has 
run to $21,000, but Mr. Hannah 
promptly wrote off $17,000, to bring 
it down, preferring to keep nothing on 
his books but items from which the 
money could be realized if they were 
sold in the open market. 


Priority Practice 


During the recent months of acute 
shortages of most electrical items, the 
bookkeeping department has had to 
keep records of deposits. Early in 
the game Mr. Hannah decided that 
it was advisable to issue a certificate 
of purchase as deposits are made, en- 
titling the owner to the article in 
question at the prevailing OPA rate 
(now the standard market price) 
when available. These deposits are 
not necessarily large, but they are 
accepted as evidence of bona fide pur- 
chase and the customer is encouraged, 
if he desires, to add to the sum with 
regular monthly payments in anticipa- 
tion of delivery. Because the exact 
purchase price is unknown until the 
article is at hand, the customer some- 
times has actually overpaid for the 
appliance before it arrives. One young 
woman was found to have paid in 
about $75 over the price on a $249 
range. In such a case, it is tact- 
fully suggested that she might wish 
to apply the money on some other 
appliance and start in paying for that. 
Although the sale is a bona fide one, 
the Grabe Electric will always re- 
fund the money paid in up to the 
time of the announcement of readi- 
ness to deliver. In practice, of course, 
there is no hard and fast rule which 
compels a customer to take an article 
she does not want even at the last 
minute. On major appliances, the 
acceptance is high. On a wanted 
brand of iron, a recent order of ten 
was met by sending out 15 cards. About 
one in three no longer wanted the 
appliance. It took 48 hours to dis- 
pose of them all. 

Now Mr. Hannah usually sends out 
his cards in advance of receiving the 
articles. When he is promised de- 
livery within a reasonable time, he 
starts clearing up his lists. The card 
to the customer suggests that as de- 
liveries are beginning to come in, per- 
haps she would like to pay for the 
article in advance so that she will stand 
at the top of the preferred list. When 
it was known that ten roasters were 
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coming in, for instance, fifteen cards 
were sent out. Fourteen of those 
addressed still wanted the appliance; 
thirteen paid for it on the dotted line. 
This system has the psychological 
advantage of offering the customer 
something which is still not available 
and is hard to get, as well as dis- 
covering deadwood and clearing the 
books. Of course, the firm scrupu- 
lously observes the system of keeping 
customers’ money inviolate, so that it 
is available for return at all times. 
Incidentally, Mr. Hannah points out 
the importance of always checking to 
make sure the deposit is still on the 
books before it is accepted as part of 
the final payment on the transaction. 
In this connection it may be re- 
ported that the Grabe Electric is one 
of those firms which absolutely refuse 
to keep a sample appliance indefinitely 
on the floor while customers are plead- 
ing for its delivery. Mr. Hannah is 
willing to observe this rule for a 
reasonable length of time, which he 
fixes at about two weeks, but if the 
manufacturer is unable to provide fur- 
ther deliveries before that time, he 
sells the sample. Usually there is 
something. there to replace it. 


Bought in Advance 


The Grabe Electric was one of the 
firms which was foresighted enough 
to lay in a stock of material well in 
advance of the shortages. When Bruce 
Hannah saw the restrictions coming, 
about May of 1941, he set out to pick 
up whatever he could lay his hands on. 
He bought way beyond his needs of 
the moment and bought whatever there 
was available in whatever line it might 
happen to be, whether or not it was 
something the store had previously 
handled. Rental of a store on the 
outskirts of town provided a storage 
place and temporarily also an outlet 
for trade-ins and rebuilt appliances. 
This stock lasted well into 1943 and 
might have stretched still further had 
it not been for a $20,000 fire in the 
storehouse. This was disastrous in that 
it destroyed many hard-to-get articles, 
but from the standpoint of the finances 
of the store, it was not so bad, for of 
course the stock was insured. In addi- 
tion, much of it could be rebuilt and 
sold. Out of the stock which went 
so rapidly in the early months of the 
war, Mr. Hannah managed to save a 
couple of refrigerators and one or 
two other appliances—enough to make 
two full electrical windows on V-J 
day in celebration of winning the war. 

The same ingenuity which provided 
the store with stock when almost every- 
one else was out of it, now keeps Mr. . 
Hannah a jump or two ahead of the 
other fellow in the market. Much of 
the ability which in normal times 
would be directed toward a develop- 
ment of the market, now goes into 
obtaining merchandise to sell. The 
firm, of course, represents one of the 
larger accounts in the West and as 4 
consequence has a favored position 
with jobbers, who do not want to lose 
such a good outlet, which will be valu- 

(Continued on page 88) 
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PRICES 


FOR BIG PROFITS 


sil coupon today 


Deluxe Model Retail Price $19. 


Recommended Dealer’s Cost $12. 
Standard Model Retail Price $16, 
Recommended Dealer’s Cost $11. 


Duraglas Jars are sold 


for this free t 1 
separatel; 
Af! play S nN gat 3-gallon . war . o « 8a 
W egallon... list. . .‘$2. 


E res 


LELTRIL 
HURN 


CHURNS IN 15 MINUTES, 
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Alabama Manufacturing Company 
Dept. J, Birmingham 3, Alabama 


I understand your Gem Dandy displays ha 

increased sales for other dealers 300% to 500 
Please send me your free package of disp 

material, consumer folders and mats. 


0 Noe 
Fe aera) ee 
My distributor is: 

Name ss 


Address__ 
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PROMPT DELIVERY...Order Gem Dandy Electric Churns From Your Distributor Toda) 
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(CHROMALOX) 


Easy to Service 





Easy to Sell 


You'll like the extra profits and greater A screwdriver is the only tool you need 
customer satisfaction you get when you to install CHROMALOX Triangular 
handle the fast moving CHROMALOX Units. With just two unit sizes and a 
line. Housewives favor fast, easy to stock of Adaptor Rings you can service 
CHROMALOX Tri- 


angular Units that give them so much 


all makes and size electric ranges. Get 
your copy of CHROMALOX Catalog 
cooking enjoyment. RU-147 for the full details. 


CHROMALOX DESIGN FOR MAXIMUM PERFORMANCE 

Exclusive “Triangular” design assures maxi- 
mum flat contact cooking surface. 

- Made with INCONEL which is rust-proof, 


acid-proof, corrosion-proof. 


clean, economical 





a 








-€.) Highest grade nickel-chromium heating 
elements. 











Aluminumized steel reflector reflects maxi- 
mum radiant heat. . . does not rust or 
distort ... lifts out and is easily cleaned. 























Heating coils are independently replaceavle 
3 without special tools. 

















on new ranges and for replacement 
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able to them later on. Nor does Mr. 
Hannah let them forget him. He has 
a special second telephone on his desk 
which is for “trunkline” calls only 
and he keeps it pretty busy. If the 
wholesaler has a few of this and a few 
of that available at any one time, Mr. 
Hannah is almost sure to be calling 
up just about then—and he gets them 
The fact that he is known to be in the 
market for practically anything, helps, 
for the jobber is glad to do favors for 
an account which can help him over 
a hump as needed. 


Jobber Record 


Jobbers are also sold the services 
ot the store in other ways. One of 
the “records” which Mr. Hannah has 
instituted is a series of envelopes, one 
on each separate account. In this are 
kept all matters that have to do with 
that wholesaler, or manufacturer. The 
service department, for instance, is 
asked to keep a separate record of all 
repairs in the nature of free service 
which cannot be charged to the manu- 
facturer, and this record goes into the 
appropriate envelope. Here also is a 
record of delivery costs, of advertising, 
of losses from one cause or another. 
Thus when a jobber or manufacturer 
comes in, or when Mr. Hannah ap- 
proaches one to ask for his share of 
deliveries, he has all his facts at his 
fingertips. He is able to say, “Look 
—it costs this much to do business with 
you. We have actually spent these 
sums to put your goods on the market 
and to keep the customer satisfied with 
them.” The totals bring results. 

This envelope system is one which 
he uses on his employees as well. Each 
man has his: own record and into it 
goes not only his total volume of sales, 
but every sort of information, good or 
bad, which may develop concerning 
him from time to time. Then when 
occasion comes for a decision in re- 
gard to that man, Mr. Hannah does 
not pass a snap judgment influenced 
over much by his mood of the moment, 
but has all the facts in front of him 
and can act intelligently on the basis 
of the man’s actual record. 





“CONTINUED FROM PAGE 8 





The firm is still seeking the ideal 
method of paying salesmen. This has 
nothing to do with how much a 
salesman shall be paid, for the amount 
each receives is generous. At present 
of the eight to ten men selling on the 
floor of the store, not one receives less 
than $300 monthly, and the average 
is more nearly between $400 and $600 
monthly. Originally the firm paid a 
basic salary of $25 weekly, but has 
since changed this to a commission on 
a sliding scale which allows 10 5/6 per- 
cent on the first $1000 worth of mer- 
chandise sold each month, an equiva- 
lent of the $25 salary. After that the 
salesman receives five per cent on the 
next block of sales up to $3,000, seven 
per cent for sales over $3,000. When 
the figure is more than $35,000 up to 
$60,000 there is an override one per 
cent commission. Above $60,000 the 
commission is eight per cent. A new 
man is guaranteed $50 a week up to 
three months. Mr. Hannah figures that 
if he doesn’t earn that much, he isn’t 
worth keeping and will be dropped. 

Most of the men on the books now 
are former salesmen who have re- 
turned to the store after being with 
the armed forces during the war. 
These are good men and Mr. Hannah 
figures that it was a real advantage 
having them return fresh to the job 
of selling, without having had to go 
through that period when the salesman 
had to learn to say no. There was 
something lost in men who sat out the 
war, dealing with customers under 
abnormal conditions, something which 
these boys still have. 

“But the straight commssion system 
has its faults as well as its advantages 
in Mr. Hannah’s experience. It is dif- 
ficult to teach a man who is on com- 
mission to carry out the routine por- 
tions of his job, keeping the merchan- 
dise in order, putting it back in place, 
selling small as well as large items. In 
the history of the store, the_ small 
items are important as well as the 
large, though they do not bring in such 
large . commissions. Under present 
margins, it is impossible to pay for 

(Continued on page 90) 
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B. F. Hannah, manager, with C. G. Reynolds, manager of the service department of 
, the Grabe Electric Co., discuss plans for further departmentalizing the work. 
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Announcing to the A ppliance Retailers of America 


...the first dishwashing machine 
women can't do without 


the KAISER 





never before... 


in just 5 minutes. 


Dishiwasher 


ro) oY -Va Me) OMe Mrag-Jaal-laleloler malay 
ofeyoditelalx-Mailola.4-1m ol-tae lt e 


@ It is the most efficient device ever invented to “do the dishes” 
in home kitchens. Makes dishes, glasses sparkle and shine as 
.. then whirls them dry 


@ It is uniquely simple and “foolproof” in design. Operates solely 
by water power. Has no motor— requires no electrical connection 


Cabinet models (finished in gleaming baked 
white enamel) display on sales floor like a 
stove or refrigerator. Demonstration cabinet 
should be ‘plumbed in’’ whenever possible 
...to hot water supply and drain outlet 


Many customers will 
want a build-in unic 
(rather than cabinet) 
for installation in the 
kitchen counter. Keep 
both the Deluxe and 
Standard build-in units 
available for inspection 


counter... 








@ It is made to fit any kitchen... 
including free-standing cabinets and build-in units for the kitchen 
. priced to sell from $129.50 up 





Sure-fire demonstration 
feature! ‘Safety Basket,” 
precision-balanced, spins 
dishes dry. Table serv- 
ice for 4 persons (dishes, 
glasses, silverware, etc.) 
can be ‘‘put through” at 
each loading of basket 
Use of low-cost extra 
basket doubles capacity 








@ It is the lowest cost dishwasher to buy... the lowest in cost to 
install, operate and service 


available in four models, 


“Cloudburst” washing 
from scientific placing 
of recirculating jets 


completes washing op- 


eration in 5 minutes. 
Hot water only powers 
the Kaiser. Guaranteed 
perfect performance at 
40 pounds minimum 
water pressure. No mo- 
tor, silent, vibration-free 





OT SINCE the early days of mechanical refrigerators has 
INT eas been a sales opportunity such as is offered today 
by the Kaiser Dishwasher! Here is the first practical dish- 
washer for average family pocketbooks and average home 
kitchens. Even women who say “I /ike to wash the dishes” 
are eager to own this miraculous new work-saver. 


The largest, most consistent advertising campaign in dish- 
washer history will back the Kaiser Dishwasher. Big-space 
advertisements are scheduled to appear month after month 
- .. In the SATURDAY EVENING POST, in GOOD HOUSEKEEPING 
MAGAZINE, ARCHITECTURAL FORUM, and other influential 
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Kaiser Fleetwings Sales Corporation 


publications. Fleetwing’s 
is now in full production... 


General Sales Office 


1924 Broadway, Oakland 12, California 


modern Bristol, Pennsylvania plant 
ready to supply your needs. 


Please send me detailed information on sales promotion plans, prices and discounts. 


Name and Title 





Firm Name 


Street 


City and State 








A-6-7 
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Made to SELL...with 


i 


... the Originai Nickel-Chromium Heating Element Wire 


NICKEL CHROMIUM 


WIRE 


% Trademark Registered U.S. Pat. Of. 


HOSKINS MANUFACTURING COMPANY e 


a= 
YOU'LL FIND oe 
— 


IN THESE 
PRODUCTS 
YOU 
SELL 


PAGE 90 











The roaster lid comes off and the room is filled with a fragrant promise 
of good things to eat. . . a turkey or a complete meal automatically done 
to electrical perfection thanks to durable, dependable CHROMEL heat- 
ing element wire. 


CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating practical. It provides clean, odorless heat quickly, 
conveniently, economically . . . and it lasts for a long, long time... 
often up to twenty years or more on some household appliances. 

That’s why you'll find CHROMEL resistor wire used exclusively in so 
many of the top-line electrical heating devices . . . ranges, roasters, 
heaters, toasters. Through many years of consistent use, manufacturers 
of such products have found that, when they’re made with CHROMEL, 
they’re made to sell... and stay sold . . . to satisfied customers. 
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outside selling, which means _ that 
people must be brought into the store. 
Mr. Hannah figures that it costs just 
about $1 to bring each visitor (not 
necessarily customer) into the store. 
It is the small sales which bring them 
in frequently. So the record is kept 
for each man, not only of his total 
volume of business but the number 
of sales he handles each month. Mr. 
Hannah can see at a glance whether 
or not this man is shunning the cus- 
tomer who looks like shopping for light 
bulbs only—and if this is the case, he 
brings the man in for a serious talk, 
He is thinking about some such sys- 
tem as allowing a flat payment of, say, 
10¢ for each sales slip the man can 
show, so that there will be a monetary 
advantage to handling many, as well 
as large, sales. He is still looking for 
the perfect system. 

Speaking of perfect systems, here is 
one small idea which has saved a lot 
of trouble for the store and which has 
been copied by many another firm. It 
has to do with articles in the service 
department ready for delivery and for 
“layaways” which have to be stored 
until delivery date. Originally the 
firm filed these in compartments des- 
ignated by the initial of the customer’s 
last name, taking into account, of 
course, the fact that there are more 
people whose name starts with “S” 
than with “X”, “Y” or “Z”. However, 
it became apparent that even so there 
were always some compartments chock 
full, while others had only two or three 
articles awaiting delivery. It might 
just happen that an unusual number of 
people whose last name began with 
“B” brought their appliances in for 
repair one week, while those with “M” 
as a last initial might choose the fol- 
lowing week to overcrowd their al- 
lotted space. By simply numbering 
order tags and filing the articles ac- 
cording to the last digit of the number 
on the tags, an orderly distribution 
was .assured mechanically. Simple, 
but useful. 

When the firm took over the Russell 
Electric Company after the death of 
Mr. Russell some time ago, Mr. Han- 
nah continued the welding and indus- 
trial department, making this a sepa- 
rate entity, and giving the former man- 
ager a share in the business. His own 

(Continued on page 92) 


"MR. ECKWORTH, THAT IS NOT THE WAY OUR 
OUTSIDE SALESMEN WORK!" 
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In Carson Pirie Scott & Company’s window 





Mengel Module Furniture and... 
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One of America’s finest stores chose the 
superbly designed Motorola 65T21B to 
complete its window room setting which 
featured the new elegance of simple mod- 
ern design. Motorola Radios in a// mod- 
els have stressed the importance of 
Furnititre Styling. Radios as the Motor- 
ola designers see them must be made to 
live with as well as listen to. In portables 
for outdoor listening . . . in fine auto- 
matic changer radio-phonographs—in 
cleverly styled table models . . . Motor- 
ola accent on good looks as well as top 
performance is winning new friends by 
the thousands! 

Feature and display Motorola Radios... 

always the Perfect Gift! 
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The Handi-Cube Tray model 
illustrated combines striking 
beauty with sensational perform- 
ance. Pan lifter is optional. 


You command ice cube performance 
unrivalled when you give a hand 
to the new Inland Handi-Cube Tray 
—with aluminum grids, 

A touch of the plastic’lifter in- 
stantly loosens the pan from the 
freezing compartment. 


A finger-tip lift of the releas- 


ing lever, and the newly designed. 
actuating mechanism releases apy 
.. ‘quantity of ice cubes instantly . . . 


"full-sized and dry. What's more, - 


For complete details and prices write to— 
{INLAND MANUFACTURING. DIVISION; General Motors Corporation, Dayton, Obio 





this mechanism isruggedand robust 


for permanent ice releasing service. 
From the first glance to final pele 


» formance, this striking and graceful 


"the kind of attention that makes — 
; onan flow Gi way.. ei . 
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return comes in the form of a monthly 
salary for supervision and in the profits 
at the end of the year. 

Although responsibility and au- 
thority for various departments have 
been delegated to others, Mr. Hannah 
keeps in very close touch with all of 
them. He can turn to a page of his 
record book, or to an appropriate file 
to tell you at any moment just how 
much it has cost to handle any line of 
merchandise, just how much he has 
spent to promote it and what his profits 
have been. He has a way of wander- 
ing about the store, sometimes after 
hours, just to see what things are on 
the shelves. If he finds some article 
seems to be overlooked, he brings it out 
and places it squarely on the counter. 
The men know well enough what it 
means when they find it there in the 
morning. 

The store has a small frontage and 
will probably continue to have one. 
Mr. Hannah has a long-time lease on 
the two buildings adjacent and could 
if he wished take them over for his 
own use. There is no denying that 
he would like to have a little more 
space—say, fifteen feet more in width 
for the entire store, but he does not 
intend to break out into one of these 
glorified layouts, with a tremendous 
amount of money invested in fixtures. 
This would be contrary to his idea of 
keeping fixed investment at a minimum 
in the first place. Moreover, rents in 
the center of town where the store is 
located are high, and to triple them 
would greatly increase the percentage 
which the store’s merchandising mar- 
gins must carry. Further, it would 
provide too many corners. where 
merchandise could be stored away and 
overlooked. Mr. Hannah rather likes 
having his men, and his customers, 
confronted continuously with the items 
that are for sale. That way, they do 
not forget that they are there. On 
the other hand, the store has expanded 
in the rear and upstairs and has used 
every conceivable corner of space, even 
to @torage cupboards between the 
walls. And in everything but floor 
area, it is growing daily. 

There is, you remember, a million 
dollar volume scheduled for 1947. End 
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“IS DINNER THAWED OUT YET, DEAR?" 
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_ jitroducing 


REYNOLDS ¢/-aluminum ESKIMO-FREEZE 
fo over 7,000,000 customers in June! 





RFACES OF ALUMINUM “NOW | CAN BUY MORE 


INSIDE SU 
peg y FOUR-INCH THICK BLANKET OF WHEN PRICES ARE 
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Reynolds All-Aluminum povuisviLte ft KENTUCKY 
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Hit the trail NOW 
for your share 
of the profits! 






















































a 
The eye-catching, full-color 
advertisement on this page 
opens the national campaign 
that builds demand for 
Eskimo-Freeze . . . the new 
modern, all-aluminum home 
freeze unit that is stain-free, 
rustproof, won't absorb odors, 
can’t contaminate food. 








Plan now to cash in on this 
fast seller. Prepare floor 
displays, check inventory 
and plan your advertising. 
(Your distributor has news- 
paper mats, catalog sheets, 
window streamers and 
colorful cutouts for you.) 





For further information 
write Reynolds Metals Co., 
Refrigeration Division, 
2020 So. 9th St., 

Louisville |, Kentucky. 
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If you're at the end of your rope wondering 
how to match a husband's practical viewpoint of appli- 
ances with his wife's intuitional analysis (object: family 

sale!) here's something to think over. The American 


to that greatest little splicer in the world . 
You're asking why? Well . 


let’s take (7 side 


How to splice 


that split decision 


Magazine's famous “‘split decision” — no problem at all 
. the Crosley line. 


then take 7/5’ side 


on the question of refrigerators 


Py The Crosley Shelvador* tickles 
= every woman's love-of-beauty 
‘ < Its style and finish are 

but breathtaking. And that 
Shelvador!* So much extra 
front-row shelf space—that practically 
hands things to a busy woman. THAT 
is the everybody-else-no-got feature of 
the Crosley. It's a feature that works 
for a woman hundreds of times every 
day—day in and day out. Along with 
this champion of convenience features 
are the Crosley double crispers, the 
roominess of the food compartment, 
the big ice cube capacity, the non- 
tipping shelves. 


Hmm—that mechanism! 
That’s where a man’s practical 
nature lands first — QUIET! 
Must be a fine job of precision 
workmanship. Sealed for life 
with its supply of lubricant. Warranted 
for five years. Rugged hardware—and 
good looking lines, too. The door of 
Shelvador*. swings light as a feather. 














That door latch actually pulls the door 
‘snugly and silently shut. Swell job! 
Heavy-duty construction—finished off 
“Trade Mack Reg, U.S. O60 O4j like a high-priced watch, Well, how- 
do-ya-like THAT? 


And THAT'S how the “split decision” gets UNSPLIT and spliced! That’s how 
YOU get the nod from those bi-focal buyers—Mamma and Papa America! 


SWE SAYS, “THE RANGE IS yy BABY!” 


A range is for cooking . . . and nuthin’ 
else but! These Crosley models do it 
by: gas, or electricity. But the waist-high 
broiler is the sockeroo for the girls! 
That get’s ‘em. No more standing on 
your ear to get a broiling job done. 
BIG oven! Fast surface units. And 
what soul-satisfying styling and eye-full 
appearance. 





“WE'LL SEE ABOUT THAT!’ 


WE SAYS, 


Single core construction! Like a sky- 
scraper, eh? Yes, sir, that appeals to 
MY unerring mechanical instinct. Nice 
door mechanism-—smooth, quiet! I can 
always pick out real workmanship, 
every time. By golly, THERE'S a range 
that is put together right! Takes a prac- 
tical mind to understand such things. 
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when it comes fo the 
complete planned kitchen... 


SHE WAS IDEAS; YOU CAN BET ON THAT! 


FURNISH YOUR KITCHEN !—that’s the Crosley system 
and I'm for it! No building jobs. Fit units right into your 
kitchen space just the way you want ‘em. Big or small, long 
or wide—no matter, A place for everything right where you 
want it. That sink! Busiest spot in the kitchen, and keeps 
everything you need right at hand. And knee-room that 
enables you to sit comfortably while you work! 


THERE’S PERFECT- HARMONY 


That soprano chimes in, ‘““What lovely tone . . . how nice 
there’s no needle noise . . . that smart styling will blend in 
perfectly with our other furnishings . . . why, there's a 
model for every room in our home.” 


You see, she instinctively selects characteristics that mean 
sweet music to her . . . and that means sweet business for 
the Crosley dealer, 





and that’s how split 
decisions are spliced— 
the Crosley way! 


Refrigerators « Home Freezers @ Kitchen Sinks and 


Cabinets + Ranges + Laundry Equipment + Radios « Division — @¥€@ Manufacturing Corporation: 
Radie-Phonographs « FM « Television « Short Wave « CROSLE- oo F : 
Radar « Home of WLW, "The Nation's Station,” y Cincinnati 25, Ohio 
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KE KNOWS HIS WAY AROUND KITCHENS, TOO! 


Look at those full-lined doors! That's real construction. 
Finished smooth as a silk glove! Quiet! Bonderized, you 
said? That means no rust. Sound-deadened, too? Great! I 
hate a rattley sink. Hmm .. . I'd go for this. And those 
swell looking cabinets, easy sliding glass doors, ready to 
hang up like a picture. That makes sense to me. Could even 
move ‘em if we wanted to. Yes, sir, the most practical 
kitchen idea a practical man ever saw. 


ON RADIO AND RECORDED MUSIC 


Here’s the bass: “The Crosley Floating Jewelt Tone System, 
with a permanent sapphire stylus that plays on sides of 
record grooves, virtually: eliminates scratching? Swell! 
Master Tone Control with 64 tonal combinations? That's it! 
Crosley FM .. . plus the finest electronic engineering backed 
up by precision manufacturing? Sure, Crosley’s a sound 
buy here, too! 

tPatented 





Talk about a happy blending! The Crosley line 
certainly gives you a grand combination of 
appeals for both men and women. So when a 
family shopping expedition walks into a Crosley 
dealer, split decisions are spliced in a hurry. 
Everyone's happy . . . including the dealer! 
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: 
feminine buying power into your store. And FILTER QUEEN is packed with s 
Woman AppEAL ... that’s why, Fitter QUEEN is the quick way to a home- ‘ 
maker’s heart. The gals, bless ’em, just can’t resist the cleaner that takes } 
the work out of housework . . . that makes daily cleaning tasks simple, “No dirty bag to empty”. . . that’s the ir 
quick and easy. BIG STORY behind FILTER QUEEN’S 
a nation-wide acceptance. FILTER QUEEN : 
They'll love to watch you demonstrate how the Macic Wann, weighing tein det itil ae ie nt 1 
just 42 ounces, flexes to get under sofas and tables as easily as it takes : ; ‘ 
cobwebs from the ceiling. And the powerful 7%; H. P. Lamb motor is a super-size container. There, the famous v 
dealer’s dream .. . it purrs quietly as a kitten at full speed. Then, when patented cellulose filter traps all the t 
you demonstrate how this high-ticket, long-profit beauty has no dirty bag dust and returns only pure, clean air 
to empty . . . well, brother, every last spectator becomes a booster for inte. the room. Thea, all the housewife be 
FiLTer QueEN. She just can’t wait to tell her friends and neighbors about aiah de bk etait tin. itll atiainas s 
it. All in all, it’s no wonder thousands of homemakers are saying, “I'll wait ‘ el 
for FILTER QUEEN.” : once a mon ++ « GS simpie as empty- 
; ing a wastebasket. Yes, it’s no wonder 
FILTER Q U EEWN homemakers are saying, “Vil wait for i 
Division of Health-Mor, Inc., FILTER QUEEN.” . 
203 N. WABASH AVE., CHICAGO I, ILL. ; 
In Canada: Walters Appliances Limited, Export Agency: A. J. Alsdort Co., t 
57 Bloor St., W., Toronto 221 No. LaSalle St., Chicago 
Cieane® 
PUT THESE ‘‘SILENT SALESMEN’’ TO WORK FOR YOU st yacuu™ , 
ine f 
. world’s 
oat THE Ne Practical and Beautiful Light, Parchment he 
She: Vacuum Cleaner “ Department” Electric Sign 
ta Filter Queen's Famous 
La ir “Demonstration In Print’ 
| 
| 
; | 
E! 
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Fort Worth’'s 






125,000 Consumers Jam 


Texas Electric Show 


Television is ace drawing card as Texas Electric Service 


Co. puts on mass display of appliances, radios. 


EDITOR'S NOTE: Managing Editor Wray, 
currently junketing around the nation to ob- 
serve first-hand the changing tempo of the 
appliance industry, will report to readers from 
time to time with both news and feature 
articles. 


Everything is bigger in Texas. And 
they’re not afraid to admit it. 

The second annual Texas Electric 
Show, sponsored by the Texas Electric 
Service Co., clocked 125,000 appliance 
and radio-hungry visitors by the time 
the gates closed at the Will Rogers 
Memorial Coliseum, Fort Worth, early 
in May. 

Some 75,000 had visited the show in 
1946 and that first big event set the 
stage for the 1947 return engagement. 
What may have had no little to do 
with this big attendance, however, 
was the avid curiosity on the part of 
thousands of Texas families to get 
their first real look at television. There 
can be no getting around the fact 
that television was the star of the 
show. 


Tele, Tele Everywhere 


And they got their first look with 
plenty to spare. Not only was the big 
auditorium, which seats 2,000, packed 
to the rafters for every show being 
televised on the stage, but the cus- 
tomers could see the same show going 
on in television sets placed all around 
the auditorium. And when they went 
out into the big hall where the exhibits 
were located they got more television 
from sets spotted all around the aisles. 
If you doubt that public interest in 
elevision is hot, you should have seen 
he impact of that mass presentation 
m the folks of Fort Worth. Up to 
hen it had only been a word to most 

j f them. At the show it became a 
olid, functioning reality. 


From Myth to Magic 


The clear, undistorted images, the 
amiliar voice of the announcer, the 
fact that hundreds of people were per- 
sonally televised for the enjoyment of 

friends brought an excitement 
and incredulity to the crowds com- 
Parable only to the early days of 
sound reception. 





By Laurence Wray 


The big RCA mobile television unit 
was brought to Fort Worth by Texas 
Electric Service despite the fact that 
regular television reception, via the 
A. T. & T. co-axial cable which runs 
through Fort Worth, will not be in 
operation for a year or more. The 
show, therefore, was in the nature of 


a preview of things to come. Joe Jen- 
kins of RCA, who has staged these 
shows in department stores and other 
places in various parts of the coun- 
try, was in charge. 

With television as the drawing card, 
the appliance exhibits, which brought 
most of the leading manufacturers to 


Bigger _n‘ Getter than ever/ 


TEXAS ELECTRIC} 
(0 MORCEA 


AUTOMATIC 


FARM & RANCH 
EQUIPMENT 


‘.f LATEST MODEL 
RADIOS Os 


foe kaTiow 


HOME 


BROUGHT TO YOU BY 
TEXAS ELECTRIC SERVICE COMPANY 





THIS WHOOPER-UPPER helped to draw crowds to Fort Worth’s Texas Electric 
Show, sponsored by the Texas Electric Service Co. 
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display their wares, did a land-office 
business. Local distributors and deal- 
ers were not permitted to display their 
own firm names—everything went un- 
der the brand name of. the appliance. 
Interest in home freezers and auto- 
matic washers was high and ironing 
machine demonstrations never failed 
to draw a crowd. 


Show Personally Directed 


The show was under the direct su- 
pervision of W. H. Merrick, Jr., resi- 
dential sales manager of Texas Electric 
Service. The utility does no mer- 
chandising, except for small appli- 
ances, and uses promotions such as the 
big show to stimulate dealer business. 

(For pictures of the Texas Electric 
Show, see “Radio Rodeo,” next two 
pages.) 


Westinghouse Firms Prices; 
Hotpoint Predicts Advances 


Although Westinghouse Electric 
Corp. will hike the prices of some of 
its lines of apparatus, no advance in 
home appliance prices “is contemplated 
at this time,” B. W. Clark, vice-presi- 
dent in charge of sales, said recently. 
“We... are prepared to quote firm 
prices on all products where reasonably 
short delivery reduces the hazard,” 
Mr. Clark declared. “In many cases 
these prices will be made firm with no 
price increases, in spite of the re- 
cently announced increases in wages 
and salaries.” 


High Materials Costs 


Leonard C. Truesdell, vice-president 
in charge of marketing, speaking for 
Hotpoint, Inc., said that some ad- 
vances in the prices of kitchen elec- 
trical appliances will be necessary 
because of the high prices of materials. 
Speaking at a luncheon meeting at the 
Chicago Merchandise Mart, Mr. 
Truesdell said that materials prices 
are climbing despite widely publicized 
reports of falling prices. He did not 
state specifically just how far the 
retail prices would have to rise to 
bring into balance the divergence be- 
tween materials and labor costs and 
the company’s return. He emphasized, 
however, that Hotpoint would adhere 
to its policy of maintaining the price 
of its electric dishwasher well below 
the pre-war level. 

According to the recently issued 
annual report of General Electric Co., 
of which Hotpoint is an affiliate, aver- 
age present prices of Hotpoint products 
are about 20 percent above the pre- 
war level. Prices for Westinghouse 
appliances are only about 24.5 percent 
higher than they were in 1939, the 
company states. 
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Housewives show interest as "Mike" Freyer, sales manager of Colonial 
Premier lamps, gives them a personal demonstration. Like other 
visitors to the utility's second post-war show, they wanted to see 
everything. 


and mutual congratulations. 


the utility. 





Clarence Everett, southern division manager for lronrite, proves to a group of women that a man 
can really iron a skirt, They “laughed when he sat down to play", but laughs soon turned to 
admiration. 





-< 3 » ~ 


Bustling crowds thronged the General Electric exhibit, curious to learn the latest about the newest 
appliances. In all, some 125,000 visitors saw the Texas Show, a big jump from 1946's 75,000. 
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Radio 


The Texas 


Left: H. W. Luker, 
divisional sales 
manager of Bendix, 
broadcasts to the 
Fort Worth crowds 
during an ironer 
demonstration 
staged by Miss 
Jewel Wilson, 
home service direc- 
tor of Lone Star 
Wholesalers, Dallas. 


















Fs b 

Tess, ie P 

Impressarios of the Texas Electric Show take time out for a breather The farm and ranch exhibit was a big attraction. Farmers, Jus 
W. H. Merrick, Jr. (left), residential especially, were interested in water systems such as this pic 

sales manager, and Jim Edwards, advertising department, both of Myers unit, because of its labor saving attractions. Just wh 
to make sure it's real, one woman takes a drink. bo! 

L. M. Myers, division manager of the Malleable Iron Range Co., goes over a few fine demonstra- Te 

tion points with R. H, Bachman, sales supervisor in Texas. Like other exhibitors, however, they J. 

had little time to themselves. ¢ 





4 


o / 


. Ji 
The delight of a housewife in a labor saving device is reflected in the faces of these onlookers # 
they watch Mrs. Jasper Crump, Crump Electric Co., Ft. Worth, put an Easy washer through its paces 
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ymonstra- 


ver, they 











lookers 85 
| Its paces. 


DISING 





Rodeo 


Electric Show 


















Right: Show visitors 
were televised for 
the delight of them- 
selves and friends 
outside the auditor- 
ium by cameramen 
of the RCA mobile 
unit, That's Jim Jef- 
fries of WAAF per- 
suading a young 
visitor to emote 
for the camera. 


Just as eager as anyone else at the show were these three A friendly threesome gets a chance to chat: W. E. Knapp, branch Nobody, but nobody missed the show. These little girls from the 






piglets, particularly at feeding time. Like babies every- manager of Westinghouse Electric Supply, Ft. Worth, Sanger Clark, Clinton Ave. Negro School, Ft. Worth, came with their teacher, 
where they seem to like getting their nourishment out of a merchandise manager, Westinghouse, Ft. Worth, and Allen Jack- Mrs. C. T. Morris. She's telling them what equipment is necessary 
bottle. son, Westinghouse salesman. in a home. 





ay like this were spotted throughout the show. Paul Harmon, advertising director, and Frank Jordan and Joe Jenkins of RCA at the control board during the television shows which were 
- B. Thomas, president of the Texas Electric Service Co., look one over with "Ash" Collins, held all during the Texas Electric Show, Fort Worth. Video-hungry Texans were thrilled by the 
creator of Reddy Kilowatt. broadcasts, 


a 


Eager house owners and prospective house owners H <a 
pry Into the cabinets in the Kelvinator exhibit With Bing looming large in the background, Karl Scharfenberg, president of West T. Appil- 
while L. E. Walters, southern district manager, chats with J. C. Keyes, also of Kelvinator. ance Co., Philco distributors, shows that he can do a aes hy job with the best of Pe 
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to empty a vacuum? 


e Vii be l CUM and vasy Vi, de Va 
She could if-she would with a 





You'll probably never, never see a woman in 

evening finery empty a vacuum...not even a Lewyt. But 
many a happy woman will tell you how her Lewyt has 
forever ended dirty bag shaking...has banished 

the detested whirlwind of dust, grimy 


clothes and smudged hands. 


Its smooth metal Dust Bow] and disposable paper filter make her Lewyt 
the cleanest, quickest, easiest type of vacuum to empty. Just pour! 

Its zephyr-quiet Silencer lets her ‘phone or listen to the radio... lets little 
Johnny sleep while the Lewyt is in use! :: Its eyelonic Super 

Suction thorough-cleans more quickly than other 

equipment light-cleans! :: Its exclusive Triple 

Filter gets the deep grit, lint, fine dust...even dust 

odors! :: Its smart French Blue container. a 

mere 1244 inches wide, stores her Lewyt... with 


accessories...compactly and beautifully. 


Copyright 1947 Lewyt Corporation 


Light and handy to 
take everywhere. 
Container carries the 
Lewyt cleaner. hose 
and wands, Little hat 

LEWYT CORPORATION © 60 BROADWAY ¢ BROOKLYN 11, N.Y. ay ee 

-..nests e 
container for storage. 
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Whether it’s chilly or whether it’s hot, 
Surf SEASON-AIR spells comfort to 
your customers and profits to you! 
Here’s the room-conditioner that does 
either job—heating or cooling—at a 
moment’s notice. 

And SEaAsON-AIR is not merely a 
spot conditioner. It’s a space condi- 
tioner—so efficiently engineered that 
it can be directed straight up (see 
photo) for maximum circulation of 
cool or warm air. 

With its smart good looks and 
attractive low price, Surf SEASON- 
Arr rings the bell for steady profits 
all year ’round. Order from your dis- 
tributor NOW. G-M Laboratories 
Inc., 4292 N. Knox Ave., Chicago 41, 
Illinois. 
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From heater to fan in 29 seconds 
... Simply remove heater housing 








in duné or danuaty.. 

















BEAUTY ... Handsome crackle finish ¢ 
Chrome heater grill ¢ Silent, modern 
design fan blades ¢ Separate fan guard. 
STABILITY .. . Sturdy all-metal construc- 
tion ¢ 74-inch base @ Finest materials 
and workmanship. 

UTILITY... For summer, a 10-inch fan 
with air displacement of 500 cu. ft. per 
minute ¢ For winter, a 1320-watt forced 
air heater. 


ECONOMY . . . Heater and fan COM- 
BINED for one low price. 
SAFE... SEASON-AIR is listed by 


Underwriters Laboratories. 


ShHOLE Of FANS? v0: yove dissivoror to rosh on 


order of Surf FANS. Modern design...rugged, all-metal construc- 
tion...non-oscillating...no radio interference...fan angle adjust- 


able through full 360°. A quality fan throughout. $] 395 


including tax 
($14.50 west of Rockies) 


a] 











IN AND OUT: E. B. Ingraham, left, is congratulated as new NEWA president by 


J. L. Busey, retiring from the same office. 


NEWA Convention Speakers Cite 
Need for Improved Distribution 


Excessive inventories are distributors biggest 


problem, says Busey; Ingraham named president 


Improved distribution as a cure for 
the excessive inventories of wholesale 
distributors was prescribed by John L. 
Busey, outgoing president of the Na- 
tional Electrical Wholesalers Associa- 
tion, at the 38th annual convention at 
the Hotel Traymore, Atlantic City, 
early in May. 


Downhill Slide... 


Mr. Busey called attention to the 
fact that in less than two years, “The 
wholesale distributor has gone from 
an enviable liquid position, with cash 
in the bank and owned government 
securities, to the point where those 
securities and that cash have been 
converted into merchandise invest- 
ment.” 


« «To Uphill Climb 


As in many recent meetings within 
the appliance industry, the emphasis 
at the NEWA convention was on the 
return to selling. “As wholesale dis- 
tributors,” said Mr. Busey, who is 
president of the General Electric 
Supply Co., “each and every one of 
us has been enjoying an era of pros- 
perity—an era of ease in doing busi- 
ness—aptly termed a seller’s market.” 
The prime factor in doing business 
has been the ability to secure and 
deliver the goods . . . doing business 
has largely been a mere matter of 
accepting customers’ orders and then 
locating a source of supply for the 
ordered materials. Such a state of 
affairs naturally—but unfortunately— 
prompted our placement of orders on 
too many sources of supply and in 
quantities too great. Production of 
many finished products has suddenly 
increased by leaps and bounds... The 
inevitable result, of course: excessive 
inventories which unfortunately in 
many instances contain or are largely 
made up of items and lines of sub- 
standard quality, items, commodities 
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and lines purchased at high prices 
which will undoubtedly have to be 
liquidated at prices bearing extremely 
low margins and perhaps in some 
cases at even less than original cost.” 


Fall Down or Step Down? 


In the light of the predicted and 
perhaps already present recession, Mr. 
Busey said that “prices will go down” 
and declared that prudence demands 
two steps be taken by wholesalers: 
first, a logical reduction of inven- 
tories and, second, a careful control 
to keep inventories close to actual re- 
quirements. Other problems of the 
wholesaler which Mr. Busey touched 
on included investments in accounts 
receivable, control of credit exten- 
sions, and the rising costs of doing 
business. He pointed out, in speaking 
of the last named problem, that some 
manufacturers think that wholesalers 
can afford to operate on shorter mar- 
gins, a thought which he characterized 
as “. .. a dangerous trend of thinking 
which might well continue unless the 
erroneous assumptions prompting it 
are effectively and aggressively dis- 
proved.” 


Ingraham New President 


Mr. Busey was succeeded as presi- 
dent of the association by E. B. 
Ingraham, president of Times Ap- 
pliance Co., Inc., New York. Elected 
vice-president and chairman of the 
appliance division was George F. 
Kindley, vice-president of Edgar Mor- 
ris Sales Co., Washington, D. C. 
D. M. Salsbury, executive vice-presi- 
dent of the Westinghouse Electric 
Supply Co., continues as vice-president 
of NEWA and chairman of the ap- 
paratus and supply division. 

Mr. Ingraham also dealt with dis- 
tribution in his remarks to NEWA 
members. “Mass distribution,” he 
(Continued on page 104) 
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| NEW FLorENcE WWD ZZ LINE OF 


OIL HEATERS 


* @ 


—_— 





2 

1 ° © 

, Available in Both Pot and Sleeve Types 

Z 

2 

New Florence Design Makes “Trading Up” Easier *NEW YORK 

...Increases Your Chances For Multiple Sales... One Park Avenue 

; Always recognized for leadership in efficiency, dependability and *CHICAGO 

P value — now Florence leads again with the most complete line in the 1459 Merchandise Mart 

, entire industry —each heater a “Matched Beauty,” modeled by a seseanene 
foremost industrial designer to match all the others regardless of type, size *HIGH POINT 


or price. This is a powerful attraction for displays on your store floor. 
And what a selling story Florence has! These handsome heaters, with 
exclusive Florence pot-type and sleeve-type burners and porcelain 
finish inside and outside, are available with all 4 kinds of heat delivery: 


Ninth Floor, Southern 
Exposition Building 


GAS RANGES e« LP-GAS RANGES e ELECTRIC RANGES ¢ OIL RANGES 2 


COMBINATION RANGES ¢ OIL-BURNING HEATERS ? RANGES AND HEATERS 


1. Driven-Aire (fan models) 2. Circulators 3. Radiants 
4. Combination Circulator-Radiants 


- The new Florence Line also includes a variety of 
Cabinet Oil Heaters requiring no flue connection. 








@ FLORENCE STOVE COMPANY ... General Sales Offices and Plant: Gardner, Mass. Western Sales Offices 
and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y.; 
¥ 1459 Merchandise Mart, Chicago; 53 Alabama Street, S. W., Atlanta; 301 North Market Street, Dallas. 
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FOR THE DEPENDABLE PERFORMANCE THAT 


SELLS MORE ELECTRICAL APPLIANCES 


es eal 
pi Letlat 
Long-Life 


Quauity appliances are coming back! Once again con- 
sumers are demanding branded merchandise that assures 
them years of dependable service. And retailers too, intent 
upon building a reputation for quality are changing their 
buying habits and specifying Nichrome long-life heating 


elements when ordering electrical appliances. 


For Nichrome is that high nickel-chromium electrical re- 
sistance alloy which, for more than 35 years, has set the 
quality standard in heating elements. By delivering abundant 
heat for a lifetime of dependable, trouble-free operation it 
puts the stamp of enduring quality on every electrical ap- 
pliance so equipped. 


So to make your selling job easier and keep your customers 
well satisfied . . . longer, ask your manufacturer to assure you 
that the heating elements in the appliances you buy are wound 
with Nichrome. Be sure, however, that you specify Nichrome 
for there are several nickel-chromium combinations — but only 
one Nichrome* and — 


Nichrome is made only by 


Na: 
- ial 


Driver-Harris 


COMPANY 
HARRISON + NEW JERSEY 


BRANCHES: Chicago a Detroit © 
Los Angeles e 


Cleveland 


San Francisco o Seattle 


104 


I), 
Vs Aigang "E- 


JUNE 














NEWA 


Convention 


eee CONTINUED FROM PAGE 102mm 


said, “makes possible mass production 
of electrical products. A study of 
price trends of electrical products of 
all kinds during the past 20 years will 
show that prices have always come 
down as the volume produced and dis- 
tributed goes up. This will be just 
as true in the future as it has been in 
the past.” He paid tribute to ex- 
president Busey’s leadership in ex- 
panding NEWA by the inclusion of 
electrical appliance specialty distribu- 
tors who are experts in mass dis- 
tribution. 


Distribution Solution 


Managing Director Charles G. Pyle 
called for an “inventory of people.” 
He said that the association's ap- 
pliance division, created only three 
years ago, had developed “a new and 
complete program for progress, a pro- 
gram which in large measure pro- 
vides an answer to the problems of 
electrical distribution.” A partial solu- 
tion to the problem, he affirmed, lies 
in the use of EEI-NEWA sales train- 
ing program, together with the prac- 
tice of the principles in the association's 
Hiring Guide and the ‘declaration of 
electrical interdependence. 

“Today,” he declared, “in more ways 
than one, our industry . . . stands at 
a crossroads. The challenging fact is 
that most goods and services have 
been pushed, booted and inflated out 
of reach of the one single objective 
all of us must reach—the buyer's 
pocketbook. Fortunately, some pro- 
ducers have begun to lower prices.” 
In conclusion, he said that he “sin- 
cerely hoped that the electrical indus- 
try will be out in front of this fight 
on inflation.” 


The Speakers 


Other speakers at the convention 
included R. Stafford Edwards, presi- 
dent of the National Electrical Manu- 
facturers Association, who advocated 
participation in the “Go All Electric” 
campaign; W. H. Robinson, Jr., 
manager of the G-E advertising de- 
partment at Nela Park, who called 
attention to an extensive lighting mar- 
ket; and A. Carl Bredahl, manager 
of the ‘Westinghouse Better Homes 
department, who emphasized the im- 
portance of adequate wiring in the 
home as a necessity for better living. 

The small appliances committee 
presented a resolution favoring the 
adoption of informative tags on all 
small appliances, a resolution similar 
to that adopted for major appliances. 


GEORGE F. KINDLEY: Wants uniform 
ticketing of major appliances. 
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Which water cooler is maintaining the lowest retail list price 7 


Which water cooler has the longest record of Government service ? 





é 
Which water cooler is available for delivery now rs 
Which water cooler is backed by the most ambitious 


merchandising program in the industry 7 


— oe oe om, 


—— oe ae oes Oe, 


The Answer, of course, is SUNROC / 


And SUNROC is the answer to these questions: 1. Which water cooler best 


insures customer satisfaction? 2. Which water cooler is the easiest to sell? 


and 3. Which water cooler will send dealer profits soaring ? 


In water coolers — SUNROC leads on all counts. So hitch your business 
to this selling star. The coupon below is your first step toward 


a Sunroc Franchise. Sunroc Refrigeration Company, Glen Riddle, Pa 


__ 
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—_— 
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SUNROC REFRIGERATION COMPA 
U psi oc line and Sunroc 


S' s 
ga ’ 
F ranchise for Distributors Dealers he k which). 


Waler Coolers 


any 
GLEN RIDDLE, aiid 
“SUNROC SERVES THE WORLD... 


.a@ Cool Drink of Water” Address 





_Zone_——_— State 
City_— 


: cee ise = 
Distributors throughout America and in 30 Foreign Countries Address to Mr 
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Branch Offices in Principal Cities , 
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Je Wame a few of the ens 
OF THE W.LS. FAMILY TREE 


— - B8One 


i; - 5 
2) i IN THE DUSEWARE FIELD 
yet - ' \ wy f ; 

+) . We're mighty proud of the clients we .-. they‘re 
wy 4 all nationally fdmous organizations Wemand the 
“| best in displays. They know the value offurning their 
eet point-of-sale problems over to a “Digpiby Agency,” 
just as they allocate their advertising to dl Advertising 
Agency. They Gveresiste the “know Hew” of W. L. 
d an s, Inc., the of display 
experience thaf backs an \ esganizotion toch as ours. 
That is why WES has continued to serv@isuch clients 
throughout the years. Yes .. . we're ity proud of 
our Housewares family tree. They are only a very few 
of the reputable organizations we sefve, We invite 


your inquiry. py rv bey vitaa staff 
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reasonable cost. 1 
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15 YEARS OF SATISFACTORY AND CONTINUOUS SERVICE TO CLIENTS OF NATIONAL REPUTE 


W. L. STENSGAARD AND ASSOCIATES, INC. 


NORTH JUSTINE STREET CHICAGO 7, aéitliess 
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Scheduled Meetings 


PACIFIC DIVISION, NEWA 


Empress Hotel, Victoria, B.C. 
June 4-6 


VACUUM CLEANER MFRS. ASSN. 


Summer Meeting 
Cleveland, Ohio 
June 5 and & 


2ND ANNUAL HOME BUILDING 
EXPOSITION 

Pan-Pacific Auditorium, Los Angeles, 
Calif. 

June 12-22 


JULY MARKETS 

Furniture and Merchandise Marts, 
Chicago, Ill. 

July 7-19 

HOUSEWARES AND APPLIANCE 
SHOW 

Convention Hall, Navy Pier, Chicago, 
ill. 

July 13-18 

Chicago Housewares Markets, Inc. 

AMERICAN WASHER & IRONER 
MFRS. ASSN. 


Summer Meeting 
Grand Hotel, Mackinac Island, Mich. 
July 14 and 15 


LOS ANGELES MARKETS 
Los Angeles Furniture Mart 
July 28 - August | 


SAN FRANCISCO MARKET 
WEEK 


Western Merchandise Mart, San 
Francisco, Calif. 
August 4-9 











Galvin Previews New 
Radios in Chicago 


Distributors from central United 
States areas attended the recent pre- 
view of Motorola home radios con- 
ducted at the Drake Hotel in Chicago 
by the Galvin Manufacturing Corp. A 
similar meeting will be held the week 
of June 9th in the New York area 
and will be followed by meetings in 
New Orleans and San Francisco. 

Executive and key personnel present 
included P. V. Galvin, president; E. 
H. Wavering, vice-president of the 
automotive division; W. H. Stollner, 
vice-president of the home radio divi- 
sion; and W. H. Kelley, sales man- 
ager. 














SKY CAKE: J. A. Gazelle (left), man- 
ager of distributor-dealer sales for the 
Carrier Corp., had his recent birthday 
party in the air. William Hecht (right), 
president of Montgomery Engineering 
Co., N. J., threw the party and presented 
the cake. In the middle, but enjoying it 
all, is Peg Whitner, stewardess. 
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_NEW 


BRAND 


: The General Electric Double-Duty 
Automatic Steam Iron 





HIS NEW General Electric Steam Iron is truly a 2 in | iron. 
Your customers can switch from steam to dry ironing and back 
with a twist of the control dial. There is no need to remove water. 

To your customers this new General Electric [ron means they can 
iron much of their regular work without dampening . . . without ever 
again using a damp cloth for pressing! 

Your customers can do better ironing and pressing jobs in less time 
—not only on everyday fabrics, but on the new artificial fabrics as well! 

The retail price? $17.95 plus tax. There’s no other steam iron on 
the market quite like the new General Electric Steam Iron! 


DEPEND UPON GENERAL ELECTRIC 








| TO SEND CUSTOMERS YOUR WAY! 
IT$ NEW/ ITS STEAM/ ITS GE - ; 
Pons half of your chthes witheat dh a This is the first of a series of General 


Electric Steam Iron advertisements 
to appear in The Saturday Evening 
Post, McCall’s, Country Gentleman, 
and Woman’s Home Companion. 


When you feature the General 
Electric Steam Iron, you get real 
backing! An intensive advertising 
campaign to your customers .. . 
feature sheets that help you sell 
customers on the spot... flasher dis- 
plays... counter cards ... mats... 
folders . . . complete merchandising 
help from start to sale! a, $] 735 

Look to General Electric for ” 
“America’s No. 1 Iron!” General 
Electric Company, Appliance & Mer- 
chandise Dept., Bridgeport 2, Conn. 


Retail 
Price 














plus tax 











This General Electric Double-Duty Steam Iron is a streamlined beauty. It 
has no bulky, awkward steam boiler. Put it on your counter—it will sell itself. 











NO OTHER STEAM IRON GIVES YOUR CUSTOMERS ALL THESE ADVANTAGES: 

















\ 
§ AA c. t 
With this famous General Electric “Dial the This General Electric Iron has no steam boiler to It shuts off automatically when set in heel-rest 
Fabric” Control, you select the right heat for every build up pressure. Instead, a twist of the knob gives position. Steam returns immediately when ironing 
fabric—whether ironing with or without steam. you as much steam as you want... when you want it. position is resumed. Easy to fill. Holds enough 
And the extra-large soleplate does maintain heat, Note button nooks and built-in double thumb rest! water for 30 minutes’ steam ironing. Note c-o-o-l- 
ie thanks to exclusive cast-in Calrod* Heating Unit. i-n-g air space between iron and handle. 
e *Trade-mark Reg. U. S. Pat. Off. 
Y 
F 
7 General cri 
| nera ecirie irons 
iG 
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Yvonne De Carlo 
Starring in 
Universal-international’s 
“Slave Girl” 


in Technicolor 





~»- TO HELP YOU SELL 
THE GILL ELECTRIC STOVE! 


Thirteen times this year, Life’s millions of eager readers will learn 
that the Gill Electric Stove is ideal for apartments, porches, trailers, 
barbecues, week-end cabins, offices, rumpus rooms and breakfast nooks. 


LIFE’S READERS will want the Gill Electric Stove because it bakes, 
boils, toasts, roasts, frys and broils with the efficiency of a large range, 
yet it is table-size and portable. 


LIFE’S READERS will like the Gill Electric Stove because it is made of 
stainless steel and aluminum .. . its griddle is cast aluminum for 
lifetime wear. Adjustable heat control makes cooking easy. Mar-proof 
feet save tables. 

LIFE’S READERS will be thrilled because the Gill Electric Stove takes 
no special wiring . . . it can be plugged in anywhere with 110-120 
volts. 200-1650 watts. It is 221/2” wide, 141.” deep. In back, 11” high; 
in front, 81/2” high. AC — Model G-175. DC — Model GS-180. 


Gill Electric Stove with drip pan and grill, and cast aluminum 
griddle ONLY $39.95 List. ents 





Underwriters Laboratories Approved KUL) 





...and for very limited space—the 
GILL “185” 

Only 15” wide, weighing approx- 
imately 7 Ibs. Toast, roast, bake 
or broil in the broiler-oven while 
food frys or boils on the surface 
element. 200-1000 watts. Stainless 
steel top, aluminum sides. 110-120 
volts. Model Gill 185, AC. 














ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 
200 Citrus Ave., Redlands, Calif. 


“Quolity electrical products since 1920” 
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Westchester Dealers Protest 


Compulsory Tie-In Sales, Ads 


Letters to Producers 
Ask Immediate Action 


Tie-in sales and tie-in advertising 
aren't very popular with the West- 
chester Gas & Appliance Dealers As- 
sociation, Inc., 200 North Ave., New 
Rochelle, N. Y. 

The association, composed of many 
of the dealers of Westchester County, 
recently sent a series of letters to 
prominent manufacturers protesting 
the “deplorable practice of tie-in ad- 
vertising (and tie-in sales) which is 
foisted upon them by your local 
distributor.” 

Chief objection raised against tie-in 
advertising that it raises the 
dealer's’ cost of operation and, of 
necessity, his selling cost to the con- 
sumer. “When it becomes a _ neces- 
sity,” the protest against advertising 
reads, “for a dealer, in order to hold 
his franchise, to be obliged to help 
defray his distributor’s operating cost 
by the nefarious practice of being 
jorced to contribute a proportioned 
share of that distributor's advertising 
bill, it is time that the dealers direct 
a concerted drive against this unfair 
procedure. These advertising obliga- 
tions cost the dealer approximately 
one-third of his gross profit on that 
distributor’s allocation for the total 
merchandise received during the first 
quarter of 1947, 


Was 


Increased Costs and Prices 


“The continuance of this practice 
will result in the necessity on our 
part, if we are to continue to handle 
your product, of increasing the selling 
price in order to defray our increased 
costs. This is hardly an incentive in 
these times, in view of the President’s 
message, and the practices now being 
tested in New England (the Newbury- 


port Plan,—Ed.) to stimulate the 
public to again buy.” 
In closing, the letters protesting 


tie-in advertising asked for an ex- 
pression of the manufacturer’s stand 
on the subject and information as to 
what steps would be taken to remedy 
the practice. 


Decry Compulsory Buying 


With equal vigor the letters from 
the association protested tie-in sales. 
“It is of sincere concern to the finan- 
cial and banking interests throughout 
the country that dealers are top heavy 
in unsalable goods,” they read. “The 
guilt for this condition may be laid 
squarely upon the shoulders of your 
distributors, who have forced their 
dealers, franchised or otherwise, to 
overstock certain specific merchandise 
by offering them the lure of demand 
goods if they would agree to purchase 
certain unwanted and unneeded goods. 

“In many cases the dealer’s fran- 
chise was threatened or revoked be- 
cause of his resistance to the acceptance 
of an entire allocation which the dis- 
tributor may have awarded to such 
dealer.” 


Buy Twice to Get One 


The letters further stated that among 
the association’s members only a third 
of the merchandise received was ac- 
tually needed but that in order to get 
it the dealer had to spend an equal 
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dollar volume for unwanted merchan 
dise. Sometimes, the association 
claims, nothing but the unwanted part 
of the merchandise actually arrives 
and then, after months of pleading for 
the “necessary” stock, is promised 
quick delivery if he will re-order the 
unwanted goods. 

Like the letter protesting tie-in ad- 
vertising, the association also requested 
information on what steps the manu- 
facturer would take to remedy the sit- 
uation. 


Sears Presents Automatic 
Washer at Price of $210 


A straw in the wind for predictors 
of price trends in the appliance indus- 
try was the April introduction of an 
automatic washer —trade-named the 
Kenmore and manufactured by 1900 
Corp.—by Sears, Roebuck and Co. to 





SEARS SENSATION: Sears, Roebuck 
and Co. recently introduced this fully 
automatic washer to Chicago at a retail 
price of $209.95. The machine was de- 
signed by Sunberg-Ferar and built by 
1900 Corp. 


the consumers of Chicago, Ill, at a 
retail price of $209.95, including nor- 
mal installation. By mid-summer the 
chain expects to reach national dis- 
tribution of its product. 

T. V. Houser, Sears vice-president 
in charge of merchandising, describes 
the new washer as being an important 
new development which typifies Sears 
determination to bring to its cus- 
tomers as speedily as possible many 
ew and improved post-war products. 

The washer was designed by Sun- 
berg-Ferar, Detroit, and incorporates 
a feature known as the Suds-Saver 
which permits the use of suds for 
more than one washing. 


Westinghouse to Build 
New Kentucky Plant 


Richmond, Ky., has been selected as 
the site for a new plant of Westing- 
house Electric Corp., it has been an- 
nounced. Work will start next year 
on the operation, which will be used 
to manufacture miniature lamps for 
Christmas trees, autos, flashlights, 
radios, etc. Plans call for erection 
of a one-story brick structure, with 
75,000 sq. ft. of floor space. 
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THE WORLD’S FINEST HOME RECORDING INSTRUMENT 3 


Premiere showing at the N.A.M.M. Convention, Chicago, 
June 2—5, 1947, in the Palmer House — Rooms 881], 


882 and 883. Admission by personal invitation only. 


SEE YOUR IR@CONGIG pisTRIBUTOR 


T.M.REG U.S 
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AUTOMATIC ELECTRIC [RON 





if electric irons are included in your buying plans, The 
Middleton is the “‘buy"’ for you. Modern homemakers 
everywhere, are acclaiming this gliding, gleaming beauty 
. . « for the thorough ironing job it does on every type 
fabric . for its lightness (3% ibs.) and ease in 
handling . . . for its economical retail price . . . $9.95. 


featuring the 
CHROMALOX 


HEATING UNIT 
for 
Smoother, Better 
Heat Distribution 





MIDDLETON & MEAD 


ik PAGE |I10 











Cleaner Makers Square Off in 
Battle for Australian Market 


'47 Sales Estimates 
Vary Up From 75,000 


Melbourne (McGraw-Hill World 
News)—Six years of restricted im- 
ports and production have left a 
vacuum in the Australian vacuum 
cleaner market which domestic makers 
are eager to restore to normal de- 
mand pressure without giving over- 
seas makers much of a chance to pump 
in their bit. 

At least nine Australian manufac- 
turers are advertising household-type 
vacuum cleaners or are tooling up for 
production, and although the accumu- 
lated demand is estimated at anything 
from 80,000 to 650,000 units, competi- 
tion has become so keen that more 
or less all makers may soon have to 
resort to high-pressure door-to-door 
demonstrations to keep business flow- 
ing their way. Sweden’s Electrolux 
pioneered vacuum cleaners in Aus- 
tralia by this method and held on to 
45 per cent of the market even after 
competition had muscled in. 


U. S. on the Fringe 


U. S. makers never had much sales 
loss in Australia. In 1936-37 they 
sold 3,443 cleaners, but only 58 in 
1937-38 and 156 in 1938-39, the last 
pre-war year. 

In that year Australia’s imports 
totted up to 47,232 machines. Even 
if purchases of cleaners assembled in 
Canada from up to 75 per cent U. S.- 
made parts are added, Sweden outsold 
both in the last pre-war year by 
twenty to one. The figures do not, 
however, take account of imports of 
Hoovers from the branch plant in 
England. 

Supply difficulties due to the out- 
break of war in Europe compelled 
the Swedish firm to produce the ma- 
chines in Australia, but after only 
18,000 units had come off the pro- 
duction line, the plant had to be shut 
down in 1942 because of a ban on the 
production of household electrical 
goods. 

Before the war, Electrolux’s prin- 
cipal rival among local electrical 
manufacturers had been Silovac Elec- 
trical Products Pty. Ltd. in New 
South Wales. By 1941, shortly be- 
fore the ban, Airzone Ltd. R. G. 
Marshall, Tecnico Ltd. and O. Hagar, 
all of New South Wales, and A. G. 
Healing Ltd. had tooled up for pro- 
duction of cleaners. 

Early in 1946 two British manufac- 
turers, Fleet [Electric Co. and 
Vactric Ltd. leased disused ammuni- 
tion plants from the Commonwealth 
Government for conversion to vacuum 
cleaner production. 


Americans on the Inside 


More recently, U. S.-affiliated 
Standard Telephones & Cables Ltd. 
and the Victorian Engineering firm, 
Martin & King Pty. Ltd., have made 
preparations for production of domes- 
tic vacuum cleaners. Like Standard, 
Tecnico is dependent on American 
designs and production equipment. 

All these firms are producing the 
inside bag type of cleaner originally 
plugged by Electrolux. 

It is estimated that after swinging 
back into production the firms of Pre- 
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Pearl Harbor vintage turned out 15,- 
778 cleaners during the first half 
of 1946. 

Output jumped to 19,078 for the 
three months ended September and 
23,350 for the last three months of 
1946. 

With potent newcomers selling ca- 
pacity for the current year, original 
prospects were for an output of 148,- 
700. However, strikes in various ma- 
chinery industries have bottlenecked 
supplies of components to such an 
extent that 75,000 will probably be a 
better estimate of 1947 production. 

The wide divergencies in post-war 
demand estimates for household 
vacuum cleaners are partly due to 
erratic switchovers in consumer pref- 
erences from one household appliance 
to another and from one type of 
cleaner tO another. 

The sales manager of the Vacuum 
Cleaner Division of Electrolux Pty. 
Ltd. was reluctantly forced to the 
conclusion after an analysis of waiting 
list contacts that an average of 40 per 
cent of these apparently ready-made 
sales will probably not come off when 
Electrolux can deliver the goods. 


Hoover Sees 288,000 Sales 


The Hoover Ltd. representative in 
Adelaide holds steadfastly that 288,000 
can be sold in Australia this year, in- 
cluding 100,000 replacement sales for 
worn-out cleaners. He arrives at this 
figure by assuming one prospect among 
each five of Australia’s 942,000 elec- 
trified households not yet possessed of 
a vacuum cleaner, plus 100,000 re- 
placements for 300,000 already sold. 


House & Garden Appoints 
New Home Equipment Editor 


A onetime associate professor of de- 
sign at New York University’s School 
of Retailing, Mrs. Elizabeth Burris- 
Meyer, has been appointed household 





ELIZABETH BURRIS-MEYER 


equipment editor for House & Garden 
magazine. She is a member of the 
New York Architectural League and 
was one of the organizers of the Tobe 
Coburn School for Fashion Careers. 

In two Colorcade of America 
shows, sponsored by the Homefurnish- 
ings Style Council, Mrs. Burris-Meyer 
was director of display. She has 
planned a number of modern houses 
and has written books on color, 
decoration and fashion. 
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HERE’S WHY... 


y Because most whiskers lie flat, the Collman “58” 
y = Electric Shaver has 58 double combing teeth (see “A” 
— _ on enlarged shaving head above);which comb whiskers 
“up,” guide even the stubborn ones directly into the 
58 cutting'slots (see ‘““B” above). These cutting slots 
are “staggered”’ to.keep whiskers from sliding through 
and being missed by the.cutter. The 58 double cutting 
teeth (see “‘C” above) tapered, precision-ground from 
the finest surgical steel, provide dual cutting action for 
each of the 58 cutting slots. Thus, whiskers are 
sheared off cleaner, faster, easier. 





FAIR-TRADED at both wholesale and retail price 
NATIONALLY ADVERTISED—big national advertising campaign, plus displays 
and dealer helps, to move more Collman “‘5S8” Electric Shavers faster! 
SERVICE—backed by nationwide service plan. 


| I |, aoa 

; es Collman Mfg. Corp. 
; 421 West 12th Street 
. ph ae 5 Ere, Pon 


4 ELECTRIC SHAVER—IT SHAVES 
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REACH MORE BUYERS It's the 25 to 45 year age group... the “Age 
of Acquirement”. . . that does the buying. Of the “Big 3” weeklies, Collier's reaches 


the greatest percentage of men and women in this bracket. 


THROUGH MORE SALES MESSAGES Your advertising dollar 
goes farther in Collier's than in either of the other “Big 3” weeklies. Low unit rates 
make it possible to penetrate the market deeper with more insertions ... more 


weeks of national coverage. 





WITH THE LOWEST PAGE RATE OF THE “BIG 3” WEEKLIES 


Collier's gives your advertising budget more selling power, makes your dollars 


work harder by offering you the lowest page rate of the “Big 3” weeklies. 
PAGE 112 


JUNE 1, 1947—ELECTRICAL MERCHANDISING 





bt itd hikéby Markey 


(THE AGE OF ACOQUIREMENT) 










e The Collier's star shines on America’s richest market . . . the 25 to 45 
s year age group of men and women who buy. And the “buying plans” 
of Collier's families rank well above those of the average buyer... 
proven by the Psychological Corporation in a survey conducted among 
eight thousand families in 125 representative towns and cities. This prof- 
itable market can be reached through Collier's at less cost per page 


than through either of the other “Big 3” weeklies. 








Collier's for Action... 
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CAN YOUR 
RANGE SALESMEN ANSWER 
THESE QUESTIONS? 


HOW TO CONVINCE HOME- 
MAKERS THAT A NEW RANGE 
SHOULD HEAD THEIR SHOP- 
PING LISTS 

This handbook gives convincing, 
logical reasons why it’s 
more practical for a home- 
maker to invest first in a 
new range before buying 
other needed items. 


HOW TO SHOW HOME- 
MAKERS THEY CAN SAVE A 
MINIMUM OF $88 A YEAR 
WITH MODERN RANGE 
COOKERY 

This handbook shows how home- 
makers can save money as well as 
improve the quality and appear- 
ance of food. 


HOW TO TALX TO HOME- 
MAKERS IN COOKERY TERMS 


This handbook explains and illus- 2 j a 
trates basic principles of baking, | ree oe 

roasting and whole-meal oven ELEC f 
cookery. Common cooking fail- 5 TRIC RANGE 
ures are analyzed. Will give your ALESMEN 
salesmen an intensive course in 


modern cooking methods. 


SEND FOR THIS FREE HANDBOOK 


—38 pages of facts, pictures and ideas on modern 
range selling. 


You can use this valuable book as a basic sales training piece 
for new salesmen—as a “refresher” course for old bands. 
Write for as many as you need. 





Fort Wayne Utility 
Opens Electric Home 


The Indiana Service Corp., Fort 
Wayne, Ind., has reopened its center 
of residential promotional work—the 
Leisure Electric Home. It is located 
below the ground floor commercial 
office and display floor of the utility. 
Everything in the Leisure Electric 
Home revolves around the home plan- 
ning center. In its attractive sur- 
roundings the personnel handle all 
inquiries on kitchen and laundry lay- 
out, adequate wiring and all things 
electrical in a home. Additional in- 
formation regarding home building 
and homemaking is on file. Scrap- 
books are available to consult on color 
schemes, arrangemertts, floor plans, 
paint, wallpaper, etc. The staff is 
prepared to assist in color schemes 
and decorations if requested. Of 
course, kitchen layouts account for the 
majority of requests. The customer’s 
present or proposed kitchen is studied 
and the best basic arrangement is de- 





veloped. A drawing is submitted to 
the customer who then consults a 
dealer who can supply the necessary 
cabinets and other equipment. 


Dealer's Lines Identified 


The utility does not sell appliances. 
Both the Leisure Electric Home and 
the ground level display floor show 
appliances for the local dealers. These 
appliances are usually furnished by 
the distributors and are periodically 
rotated. All appliances are keyed to 
the respective dealers handling them 
by means of placards; in addition, a 
file is kept of all dealers and their 
products. The manufacturer’s litera- 
ture is also available to those cus- 
tomers who wish to examine it. 

All appliances, except those in two 
display kitchens, are connected and 
are demonstrated to visitors who are 
also encouraged to try them them- 
selves. 

The home service department which 
staffs the Leisure Electric Home, 
also handles home demonstration of 
appliances. 





LAUNDRY LAYOUT in the Leisure Electric Home recently opened by the Indiana 
Service Corp., Ft. Wayne, Ind. All of the equipment is connected and may be 


demonstrated to interested home makers. 











Viewtone Video Selector 
Gives 80-Mile Reception 


An extension of the effective range 
of television reception to at least 80 
miles from the point of origin was 
claimed by Viewtone Television & 
Radio Corp., Brooklyn, N. Y., last 
month as the result of tests conducted 
at Wading River, L, I. 

Irving Kane, president of the com- 
pany, directed the demonstrations of 
one of the company’s newest improve- 
ments in a tuning device that is al- 
leged to be successful more than 100 
miles from the television sending an- 
tenna. Run-of-the-factory models, 
priced at $225 plus $45 installation, 
were used for the tests. 

“Had we held this demonstration on 
a mountain top we undoubtedly could 
have gone another 20 or 30 miles from 
New York,” said Mr. Kane, “but there 
would have been the argument that 
this would not be overcoming the 
earth’s curvature . . . Reception is 
almost universally successfully at any 
of our testing points of from 100 to 
120 miles from New York on our new 
receivers. The even greater advantage 
of our improved selector is that it is 
often feasible to discard entirely the 
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television antenna or at least to 
operate with a small indoors antenna. 
Arrangements are being made to in- 
stall the improved device at a low 
fee in sets already marketed.” 


Brazil Firm Opens 
Two New Rio Stores 


Sudeletro, S. A., South American 
wholesale and retail appliance firm, 
recently announced that it had added 
to its list of six Rio de Janeiro stores 
with the opening of two new outlets. 
Capitalized at $1,200,000 (U. S. dol- 
lars), Sudeletro employs 170, has a 
ninth store in Sao Paulo. American 
products carried by the company in- 
clude those of Cutler-Hammer, Inc., 
Easy Washing Machine Corp., F. A. 
Smith Mfg. Co.; Ideal Electric & Mfg. 
Co., Line Material Co., Paragon Elec- 


‘tric Co., Photoswitch, Inc., Remington, 


Rand, Inc., Robbins & Myers Inc., 
Victor Insulator Co., and the Tool 
Steel Gear and Pinion Co. According 
to Oskar Kowsmann, director general, 
the firm also handles flashlights, bat- 
teries, food mixers, heating pads, etc. 
Headquarters are at Avenue Rio 
Branco, 85-7, Rio de Janeiro, Brazil. 
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Over 9,000,000 PEOPLE will see This SEAL 
In A FULL COLOR, FULL PAGE AD 
In The AMERICAN WEEKLY! 








presi 


Your Cussement will look for this SEAL 


ON THE COFFEE MAKERS THEY BUY! 


On June 22nd, over 9,000,000 people will see a full page, full color ad in American Weekly. 
This ad starts a long term program that will tell consumers to look for the National Coffee 
Association’s Seal of Recommendation on the coffee makers they buy. 


It will tell millions that coffee makers bearing this seal have been tested by an independent 
scientific laboratory. Tested to assure their meeting minimum standards, set by coffee 
experts, for flavor, aroma, clarity and strength. 


it will tell millions that “Association Recommended”’ coffee makers have passed all mini- 
mum standards for brewing good coffee . . . that the brewing instructions that come with 
them have been checked with equal care. 


Millions will look for this seal when buying coffee makers! 


Two Coffee Makers in every Home! 


Millions will be told that for best results in brewing coffee, they need TWO COFFEE 
MAKERS—one for brewing a few cups at a time, a larger one for full family or company 
occasions. This can double your volume on coffee makers! 


lt Will Pay You to stock COFFEE MAKERS WITH THIS SEAL— 


AND TO BENEFIT BY THE SEAL’S PRESTIGE IN 
YOUR DISPLAYS AND ADVERTISING! 





PAN-AMERICAN COFFEE BUREAU ° BRAZIL ° 


CUBA ° DOMINICAN REPUBLIC ° EL SALVADOR ° GUATEMALA 


COLOMBIA ° COSTA RICA 
° MEXICO ° VENEZUELA 


With the cooperation of NATIONAL COFFEE ASSOCIATION 
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SERVING THE NATION... 





@ It pays to build your appliance business upon a foundation 
of public confidence in the products you sell. The Gray & 
Dudley reputation of eighty-five years provides the backing 
that stove merchants can capitalize. 

Many WASHINGTON Dealers throughout the nation have 
established long and exceptional records for serving their 
communities with these high quality heating and cooking 
appliances. 

Let us show you how to build your stove business on, this per- 
manent basis. Write today. 
















MARTHA Ws NGTON 
HOMIE FURWNA , Coal 
Down-Draft Hot Blast Combustion in- 
sures moximum efficiency. Heavy-duty 
special alloy slotted fire pot and large 
heavy ribbed combusti chamber, 
adding extra heating surface, insure 
fong life and added years of satis- 

factory service 











GEORGE WASHINGTON 
COAL RANGE 


The modern styling, rounded corners for 
easy cleaning, the striking lines, the gleam- 
ing porcelain enamel finish—oll con- 
tribute to the smart appearance of the 
George Washington Cast Balanced Range 


worim oF rT eau % 
/ Gray &Dudley Co 
ga 


Established 1862 
NASHVILLE, TENNESSEE 
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WASHINGTON FRUGAL OIL BURNING 


HEATER 


Down-Draft Hot Blast spreads flame in the radiator-type 
i , insuring maximum heating capacity. 
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A truly beautiful, powerful and durable heater. 





RAY*» DUDLEY 


COMPANY 


JUNE 














Zenith Quits Annual 
Full Line Changeover 


Zenith Radio Corp. thumped obsoles- 
cence into the ash can last month 
with an announcement to dealers by 
E. F. McDonald, Jr., company presi- 
dent, that the company would no 
longer introduce a complete new line 
of receivers once a year and thus ren- 
der out-of-date every model on dealers 
sales floors. 

“For many years,” said Mr. Mc- 
Donald’s announcement, “the radio 
business was as seasonal as the snow 
shovel, but it has grown into a major 
year-round industry.” As a.result of 
this growth and the discontinuance of 
annual New York and Chicago radio 
shows, he told dealers, there was no 
more valid reason for the annual 
launching of a complete new line and 
he expressed the hope that the entire 
industry would follow Zenith’s lead. 

“We believe that we would be most 
unfair to our franchised dealers if 
we brought out a complete line of 
models once each year and thereby ob- 
soleted every Zenith that a dealer 
had in stock,” asserted Mr. McDon- 
ald, adding that obsolescence of a 
complete line also creates _ ill-will 
among consumer customers. 

“Tt will be our policy . . . to intro- 
duce new models as they come from 
the laboratory and are properly field 
tested. . . We will not point to any 
specific month in the year to announce 
new models. Instead, we will do so 
throughout the year as our new de- 
velopments become ready. . .” 

Mr. McDonald pointed out that since 
1920 some 700 radio manufacturers 
have been forced out of business be- 
cause of financial losses as a result 
of liquidation and obsolescence. 


Distributors’ Orders Canceled 


Early this year Zenith asked all 
distributors to cancel orders with the 
company so that, “we would not be 
fooling ourselves on an accumulated 
backlog of orders.” Since that time 
distributors have placed orders from 
month to month. At present the com- 
pany has on hand unfilled orders total- 
ling more than $24,000,000, a figure 
which Zenith does not expect to be 
able to fulfill by the end of June. 


Price Policy 


The following succinct message was 
recently sent to all distributors of the 
Zenith Radio Corp. by H. C. Bonfig, 
vice-president: “It is not only our in- 
tention not to change prices, but we 
hope that we will not have to raise any 
of them.” 


American Central Begins 
Retail Salesman Training 


Impressed by increasing evidence of 
a buyers’ market—in some lines, any- 
way—the American Central Division 
of the Aviation Corp. has launched a 
comprehensive retail salesman train- 
ing program. The first step is to give 
its American Kitchen distributor 
kitchen specialists a refresher course. 
A distributor course was given some 
months ago, but retarded production 
caused a postponement of a similar 
program for the retailer, says C. Fred 
Hastings, general sales manager. Ur 
der the direction of Kenneth Cook, 
American Central’s training director, 
“at least one person in each American 
Kitchen retailership will have been 
schooled in the finer points of kitchem 
selling.” 
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Rural electrical dealers know this. Asked what rural 
magazine would be most effective. from an advertis- 


ing standpoint. in helping them sell their prospects 


they chose Country Gentleman 
better than 21 to 1 


Advertisers know this. They invest more advertising 
dollars in Country Gentleman than in any other 


farm magazine. 
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1. CIRCULATOR! 

Here’s the Marsalis Circulator as it may 
be used in home or office, easily moved 
into position on ball bearing rubber casters. 
Note patented non-rotating louvers at top, 
an exclusive Marsalis feature which makes 
possible fingertip control of diffused cir- 
culation. Marsalis gives your customer en- 
gineered, controlled diffusion...and gives 
you profit-making sales! 


2. EXHAUST FAN! 


Here’s the same unit in pedestal position 
...ready for operation as an exhaust or 
ventilating fan! With air deflectors fully 
open, the Marsalis Circulator may be placed 
to expel hot air, or to draw cool air into 
any room. 


The Marsalis Circulator is engineered and 
designed to give years of trouble-free serv- 
ice in home or office. Meet your customer's 
demand for healthful, efficient home cool- 
ing with modern Marsalis engineering! 
Feature the “Two-In-One” Marsalis Circu- 
lator, and watch sales climb! 




















Marsa lisQssls 


37, ot Year in the design, 


manufacture, and installation 
of Air-Treating and Air-Han- 
dling Equipment. 


AMERICAN METAL PRODUCTS COMPANY 


SYLVANIA STATION FT. WORTH, TEX. 






P. O. BOX 7037 
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PRESSING FOR THE PRESS: Mary McGraw, Proctor sales development assist- 
ant, gave members of the press a lesson in "sit-down" ironing at a recent luncheon, 
showing them how she could bring the garment to the iron instead of the heavier 
iron to the garment. The technique will be promoted through department and 


large specialty appliance stores. 


Proctor Introduces 


Sit-Down Ironing Technique 


New "How To" Booklet 
Gives Step-by-Step Data 


A new technique in ironing—Sit- 
Down Ironing—was demonstrated by 
Proctor Electric Co., at a luncheon 
for the press at the Pierre Hotel, New 
York City, April 25th as a forerunner 
of its introduction to the trade at the 
Philadelphia Housewares Show the 
week of April 27th. 

Mary McGraw, Chicago sales as- 
sistant, demonstrated the new tech- 
nique, at the press preview and at the 
Housewares Show. 

Proctor Electric Co. plans to pro- 
mote this new technique through de- 
partment and large specialty appliance 
stores where facilities permit group 
instruction and where the services of 
trained lecturers and home economists 
are available. 

Originally developed as a “better 
way to merchandise irons,” sit-down 
ironing has been found to be the an- 
swer to an age-old fatigue problem in 
the home, and is completely described 
and illustrated in a new booklet issued 
by the company and made available to 
consumers wherever demonstrations 
are. given, entitled “Lady Be 
Seated. . .” 


Features of the Booklet 


The booklet is “how-to” in char- 
acter and contains information on how 
to sprinkle, fold and iron various types 
of clothes with a minimum of lost mo- 
tion, and advocates bringing the gar- 
ment to the iron rather than the iron 
to the garment as is done by most 
women ironing today. Every type of 
garment, from the plainest of flat 
pieces to the frilliest ruffles, can be 
ironed this new way, and speed can 
be developed with practice. 

According to the booklet, with the 
new ironing technique no leverage, 
tilting, twisting or arm pressure is 
required. There are a few simple rules 
to follow, such as having an ironing 
board that is properly padded. It 
should be a wide board preferably, 
with ample leg-room for a comfortable 
sitting position. Next a chair or 


kitchen stool should be selected that 
brings the arms to a convenient height 
above the board to take away any 
strain on the forearm muscles. Con- 
ventional boards on the market today 
usually require high stools, although 
several of the ironing board manufac- 
turers have indicated their intention 
to manufacture boards with four or 
five height adjustments for women of 
varying heights. 

Other rules for more efficient ironing 
given in the booklet are: Keep your 
work handy — an extra table or chair, 
or both, within easy reach to hold 
dampened clothes, and on which to 
place finished work saves getting up. 
Have the sprinkler bottle handy is 
another. And last but not least, the 
new rule—bring the work to the iron. 


Iron a Shirt in 41/2 Min. 


To illustrate the contention that 
speed can be developed with this new 
technique, the booklet has six pages 
of pictures and explanatory captions 
which show all the steps required to 
iron a man’s shirt in the short space of 
44 minutes as against the 12 to 20 
minutes taken by most ironers today. 
These steps including folding the fin- 
ished product at the end of the ironing 
operation, thereby saving the house- 
wife energy, wear and tear, and 
precious time. 

Other pictures in the booklet show 
the right way to iron sheets, ruffled 
curtains and children’s dresses. 


Canada Nears 1941 Production 
On Washers and Refrigerators 


Canadian production of refrigerators 
and washers is climbing again, and 
totals for 1946 are not far under those 
for 1941. Domestic refrigerator pro- 
duction hit 57,475 units last year, about 
7,000 under 1941. November was the 
high month, and the last quarter 
topped the first three. Washer output 
soared too, almost doubling the 1945 
total to reach 119,369 units, only 7 
percent under 1941. More than 100,000 
of this total were electric models. 
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im home-freezer history! 


Next month, the July issue of Electrical Merchandising will carry a four- 
page advertisement for Orley Freezers, announcing a merchandising 
program that takes freezer-sales out of the blindfold class. Distributors 
and Dealers will discover that home-freezer business is profitable—more 
profitable than they’ve imagined—when they back the line designed 
for matchless “profitunity”! As different 
as Orley Freezers are from conventional 
freezers, so are Orley merchandising 
plans different and effective. 


weve ww 


Memo to Distributors and Dealers: 


If your curiosity won’t let you sleep until the historic 
announcement next month, you may make appli- 
cation NOW for either a Distributorship or Dealer 
Franchise. To get a preview of the program, write 
or wire without delay! 
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ORLEY FREEZERS, INC. 


DETROIT 26, MICHIGAN 
OR 
ORLEY (California) Inc., 182 S. Western Ave. 
Los Angeles, California 


o 
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SERVE ICE CUBES 
A LA CARTE 


@ New improved Jiffy Cubes are 
now made from Polyethylene plastic, 
fully flexible and unbreakable. 


EFFECTIVE—ice cubes "pop-out’’ at 
slight finger pressure—no water muss f 
or struggling fuss. ECONOMICAL 


—no ice is wasted—use only as many 





cubes as you need—one cube or a 
trayful. SANITARY—no hands need 
ever touch the ice cube—drop into 
glass from cups. MODERN—the very 
latest and greatest improvement in 
ice cube making. 


on 
' “‘y 
INGER pressuRt 


THE ONLY 
INDIVIDUAL CUP ICE TRAY 
AV AILABLE 

















e SPECIFICATIONS e 


Name and No "Jiffy Cube," Model A 


Description Bright Blue Anodized Aluminum Tray containing !2 large 


white Polyethylene Plastic Ice Cube Cups—Unbreakable. 


List Price $2.25 
Weight 35 Ibs. (72 pkgs)—Size 11a" x 44%" x 1%" 
Freight Full All. on all order I'/2 gross or more—otherwise F.O.B. Detroit. 


Additional! Cups per dozen $1.10 


USUAL TRADE DISCOUNTS 























*Patented and Patents Pending 
Trade Mark Registered 
Copyright 1947 by Plastray 
Corporation 


FOR FURTHER 
INFORMATION 


write f° 


Plastray 


ek Stel 7 Barer, 


ROOM 822—DEPT. EM-3 ® FISHER BLDG.—DETROIT 





ON THE SPOT REPORT of the status of production and advertising of general 
Electric's new television receiver was received by Dave Fisher (right), radio sales 
manager for G-E Supply in Connecticut, from Paul Chamberlain (center), sales 
manager of the receiver division, and Fred A. Parnell, advertising and sales promotion 


manager. 
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Utility Booklet Seeks 
Bigger Appliance Quota 


A strong plea for increased allot- 
ments of appliances in the Mississippi 
area is the point and the conclusion of 
Deal Me In!, a booklet recently pub- 
lished by the Mississippi Power & 
Light Co. to show the state’s sales 
potentialities. 

The figures marshalled by the utility 
are impressive. It declares that “ef- 
fective buying income in Mississippi 
has had the largest increase of any 
state in the nation—1939 through 1945 
—a 237 percent increase.” It points 
out that during the same period re- 
tail sales increased 147.74 percent, 
“more than any of Mississippi’s south- 
ern neighbors.” Other arguments 
quoted include a 151.4 percent jump 
in industrial payrolls since 1939 and 
a higher 1945 gross farm income 
($517,054,000) than Alabama, Ten- 
nessee, Arkansas, or Louisiana. Ac- 
cording to the booklet, Mississippi is 
the second largest hardwood produc- 
ing state in the South, the third in 
the South in timber production, and 
is the tenth ranking state nationally 
in oil production. 


An Open Door 


“Mississippi has opened wide her 
door to industry,” the booklet declares 
in describing the state’s BAWI (Bal- 
ance Agriculture with Industry) pro- 
gram. This program has resulted in 
the elimination of the manufacturers 
tax and enactment of legislation favor- 
able to industry. The state also main- 
tains a New York office for providing 
information to manufacturers and in- 
dustrialists. 

The utility credits the economic 
growth of the state with its own 77.4 
percent increase in the number of gas 
and electric customers since 1939. 
Other gains include a boost of 80.8 per- 
cent in residential and rural electric 
customers in MPLCO’s 42-county ter- 
ritory and a 69.2 percent increase in 
residential and rural gas customers. 

Opportunities for customers to pur- 
chase electrical appliances have not 
kept pace with the expansion of serv- 
ice, the utility points out, because 
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“40.2 percent of these new electric and 
gas Customers ... were connected after 
1942—-when appliances had to go to 
war.” 

As a final argument, the power com- 
pany quotes the low appliance satura- 
tion figures in the state and urges 
manufacturers to “review your allot- 
ments of merchandise, then deal Mis- 
sissippi a higher quota of appliances 
for 1947.” 


Porter Resigns from 


Robert & Mander Corp. 


G. Rogers Porter, San Francisco 
regional manager for Roberts & Man- 
der Corp., maker of Quality ranges 
and kitchen cabinets, has resigned 
effective May 31, it was announced re- 





G. R. PORTER 


cently. For several years prior to the 
war he was advertising and promo- 
tional manager for a western distribu- 
tor and is credited with establishing 
uniform cooperative advertising poli- 
cies now in wide use throughout the 
country. He introduced the Quality 
line to the San Francisco area on the 
company’s factory-to-dealer policy in 
January, 1946, and shortly thereafter 
opened the company’s regional office 
in San Francisco, now temporarily 
under Marvin F. Boss, Southern Cali- 
fornia representative. Mr. Porter has 
made no definite announcement of his 
future plans. 
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WE: 


SHE: 


Jeepers! You’re so pretty you ought to be in 
a fashion ad . . . but this one’s all about the 
selling helps a Bendix Dealer gets, so. . . 


So I ought to be in it! After all, don’t I own 
a Bendix automatic Washer? 


Sure! You and 700,000 other ladies . . . but 
the purpose of this ad is to let Bendix Deal- 
ers know they’re backed this year by the 
biggest advertising campaign in washer his- 
tory ... in magazines... newspapers... 
posters ... radio... 


Whoa, Mister! Ever stop to think what 
700,000 dee-lighted Bendix owners can do to 


BENDIX HOME APPLIANCES 
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WE: 


SHE: 


, INC.,, 
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get other gals interested in owning the Bendix 
automatic Washer? 


G’wan! You women are all alike. . 
talk, talk... 


. talk, 


That’s right smarty . . . that’s just why I 
butted in. For any gal who’s ever used a 
Bendix . . . in her own home or in a launder- 
ette . . . feels it’s her duty to free all her 
friends from washday work by steering ’em 
toward the Bendix! We’re all working for 
Bendix Dealers . . . and they don’t have to 
spend a penny for all the talking . . . and 
selling we do! 


SOUTH BEND 24, INDIANA 





BENDIX 


Fb ole bite 


Home Laundry 


PAGE 








' 


ete ee ee 


ae “oe 





AHEAD IN QUALITY! 


Competitive in Price 


Modern in Design 





SUB-ZERO 


SUB-ZERO FREEZER CO., INC. 








REEZERS 


Twenty years of skillfully applied experience goes into 
the manufacture of Sub-Zero —the complete line of 
farm, home, store and custom-built freezers. Upright 
and chest type freezers varying in capacity from 13.6 
to 60 cu. ft. are available. Durable finish (white baked 
enamel and natural aluminum), proven and practical 
engineering, modern design, extra thick insulation, 
outside “temperature-teller” make Sub-Zero the quality 
line. And they're priced right — priced to sell and sell 
fast — priced for the future. Write for literature and 


dealer information. 


MADISON « WISCONSIN 





MODEL 30V MODEL 500 MODEL 900, 

30.cu. H. uprighthomefreexer, 13.6 ¢u, ft. capacity, chest 20 cu. It. capacity, chest type 
wihalierS a 10 lene: com... © type, afbeleninem Interior. with ol interior. 
partments with individual vy gauge electrically Heavy gauge eiens 
doors. Heavy gauge clumin- steel cabinet finished welded stee! cabinets 

um exterios in natural finish. in white baked enamel. in white baked enamel. 
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Whiting Offers Food 
Spoilage Insurance 


Howard Roberts, sales manager for 
Whiting home freezers, recently an- 
nounced details of a new insurance 
policy offering three years of protec- 
tion against food spoilage at a $5 cost. 
Speaking to distributors at the com- 
pany’s second annual national dis- 
tributor’s meeting in Cleveland, Mr. 
Roberts said that the policy, available 
at the purchaser’s option, protects 





against spoilage due to any mechanical 
failure of the Whiting home freezer. 
He declared that the policy, second in 
the history of the industry, has a 
lower premium than any other similar 
contract. 

Stevens H. Hammond, Whiting 
president, welcomed the distributors, 
and Walter Seiler, president of the 
Cramer-Krasselt Co. and Jerry Stolz- 
off the same organization announced 
the details of a newspaper campaign 
to be released in key Whiting mar- 
kets. 





WHITING WELCOME: Stevens H. Hammond (standing), president of the Whiting 
Corp., Harvey, Ill., welcomes the distributors who attended the company's second 
annual national distributor convention in Cleveland. 














Seattle City Light Denies 
House Heating Rate 


In contrast to most of the utility 
companies of the Pacific Northwest, 
Seattle City Light Department has not 
encouraged the development of elec- 
tric house heating in its territory. A 
statement by E. R. Hoffman, superin- 
tendent of the system, points out that 
the department has been experiment- 
ing with home heating by electricity 
for the past thirty-five years, but that 
it has not deemed it advisable to offer 
a home heating rate and believes it 
to be definitely impractical to allow 
100 percent househeating on the regu- 
lar domestic rates. His stand is 
based on the fact that power for 100 
percent home heating would be used 
for only three months of the year and 
that its greatest use comes at certain 
times of day, creating high peaks of 
electrical consumption. In order to 
serve the demand which might de- 
velop during the few weeks of very 
cold weather which occasionally occur 
in Seattle it would be necessary to 
install more dams, generators, trans- 
mission lines, substations, transform- 
ers and heavier wires leading to cus- 
tomers’ homes, all of which might 
then stand idle during the nine months 
of the year when heat is not required. 
Mr. Hoffman, however, states that 
City Light is encouraging the use of 
auxiliary electric heaters which are 
designed to be used in the spring, 
summer and fall, when the main heat- 
ing plant of the house is shut down. 


Danger in the Kitchen, 
Insurance Firm Points Out 


The kitchen is the most dangerous 
room in the house, was the statement 
made recently by the Metropolitan 
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Life Insurance Co. About 6,000 men, 
women and children are killed each 
year in the United States from mis- 
haps originating in the kitchen. Many 
times that number are more or less 
seriously injured. 

Cooking, baking, washing, and iron- 
ing expose the family to a wide variety 
of hazards such as burns and scalds, 
gas poisoning, cutting, contact with 
electric current and falls. 

Burns and scalds take the lives of 
more than 2,000 people a year in our 
country. Falls account for a relative 
large number of deaths annually among 
children. Explosions occurring when 
people attempt to use gasoline to light 
fires, accidents from the use of inflam- 
mable substances for dry cleaning, all 
take their toll. 

Falls rank second to burns as cause 
of fatal injuries in the kitchen and 
are responsible for around 1,500 such 
deaths a year. Older persons are the 
most frequent victims. Gas poisoning, 
accidents from cutting and piercing in- 
struments, from the tops of cans and 
other hazards cause a surprising num- 
ber of injuries, and every housewife 
should know that in the kitchen she 
faces her chief danger, says the insur- 
ance firm. 


Schaefer Reduces Prices 
On Pak-A-Way Freezers 


H. L. Schaefer, president of H. L. 
Schaefer, Inc., Minneapolis, manu- 
facturer of low temperature equipment 
which recently introduced its 1947 
models of the Pak-A-Way home 
freezers, has announced price reduc- 
tions on all home models ranging from 
$40 to $140. Mr. Schaefer said that 
the reductions have been made pos- 
sible by increased efficiency and volume 
production, 
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FLASHLIGHT 
BATTERY 





RAY-O-VAC £57. ..@ 2 ici] FLASHLIGHT BATTERIES ARE 
AVAILABLE IN QUANTITIES YOU NEED! 


Ray-O-Vac has met the promise to increase production and fill your orders for guaranteed 


LEAK PROOF Flashlight Batteries. Now you can constantly profit from the added features that 
only LEAK PROOFS offer! 


ORDER RAY-O-VAC £57). Gg icle]33 FROM YOUR DISTRIBUTOR : 
TODAY ...HE CAN MAKE FAST DELIVERY 


Your Ray-O-Vac distributor can now get ample supplies of LEAK PROOFS. He’s not afraid to 


stock them because LEAK PROOFS stay fresh. Just tell him how many you want—he’ll fill your | | 
order fast! 


RAY-O-VAC BOOSTS YOUR Eo7\.@ ic:le]3 SALES WITH POWERFUL 
NATIONAL ADS AND NEW SALES HELPS b | 


Your customers see Ray-O-Vac LEAK PROOF advertising in Life, Collier's, The Saturday Evening 
Post, Farm Journal and five other widely-read magazines. And the new, free LEAK PROOF dis- 
play card and newspaper admat will give you extra sales—send for them now! 


AY-O-VAC COMPANY, DEPT. E67 
[_] DISPLAY CARD [| 1-INCH ADMAT 


NAME 
ADDRESS. 











CITY. 
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UNION 
PACIFIC 










Colorado offers industry many desirable 
sites for manufacture, distribution, ware- 
housing, and other purposes. It is strate- 
gically located for national distribution. 


Diversified agricultural products are of high 


quality due to favorable climate and soil. 


More than 250 useful metallic and non- 
metallic minerals and compounds have been 
found, including precious uranium. Tim- 
ber, oil and coal are practically unlimited. 


Native-born skilled labor, and a healthful 
climate resulting in fewer “time-outs” 
assure economical production. 


OF INDUSTRY 





One of a series of ad- 
vertisements based on 
industrial opportuni- 
ties in the states 
served by the Union 

Pacific Railroad. 


Colorado provides sound state economy, 
modern educational and cultural facilities. 


Thousands of vacationists enjoy its 
mountainous splendor, cool summer breezes 
and winter sports. 


Union Pacific provides Colorado with 
unexcelled freight and passenger transpor- 
tation. Every night, over-night Stream- 
liner service between Denver-Chicago . . . 
Denver-St. Louis. 


For assistance in securing industrial and 
commercial sites—and for all-weather, 
dependable rail service, just... 


be Specific - 
say Union Pacific’ 


* Address Industrial Department, Union Pacific 


Railroad, Omaha 2, Nebraska, for information 
regarding industrial sites. 





UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 


. 
fi 











Bendix Radio Guarantees 
Price Lines to End of "47 


Bendix laid a ghost by the heels. 

Troubled by dealer and distributor 
reactions to recent price cuts in the 
radio industry, Bendix Radio Division 
of Bendix Aviation Corp. recently 
killed the ghost of worry with an 
announcement to distributors guaran- 
teeing current list prices on its present 
line of radio receivers until the end 
of this year. 

W. P. Hilliard, general manager, 
commenting on the decision, said, “We 
have consistently sought to decrease 
prices throughout the entire period 
of our post-war production. Our 
efforts have not succeeded in reducing 
prices, but rather have kept them from 
untoward increases. Much as we 
would like to meet the present demand 
for reduced prices at this time, we 
cannot see a possibility for such action 
when increased cost notices on most 
components and other materials are 
reaching us every several days . . 

“Our guarantee of prices at this 
time is meant to take some of the 
guesswork from the distributor and 
retailer and enable them to face the 
realities with ease of mind.” 


Arvin Cuts Price on 
Automatic Electric Iron 


A 70 cent reduction in the retail 
price of its automatic electric iron was 
recently announced by Noblitt-Sparks 
Industries, Inc., Columbus, Ind., 
through Gordon T. Ritter, Arvin sales 
director. The new price is $9.95, a 
reduction from the recent list price 
of $10.65. 

Mr. Ritter explained the reduction 
as made possible by increased produc- 
tion rather than by decreased labor or 
materials costs. He said that the 
company contemplates a 100 percent 
increase in production. “Our company 
believes that $9.95 is a fair price for 
the consumer to pay for today’s top 
quality automatic electric iron,” he 
said. ‘“Noblitt-Sparks has long fol- 
lowed the policy of providing Arvin 
quality merchandise at the lowest pos- 
sible price. When the cost department 
calculated the benefits that would come 
from a 100 percent increase in Arvin 
iron production, we decided to decrease 
the price, thus passing along the sav- 
ing to consumers.” 


Wilson Cabinet Reduces 
Home Freezer Prices 


“I agree with Mr. and Mrs. Public 
—consumer prices are too high, right 
down the line from pork chops to au- 
tomobiles, and we in Wilson Cabinet 
Co. are doing something about it,” 
said John E. Wilson, Jr., in a recent 
letter to R. Kennedy Hanson, execu- 
tive secretary of the Refrigeration 
Equipment Manufacturers Association, 
in which he announced reductions in 
prices. The company has cut the price 
of farm milk coolers as much as $13.50 
to $32.00 and has lopped off sums 
ranging from $26.75 to $58.00 on prices 
of its farm freezers. . 

“We have taken this action in spite 
of the fact that materials and com- 
ponent parts used in the manufacture 
of our products not only have not 
been reduced, but in some cases stil 
continue to show an upward trend,” 
said Mr. Wilson. 
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BIG YEAR-ROUND SELLER FOR STEADY TURNOVER 


Think of it—warm or cool circulating air 
from the same unit by the simple flick of a 
switch! Yes, that’s COMFORTAIR — a real 
twelve-month seller. It's doubly desirable 
in household and office because it combines 


heater and fan in one beautiful, modern unit. 


Lightweight and thoroughly portable, 
COMFORTAIR con be plugged in anywhere 


for comfort-conditioning nursery, sickroom, 


MIMAR PRODUCTS, INC., 


bedroom, playroom, office or living room. 


The market for this amozingly attractive, 
Tri) ol emmolale Ml =laclaiiae] Mel olol([-l1(4-mt Mot Molle Mon: 
America itself. You'll find that stocking 
COMFORTAIR helps keep inventory down 
to a minimum because it is a heater and fan 
in one space-saving unit—eliminates dupli- 
cation of merchandise. Write for free 


profit-making circular today. 


BROOKLYN 5, NEW YORK 


Branch: El Monte, California 
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‘Here's How to Give Your Customers the Most for their Money! 


3 ahs 
Detter Fs 
» > « * 


(Ge... 11S THE NEW 


CU. FT. Stin-in “Frozen 
7 3/4 SIZE reed Lecker 






RETAILS FOR 


*219 


F.O.B. DULUTH 


A full page 2 color ad in the Jul 
Post will tell your customers th 
cu. ft. Coolerator Kitchen-Saver! Watch for this con- 
sumer announcement and tie-in with ads of your ownl 


MODEL 
DR-70 





/ WIDTH 28” 
HEIGHT 56%’ 


DEPTH 25” 


12th Saturday Eveni 
e story of the new 7% 


















aooowe "Ii 
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| 
4 
| 
WDED KITCHENS || 
Np CROWD 
LL A ace . 
‘tchen SP 1 
FOR S J to Take LESS a pa 
: ° e 2P , 
4 Designe™ MORE Storag _ erful Kitchen- 
Po Yet Give hitchen space. This Wet 8 c ft. of t 
| 5 DR-70 was designe Saver actualy BVGractically sells * ‘ 
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G-E Appliance Output 
Way Over Pre-War Total 


The average selling price for all 
General Electric products is only 28 
percent greater than the 1940 level, 
Charles E. Wilson, president of the 


company, told stockholders at the 
annual meeting in Schenectady in 
April. 


Production of home electrical ap- 
pliances showed tremendous increases 
in the first quarter of 1947 as com- 
pared with the same three months in 
1940, he said, with the exception of 
refrigerators, lacking “a few percent- 
age points of equalling the pre-war 
figure, directly due to the steel short- 
age.” Increases in other appliances he 
quoted as follows: radio and television 
receivers, 300 percent; home laundry 
equipment, 180 percent; electric clocks, 
550 percent; heating devices and small 
appliances, 590 percent; vacuum 
cleaners, 300 percent; electric ranges, 
80 percent; electric water heaters, 120 
percent; cord sets, 330 percent; con- 
struction materials such as_ wire, 
switches and related devices, 150 per- 
cent. 

“One very real factor that should add 
considerably to the foregoing figures,” 
he added, “is the slowly accelerating 
rate of domestic construction. Liter- 
ally millions of customers for the home 
products of your company cannot buy 
what they want until they have a 
place to put it.” 


14 Stokers Exhibit 
At Chicago Utility Show 


Sponsored by the Midwest Stoker 
Association, some 14 stokers were 
shown the public in a show put on by 
Chicago’s Commonwealth Edison Co. 
May 8 to 14 in its Assembly Hall. 

Brands shown were Anchor, Au- 
burn, Conco, Stokermatic, Delco, Fire- 
tender, Freeman, Iron Fireman, Link- 


Belt, Stokol, Smithway, Combus- 
tioneer, Fairbanks-Morse and Wink- 
ler. 


Officers of the Midwest Stoker As- 
sociation are J. G. Beard, president; 
F. J. Moran, vice president; and 
E. W. Jones, secretary-treasurer. 


Headquarters of the association are 
at 307 North Michigan Avenue. 





=~ 


MODEL CELLAR: One of the exhibits 
shown at the recent Chicago Stoker Ex- 
position in the halls of the Common- 
wealth Edison Co. was this model base- 
ment. It features a bin-fed coal stoker, 
fully equipped recreation room, all-elec- 


tric laundry, and a vegetable storage 
room. 
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CONSOLE—a beautiful model in selected mahogany for CARLISLE—makes a perfect gift. An electric encased in MEDBURY—has sturdy quarter-hour Westminster chime 
the living room. Strikes hours and half hours. An black with crystal-clear plastic superimposed over dial movement. Rich mahogany case with rare wood front 


electric. Retail—$32.50, tax extra. and top. Retail—$8.95, tax extra, 
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HITT—a neat, attractive electric clock for milady’s 
kitchen. Streamlined design. Plastic case; popular colors. 
Retail — $5.50, tax extra. 


of typical 

i Seth Thomas Prewar standard 

$0 are 

ree mega ge 7 naan a eT — the | j ; 

Xs Ceping service. 
© Te turning out these fine 


; y other mode 
ship allows, ea 








BAXTER —dignified and impressive. An ideal clock for 
the busy man’s desk. Solid mahogany case with brass 


Bic u 
side-pieces. Retail—$25.00, tax extra. 18 Ume ady 


’ : ertising bys 
_ leading Magazines ate eth Thomas 
3,000,000 Y more than 


Whose stock 
In clocks,” 


*SeTH 
THOMAS is REG.u. 5 
4 PAT. o 
FF 


Seth Thomas 


A product of GENERAL TIME Instruments Corporation 





LEE—a graceful electric with “push-pull” finial that 
controls alarm mechanism. Retail—plain dial, $5.95; 
luminous dial, $6.95, tax extra. 
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panel, It’s electric. Retail — $49.50, tax extra. 
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YOUR winning combination 
for PROFITABLE VOLUME SALES 















THE NEW QUALITY-BUILT 


ASCO VENTILATOR 


* 





OPEN DOOR POLICY: Paul Mechberger (center), of Ambassador Distributors, Inc., 
Birmingham, Mich., hands a certified check for one thousand Electromatic Service- 
man garage door openers to Allen K. Parrish, president of Electromatic Serviceman, 
Inc., Detroit. Drew Haneline, secretary of S & S Industrial Products, which makes 
the door opener, looks on with at least a thousand dollars worth of interest. The deal 
was completed at the recent National Assn. of Home Builders Show in Chicago. 












r move- 


i -fficiency in ai 
New high efficienc) A 


_ One control for ope 
starting and stopp!né 
e weathertight seal 

io interfer- 


i ee parte Se aie Business Bureau Asks illustrate the merchandise available at 
| ence . . - Quick easy few of the = the advertised price, unless the illus- 
.. « These are only Ler eo Honest Appliance Ads trated model sells at a higher price, in 
mag quality a o a eens agit which case the higher price shall be 
quick profit offered 5) Recently sent to merchants in Kan- _ prominently shown in direct proximity 
FASCO ventilator. ' sas City, Mo., was a list of suggestions to the illustration with some identi- 
for standards in advertising home ap- fying phraseology, ie., “Model illus- 
pliances. Put out by the Kansas City traded, $100.00,” etc. 
Better Business Bureau, they are: 


1. No false or misleading copy, lay- 


ment. - 
ing, closing, 
Positiv 











out or cuts shall be used in used and "Stay Home," Author 
rebuilt major home appliance adver- . 
tising. Tells American Women 


2. When any used, reconditioned or 
rebuilt appliances are advertised as 
having been “reconditioned,” “re- 
built,” the exact degree of recondition- 
ing or rebuilding shall be specified. 
There shall be neither statements nor 
implications that the new parts have - 
been produced by the original manu- ing the war years she made head- 
facturer of the appliance unless such lines simply by growing her — 
le the fact. vegetables and meat and canning 
them, refusing to be bothered with 
ration books. 

“Some howled when women left 

4. In advertising “used,” “rebuilt,” — a Ba Rage are ; 
or “reconditioned” appliances, infor- S t os oo when they di ig 
mation to this effect shall be included ome said it would completely dis- 
in the advertising copy. rupt the home ; others implied that 

5. The word “new” or such phrases the houswife who stay ed at home 
as “like new,” “works like new,” “re- and -minded her own business was 
built like new” shall not be used in | "thing better than an idiot. But 
Exclusive style of blade, the advertising of any used and rebuilt Se thing they oy 

d and matched with moter appliances, regardless of degree of is that the only reason bape left 
neere high efficiency air cir- rebuilding home in the first place is that men 


for quiet, / . : 
walation .. « Selective speeds and 6. The model number and year of and machines took women’s work 


. ” 
stationary or oscillating ee manufacture of used and rebuilt ap- out of the home.” he 
through full 75° are. + + J " pliances shall be available if requested. The pendulum is now swinging 
vadio interference .. - Beautif : In cases where the actual year of the other way, she says. Many of 
modern design - - Rugeedly manufacture is not available, the year these same jobs are aoe oe 
built for long, trouble-free serv- in which this particular model was back in the home and with them the 


American women would be far 
better off if more of them stayed 
at home and produced their own 
food, said Rose Wilder Lane, the 
author, in an interview recently in 
the Chicago-Tribune. It was dur- 











3. If an appliance is advertised as 
“rebuilt” the rebuilding firm shall be 
named. 


engi- 





ice . . - These plus other proved discontinued by the manufacturer women, | Improvements such as 
ArcticAire extras make it Amer- shall be available. automatic washing machines, dish- 

ica’s finest fast-selling fan. 7. If a guarantee is advertised, the washers, ironers, — have 

terms of the guarantee shall be set made the housewife’s job much 

forth in the advertisement. A written more attractive and easier. She 

copy of such guarantee if requested, maintains that it is an economic 

shall be supplied with each machine waste for women to work outside 
sold. the home. Counting the cost for 


8. If a used and rebuilt appliance is better clothes and upkeep, lunches, 
sold only with attachments, the price carfare and other job necessities, 
if advertised, shall include both the — ; a off heey ited . 

machine and the attachments. the end of the year than it wou 
PRODUCTS OF 9. When attachments are included be if the wife stayed at home and 
._ A. SMITH MANUFACTURING (CO., INC at a featured price, only those attach- | ™anaged her home economically. 


F 
ments available at such price shall be Mrs. Lane believes that the 
ROCHESTER 2, NEW YORK illustrated. If additional attachments American woman is moving back 
are advertised at a higher price, they permanently into her most import- 
shall be listed and priced separately. ant and satisfying job, her natural 


10. If an illustration is used in con- role as homemaker. 
nection with a price, it must accurately 
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| IT storm and thunder! In any 
weather, at any time of the day 
or night, FM reception over the new 
Delco Console Combination is amaz- 
ingly static-free. Always, the pro- 
grams are magically clear—perfectly 
reproduced. 


There are scores of good, solid engi- 
neering reasons for the thrilling per- 
formance of the new Delco Combi- 
nation. It has 14 tubes plus rectifier, 
with three short-wave bands in addi- 
tion to AM and FM ...a big 15-inch 
speaker for finer reproduction .. . a tone control 
providing 12 different bass and treble combina- 
tions . . . and many more advanced features. 


The record player features a special lightweight 
tone arm with jeweled-point pick-up, and han- 
dles fourteen 10-inch or ten 12-inch records. It 
rides smoothly in and out on a ball-bearing roller 
mechanism, and shuts off automatically after 
the last record plays. 


(service; 


PND | ne 
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PUSH-BUTTON TUNING FOR FM, TOO! The new Delco Console 
Combination provides push-button tuning for both AM and FM. 


Exquisite workmanship and unusual distinction 
of design mark the 18th-century cabinets. Two 
models are available: R-1251 in walnut, and 
R-1252 in mahogany—both masterpieces of 
fine furniture. 


To see and hear the best of all that’s new in 
radio, ask your United Motors Service distributor 
to demonstrate the new Delco Combination and 
other popular Delco radio models. 


DELCO RADIO 


A GENERAL MOTORS PRODUCT 


Delco radios are distributed nationally by 
United Motors Service. See your United 
Motors distributor about the Delco radio line. 


| 
| 
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Skyrocket your summer sales with SNO-BREEZE! Here’s a 
cooler that’s jam packed with EXTRA sales pulling features 
you can’t afford to overlook. Every inch of this compact 
cooler is designed for the ultimate in efficient, dependable 
service. Join in the profit parade. Write today for free 


catalog. 





COOLERS HAVE THE 


VIBRATION-PROOF SILENT BLOWER 
CLOG-PROOF ADJUSTABLE DRIP SYSTEM 


GENERAL ELECTRIC MOTOR 
SLIP PROOF PAD HOLDER 


38 YEARS OF (f 
AIR 
CONDITIONING 
LEADERSHIP S 
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TURNTABLE OF PROGRESS: The contrast betwen one of the earliest talking 
machines and a modern radio-phonograph is heightened when they are displayed 
together. Here, A. R. Goodwin, general superintendent of the receiver division of 
General Electric holds the early model, a simple, hand-wound job with the sound 
box attached to a horn speaker. Grady L. Roark, assistant superintendent, leans on 
the new G-E Musaphonic, not so simple nor so small an instrument. 





COOLERS 





2,500 To 20,000 CFM 


Hoover President Sees '47 
Cleaner Sales at 4 Million 


Vacuum cleaner sales records are 
due for a fall in 1947, according to 
H. W. Hoover, president of the Hoo- 
ver Co., who predicted at a recent 
stockholders meeting that sales in the 
industry are expected to exceed 
4,000,000 cleaners this year. (1946 
sales—2,243,600; 1941 sales—2,053,- 
510) 

“Judging from current reports and 
production rates for the year to date,” 
said the head of the Canton, Ohio, 
company, “indications are the antici- 
pated number of vacuum cleaners 
manufactured will be realized and that 
1947 sales will exceed four million 
cleaners. . .” 

As a result of the sales outlook for 
the year, the Hoover Co. will increase 
its output by working some depart- 
ments for three shifts a day, with the 
aim of doubling its 1941 production 
total, Mr. Hoover declared. 

“The market for a product such as 
ours can to some extent be judged 
by the fact that approximately 30,000,- 
000 homes in the United States are 
potential customers for vacuum 


cleaners. _No more than one-half of 
these wired homes have ever owned 
a vacuum cleaner, and a high percent- 
age of the cleaners now in use are 
badly worn and deserve replacement 
with newer, more efficient models,” he 
said. 


Continue Allocation of 
Remington-Rand Shavers 


Despite a 1946 production of elec- 
tric shavers that was twice as great 
as the 1941 total, today’s production 
is far below the quantity necessary to 
meet current demand, according to 
Walter E. Chollar, vice-president of 
Remington-Rand, Inc., and_ general 
manager of the shaver division. 

A January survey of 3,000 retail 
stores in the 90 largest cities of the 
nation disclosed, Mr. Chollar re- 
ported, that stocks were all but ex- 
hausted and that no wholesaler had 
any supplies. Because of this demand, 
he added, Remington will continue to 
allocate electric shavers among its 800 
distributors. Production in the com- 
pany’s plants during the past six 
months was the highest in history. 





FEATURES CUSTOMERS DEMAND: 


RUST-PROOF STEEL WATER PRESSURE REGULATOR 





I ohal thiol ai lalate Mn lola oF 


Phoenix, Arizona 








Automatic testing of Ben-Hur Manufacturing Co's. farm and home 
freezers is carried on in this huge laboratory where each freezer is subjected to !8 


hours of continuous tests. 
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“Bendix Radios 


MERCHANDISE MART 
CHICAGO e JULY 7-18 
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SPACE 545-D 






BENDIX RADIO DIVISION OF 


Baltimore 4, Maryland 
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Offer your customeits 
quality - modetate 





pices - dependable 






perfoumance 





No. P-1251 


Pedestal Model 16" SIGNAL 
Three-Speed Oscillator Fan 









12" Three-Speed COOLSPOT 


Oscillator Fan 












No. P-562 


Pedestal Model 10" 
COOLSPOT One- 
Speed Oscillator Fan 







Oscillator Fan 






Colored, illustrated catalog 
folder showing fans available, 
upon request. 


SIGNAL ELECTRIC MFG. CO Mca 
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PROCTOR Roast-Or-Grille 


Proctor Electric Co., 3rd St. & Hunting 
Park Ave., Philadelphia, 40, Pa. 


Device: No. 122 Proctor Roast-Or- 
Grille. 


Selling Features: Thermostatically 
controlled portable roaster with a 
broiler in lid; 18 qt. capacity; roasts 
meats and fowl up to and including 
a 20 lb. turkey; can also be used 
for baking, canning, stewing, warm- 
ing, etc.; as well as broiling steaks 
and chops; roaster equipped with 
1320 watt element around all sides 
and in bottom, 110-120 volts, a.c.; 
broiler 1500 watts element, a.c. or 
dc.; roaster lid is self-basting; 
broiler is self-cleaning; baked 
white enamel and chromium with 
gray acid-resisting inset pan and 
3-piece acid-resisting black enamel 
pan set. 
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WASH Fan-Heater 


Wash Co., Inc., 720 N. Bowman Ave., 
Danville, Ill. 


Device: Wash double-duty, all service 
table, fan and heater. 

Selling Features: Designed as an oc- 
casional table 23 in. high, weighs 31 
Ibs ; 20 in. diam. table top of blue, 
pink or clear } in. thick mirror set 
in chrome stainless steel moulding; 
for cooling, unit is equipped with 
110 volts, 25th h.p. shaded-pole mo- 
tor with 3-speed coil and switch 
and 12 in. blade with 34 deg. pitch 
circulating cool air from floor at 
1500 rpm high and 1000 rpm me- 
dium; heating is produced by sun- 
bowl type element, 1000 watt, 110-115 
volts, which is drawn from reflector 
and forced out grill by fan blade 
running at 350 rpm; unit can also be 
furnished without heating element. 


Electrical M erchandising, June 1, 1947. 


SIMPLEX Ironer 


American Ironing Machine Co., 
Algonquin, Ill. 


Device: Simplex Space-Saver ironer 


No. S-477. 


Selling Features: Rotary ironer ; com- 


plete open roll 22 in. long, 5 in. 
diam.; requires only 31x13 in. floor 
space; automatic pilot light; ad- 
justable thermostat-heat range from 
“off” to 450 degs; free rolling roll 
rotates forward or reverse when not 
in motion; hardened, chromeplated 
shoe, 1200 watt Simplex Nichrome 
element; shoe can be tilted face up 
for steaming; uniform shoe pres- 
sure against roll; fully enclosed 
mechanism; automatic knee roll 
control and automatic knee press 
control; hinged cabinet. 


Production: First production ex- 


pected July Ist, 1947. 


Electrical Merchandising, June 1, 1947. 
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COOLERATOR Refrigerator 
The Coolerator Co., Duluth, Minn. 


Model: DR-70. 
Selling Features: Has a storage ca- 


pacity of 7? cu. ft., streamlined to 
fit into a small or medium size 
kitchen; has 25 Ib. built-in frozen 
food locker—a full cu. ft—with 
separate shelf for 3 ice cube trays, 
2 special tall-bottle shelves; a fruit 
and vegetable crisper; a defrosting 
and chilling tray and interior light; 
hermetically-sealed “Econ-o-mizer” 
freezing unit has 3 zones of cold; 
provides 15.7 sq. ft. shelf space; 28 
in. wide, 25 in. deep, 56% in. high. 
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FAN-GLO Heetaires 
La Salle Lighting Products Inc., and 


Markel Electric Products Inc., 145 Seneca 


St., Buffalo, 3, N. Y. 


Device: Series 230, built-in-wall Fan- 


Glo Heetaires. 


Selling Features: Produces infra-red 


rays plus fan-forced heated air; 2 
Neo-Glo elements—glowing bars 
produce their heat with equal inten- 
sity at all times from one end to the 
other—no hot spots, no cold spots; 
2 switches make it possible to shut 
off one element and fan if desired; 
induction type motor 50-60 cycles, 
a.c. only, no radio interference; pol- 
ished Nuchrome finish; heetaire 
front 12 in. wide, 18 in. high; avail- 
able in models in 1250, 1500 and 2000 
watts with 115 and 230 volts avail- 
able in each wattage series. 
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G-E Coffee Makers 


General Electric Co., 1285 Boston Ave., 


Bridgeport, 2, Conn. 


Models: 5 new coffee makers featur- 


ing wide-mouthed glass bowls. 


Selling Features: Basic design un- 


changed, restyled for greater beauty 
and ease in handling; G-E “taste- 
gard” enables user to make from 
2 to 8 cups with uniform strength 
and flavor. 

P-18, top model, fully automatic 
keeps coffee warm automatically; 
P-18 and 2-heat model P-17 has new 
Textolite handle for cool, handy 
pouring, glass filter rod, plastic 
stoves. Metal stove on P-16 has 
been restyled. 
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WINDMAKER Fans 


Phil Rich Mfg. Co., Inc., 709 Berry St., 
Houston, Texas 


Device: Portable, lightweight fan. 

Selling Features: Can be hung on wall, 
set on floor or desk, or hung from 
ceiling; blows air in any direction: 
Universal motor, .03 h.p.; 1525 
rpm.; 95 watts, 60 cycles, 115 volts, 
a.c.; 4 Torrington deep pitch alu- 
minum blades; chrome plated 
guard; available in 10, 12, 14 and 
16 in. sizes. 

Electrical Merchandising, June 1, 1947. 





AMERICAN TIME Coin Timer 
American Time Corp., Springfield, Mass. 


Device: No. 50-D timer capable of 
accumulating seven dimes in the coin 
chute. 


Selling Features: Developed for all 
types of coin-operated equipment, 
with time cycle intervals of 20, 30 
or 40 minutes, one or two hours at 
the option of the operator. Steel 
frame permits mounting in wood 
cabinet; special pentrate finish 
makes it possible to spot-weld to a 
steel cabinet; fingertip operation of 
a single latch allows servicemen ac- 
cess without use of tools; coin box 
has capacity of about $15 in dimes, 
will accept no coin thicker than a 
dime; overlapping box edges pre- 
clude prying; weighs 2 lbs.; dimen- 
sions 6§ in. high, 34 in. wide, 22 
in. deep; 110 volts, 60 cycles a.c. 

Electrical Merchandising, June 1, 1947. 
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G-E Travel Iron 


General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. 


Device: Streamlined travel iron. 

Selling Features: Weighs only 2 lbs; 
folds flat into a small zippered 
case for handy carrying; handle is 
held securely in place by simple 
locking-device ; soleplate designed to 
give heat without weight; operates 
on ac. and d.c., Textolite plug is 
reversible. 


Electrical Merchandising, June 1, 1947. 
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\\ il | MIMAR Comfortair 
lI] H R | p () () | h ] Mimar Products Inc., 138 Spencer St., 
Brooklyn, 5, N. Y. 


Device: Mimar Comfortair heater-fan 


e a No. 11A. 

Ww tmportaut fa YO U Selling Features: Portable, weighs 

only 113 Ibs.; plugs into any socket, 
1320 watts, 50-60 cycle 115 er 
You meet your customers’ demands ior a a.c.; heating and cooling controls 

—cooling control operates a stream- 
BIGGER. FASTER MACHINE THAT lined fan, and_ second control 
WASHES MORE CLOTHES WITH LESS provides gentle flow of warm cir- 


ss . culating air; die-cast grilles protect 
EFFORT. Its nine-pound tub capacity means heating coils and fan blades; avail- 
less machine loads each washday — and md oe — Se. 
. e Oo 
for the larger family, that means real sav- 220 50-60 cycles a.c. 
bole f=) in time and effort. When you sell the Electrical Merchandising, June 1, 1947. 


117 foto (-) Maaao) © AGE 40) ) MEE -7 | MD 01-3 4 ¢-) ako § oh ol 100 a 
ance, faster washing, and easier wash- 
days. 


You make more profit with faster turnover 
and less cost per sale . . . because the 
WHIRLPOOL “50” has the features house- 


wives want. 


NINETEEN HUNDRED CORPORATION [a ieepaeetebeeesannna 


, i , 12, TN. 
World’s Largest Manufacturer of Home Laundry Equipment ~s preg . iat a 
odels: black or white 
ST. JOSEPH MICHIGAN 2-burner Planet portable electric 
stoves. 


Selling Features: 











NEW PRODUCTS 


Split top section 
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APPLIANCE 


arrangement to provide cooler oper- 
ation; 20 gauge drawn steel frame; 
vitreous porcelain enamel tops with 
heat resisting baked white enamel 
finish; closely wound nickel chro- 
mium alloy heating coils with 3-heat 
control rotary switches; capacity 
of both burners 1600 watts. 

Model CR has 2400-watt capacity 
and uses same type triangular re- 
movable heating element as full sized 
electric ranges, and removable drip 
pans, 


Electrical Merchandising, June 1, 1947, 











FRIGIDAIRE Beverage 
Coolers 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio. 


Device: Two, three and 4-lid forced 
air type beverage coolers. 

Selling Features: A 2-lid self-con- 
tained model, 76 in. long, holds 360 
bottles or 15 cases; 3-lid model, 
98 in. long, holds 550 bottles, or 23 
cases; a 4-lid model, 122 in. long, 
holds 740 bottles or 31 cases; adjust-- 
able compartment dividers accom- 
modate any sized bottle; a utility 
shelf for chilling glasses, etc; steel 
cabinets; easy-sliding, removable 
lids; 3-in. fibrous glass insulation; 
fan located at bottom of cabinet 
forces cool air throughout storage 
compartment, first chilling bottles 
at top. 


Electrical Merchandising, June 1, 1947. 





POLAR-FREEZ Freezers 





Schelm Bros. Inc., East Peoria, Ill. 


Models: Improved 1947 “Polar-Freez” 
home freezers in 8, 12 and 16 cu. it. 
sizes, 

Selling Features: New lift-type lid 
design increases insulating effect, 
provides better cold seal; continu- 
ous hinger permits access to either 
half of freezing compartment; spe- 
cial molded 1-piece rubber gasket; 
new thermostat temperature control 
dial provides varying degrees 0! 
temperature from storage to quick- 
freeze; Bonderized all-metal cabinet, 
baked enamel finish. 


Electrical Merchandising, June 1, 1947. 
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POST ADVERTISING MAKES 
FANS GO FASTER 


Y as America’s best-selling electric fans have 


jv _-~ had more advertising support in the pages 


Mine 


of The Saturday Evening Post than in all 


other weekly magazines combined. 





Fortunate indeed 

is the dealer who 

handles products 

that are plugged 
in the Post 


m THE SATURDAY EVENING 
























































WATER HEATER CUSTOMERS 
have the 


Remember 


IT PAYS AND 
PROTECTS YOU 


to be a OWWH/TEHEAD DEALER 


e Because customers long remember who sold them their 
water heater . . . it protects you to recommend the D.W.W. 
By its longer trouble-free service and economical opera- 
tion, it wins you lasting customer confidence and a sound 
reputation. When your first sale to a new customer is a 
D.W.W. heater you know it won’t be your last. 


e The D.W.WHITEHEAD has all the features that make 
it easier and more profitable for you to sell. 





DW WHITEHEADA 


WHAT THIS QUALITY TRADEMARK MEANS 


\ 
PRECISION ENGINEERING BY D.W.W. STANDARDS % 
\ NEWEST FEATURES * COMPLETE INSULATION . 


‘ LONGER TROUBLE-FREE SERVICE ‘ 
9 CATHODIC PROTECTION * SMART APPEARANCE . 
‘ ECONOMY OF OPERATION \ 
\.  DULUX FINISHED CASING ©  CHROMALOX ELEMENTS 
‘\ ZINC-CLAD OR TRAGESER PURE COPPER TANKS ‘ 
‘30 TO 120-GALLON SIZES FOR EVERY REQUIREMENT = * 
IF YOU \={-------------------------' 


are not already 

a D.W.W. dealer, 

write today for details 

of a profitable dealership. 


HELPFUL BROCHURE FREE 
Send today for “Sizing the Job 
in Electric Water Heater Sales.” 





MANUFACTURING 


COMPANY 
TRENTON, NEW JERSEY 






7 WEST INGHAM AVENUE 
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MODERN Water Heater 


Modern Water Equipment Co., 
542 Grant Place, Chicago, Ill. 


Device: Modern midget automatic 
water heater No. A-5. 


Selling Features: 5-gal. capacity for 
use in cottages, trailers, etc.; heavy 
gauge steel inner tank insulated 
with 2 in. mineral wool; outer shell 
of steel with Dulux enamel finish; 
110-120 volt, a.c. or 220-230 volt 
a.c.; elements consist of 2-660 watt 
bands giving a 1200 watt capacity; 
heavy duty adjustable thermostat 
control set at factory for 170 deg. 
water; 14x22 in. high fits under 
washbowl; thermostat control turns 
on elements as soon as 2 to 3 qts. 
hot water are drawn off. 


Electrical Merchandising, June 1, 1947. 











DUO-THERM Furnaces 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich. 


Device: New line Duo-Therm fuel oil 
furnaces 11 models. 

Selling Features: Features new heat- 
ing principle to keep house temper- 
ature within a whisper of ther- 
mostat settings all the time; Btu 
capacities range from 50,000 to 108,- 
000 and the 11 models offer a choice 
of gravity and blower types with 
manual or thermostatic controls; 
blowers located in a tailored rear 
compartment in Deluxe models; 50,- 
000 and 75,000 Btu capacities also 
include models with blower under- 
neath furnace, designed to save space 
in small utility rooms or cramped 
basements; Dual Chamber burner; 
new Comfort Selector provides 
finger-tip control of burner’s low 
fire flame adjustment; Heat-Antici- 
pating Thermostat anticipates tem- 
perature variations of only a frac- 
tion of a degree; Quick-Transfer 
Heat Chamber designed for quick 
pick up of heat from burner and 
transfer to home; double casings 
eliminate radiant heat loss; special 

Waste Stopper; Economizer Flue 
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NEW PRODUCTS 


Device: 


APPLIANCE 


in blower compartment of Deluxe 
models; large capacity humidifiers 
and low voltage controls; constant 
level oil control with Magic Pilot 
for accurate metering of oil to 
burner; suntan enz:nel finish with 
chrome hardware; easily removable 
front panel provides quick, easy ac- 
cess to burner and heat chamber. 


Electrical Merchandising, June 1, 1947. 
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DOBECKMUN Heat Sealer 


The Dobeckmun Co., Box 6417 Cleve- 
land, 1, Ohio 


Dobeckmun _heatsealer for 
cellophane, pliofilm etc. 


Selling Features: Weighs only 14 oz.; 


easily held in palm of hand; made 
of brown moulded plastic ; plugs into 
any outlet for continuous operation 
after 5 min. heating time; automatic 
temperature control with built in 
thermostat holds heat at approxi- 
mately 260 degs; requires only 150 
watts to operate; heat resistant, 
white plastic cover on cast aluminum 
sealing jaws prevents gumming and 
sticking. 


Electrical Merchandising, June 1, 1947. 

















SUPERFLAME Range Burner 


Queen Stove Wks. Inc., Albert Lea, Minn. 


Device: 
burner. 

Selling Features: Converts coal and 
wood burning stoves into modern 
oil burning ranges; fits standard 
firebox, replacing grates and linings 
finger-tip control of clean quiet 
flame at low, medium or high heat; 
flame flows horizontally across en- 
tire cooking top of range and around 
oven; no wicks, rings, noise, oF 
cleaning ; gives instant cooking heat 
—baking heat in 20 min.; holds a 
uniform 300 deg. oven temperature 
for 12 hrs on 2 gal fuel oil (No. 1 
distillate) ; furnished with adjust- 
able stand, constant level fuel valve, 
draft regulator and cement; 3-gal. 
fuel tank and hot water coil avail- 
able. 


Electrical Merchandising, June 1, 1947. 


Superflame pot-type range 
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with every new coal and wood range 


Sell Superflome 


The POT-TYPE range burner with the horizontal Jtome 


@ Mr. Dealer, there’s a big demand in your 
community... RIGHT NOW ...for oil burning a ne — 
ranges. It means a chance for you to add another ee ay 
$50.00 worth of business every time you sell a 




























new coal or wood range. 


How? By selling and installing Superflame in 
each new range before it leaves your floor. This 
amazing POT-TYPE range burner brings added 
comfort, convenience and economy to thousands of 
homes... because it provides really modern cook- 
ing and kitchen heating plus low-cost operation on 
fuel oil. Superflame is simple and trouble-free... it 
does away with dirt and soot, puts an end to carrying 
‘wood or coal and ashes. 


There’s a big replacement demand, too. Every coal 
or wood range in your community is a prospect. 
Demonstrate the many Superflame advantages and 
see how fast these prospects become customers. 


Remember, it’s a two-way profit proposition— 
new range installations and old range conversions. 




















Superflame’s “cool in summer, warm in winter” 
feature paves the way for year ’round profits. Get on 
the Superflame bandwagon today! Write for more 
information. 





Superflome i o Noise 


No pigs Electricity 


Ga 


MANUFACTURERS OF THE FAMOUS Superflome Line of Oil Heaters - Kitchen Heaters - 


Floor Furnaces - Water Heaters - Range Burners 
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1. Wolf's Electric Home Center, Vancouver, Wash., has one of the most modern 
appliance salesrooms on the West Coast. And Wolf’s selling methods are just as 
up-to-the-minute as their quarters. “Even with so many lines still in poor sup- 


can send out the goods. To help us do that, we put LIFE to work in our store.’ 


til ~ ~~ 


ply,”’ says Morris Wolf, “‘selling is just as important to us as it ever was. Except 
the problem today is how to sell prospects so well that they'll stay sold until you 


> 


How Wolf’s keeps hot prospects sizzling! 
This LIFE selling plan can help you keep them steamed up till delivery day, too. 


2. Morris Wolf (right) and Ed Fischer, manager of 
the Electric Home Center, started their LIFE pro- 
motion by checking ads for their products in LIFE. 
“Practically everything we sell is advertised in 
LIFE,” said Ed. ““And LIFE has thousands of readers 
in Vancouver. So we figured it would pay us well to 
tell these people, ‘See it in LIFE, buy it at Wolf’s! ” 


PAGE 138 


3. “First, we began talking on our daily radio program 
about LIFE-advertised products,” said Ed Fischer. 
“It’s an ad lib affair, broadcast from the store. I’d 
refer listeners to ads in LIFE for descriptions of these 
new appliances. One program we talked about rec- 
ords —RCA Victor, Columbia, Decca. We got tele- 
phone inquiries before we were off the air.” 


JUNE 


% 


4. “We followed up the radio program with store dis- 
plays,” said Ed Fischer. “‘Here’s one for RCA Victor 
table radios, using an ad from LIFE pasted on a 
placard. At the time of the display, table-model sales 
had slowed up a bit and we had plenty of all makes 
on hand. So it seemed significant that the model 
displayed with the ad sold out in a couple of days.” 
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Use this list to put 
LIFE’s local selling power 
fo work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE, during June 


MAJOR APPLIANCES 
June 2 Westinghouse Electric Appliances—pg., c. 
June 16 Kalamazoo Gas Range—page, c. 

Norge Appliances—page, c. 

Westinghouse Electric Appliances—pg., c. 
June 23 Hotpoint Appliances—spread, c. 

Bendix Home Laundry—page, c. 

Jud Whitehead Water Heater—!4 page 

Gill Electric Stove—¥4 page 


June 23 Cannon Towels—page, c. 
Sloane-Blabon Shower Curtains—page, c. 
June 30 Ostermoor Mattress—l4 page 


JEWELRY, WATCHES AND CLOCKS 

June 2 Bretton Watch Bands—page, c. 
Jacques Kreisler Watch Bracelets—pg., c. 
Gotham Watches—]4 page 
Girard-Perregaux Watches—l4 page 
Harvel Watches—¥4 page 
Omega Watches—l4 page 

June 9 Swank Jewelry for Men—page, c. 
Ingraham Clocks—page 
G-E Clocks—Y, page 
Krementz Jewelry—l4 page 

June 16 Telechron Telalarm Jr.—page, c. 
Waltham Watches—page, c. 

June 23 Westclox—l4 page 
Croton Watch—l4 page 

June 30 De Beers Diamonds—page, c. 


SILVERWARE 





5. “We didn’t even have a demonstrator model of the $519 RCA 
Victor console,” says Loran Cook, salesman at Wolf’s. “But we put 
up this ad from LIFE anyway. A customer saw it through the 
window, came in and gave us a substantial deposit. That’s what 
I call keeping prospects hot!” 





SMALL APPLIANCES 


AND HOUSEWARES 

June 2 Chelsea Attic Fans—\ page 

June 9 Club Aluminum Cookware—page, c. 
Schick Shaver—page, c. 
Sunbeam Shavemaster—page, c. 
Toastmaster Products—page, c. 
Rittenhouse Chimes—]y page 

June 16 G-E Coffee Makers—l4 page 

June 23 G-E Lamps—page, c. 
Pyrex Oven-Ware—page, c. 


ADVERTISER P 


| LIFE. 
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ot Ray-O-Vac Batteries—l4 page, c. June 2 Community Silverplate—page, c 
se Libbey Glassware—l page International Sterling—page, c. 
” June 30 G-E Toaster—ly page Watson Sterling—l page 
June 16 1847 Rogers Bros.—page, c. 
RADIOS AND INSTRUMENTS June 30 International Sterling—page, c. 
CAMERA SUPPLIES 
RCA Victor Instruments—page, c. AND OPTICAL GOODS 
OF ese June 2 Eastman Kodak—spread, c. 
ne Sete June 9 Eastman Kodak—page, c. 
jm 9 oo pages Polaroid Sun Glasses—Y4 page, c. 
Westinghouse « See e 
: : G-E Exposure Meter—]% page 
Sfuais Ratio Tebes—36 page June 16 Bell & Howell Camera—page, c 
6. “Customers read about new appliance features in LIFE,” says June 16 Zenith Radio—page, c. Soft-Lite Lenses—l/, page P 
Ed Fischer. “And right away they want to see an actual model. RCA Institutional—page June 23 Kodak Verichrome Film—page, c. 
Putting the LIFE ad and the product together on the sales floor June 23 Capehart-Farnsworth Radio-Phonograph Ansco Film—page 
helps the salesman make a more thorough sales talk, helps the on tae wiih Polaroid Sun Glasses—4 page, c. 
customer to understand better. This Bendix ad not only helped RC A Victor — ments—page P Polaroid—Yy page 
sell washers. We also actually took a couple of orders for the Emerson Radio—'4 page = De Jur Exposure Meter—l4 page 
coming ironer and clothes driers that were illustrated by small June 30 Sylvania Radio Tubes—4 page Graflex Camera—Y ee 
sketches in one corner of the ad.” Saymont Range Finder—42 lines 
RECORDS June 30 rete Grant oe goth page, c. 
June 2 Capitol Records—page Solarex Sun Glasses—!/ page, c. 
Columbia Records—page SPORTING GOODS 
Meritone Phonograph Needles—Y page — June_2 Indian Motorcycle—28 lines 
June 9 Victor Records—page June 9 Spalding Sporting Equipment—page 
June 16 U.S. Rubber Golf Balls—}4 page, c. 
HOME FURNISHINGS Crown and Headlight Overalls—4 page 
June 2 Englander Mattress—page, c Roadmaster Bicycle—Y4 page 
Universal Electric Blanket—page Columbia Bicycle—¥% page 
June 9 Pacific Sheets—page, c. Indian Motorcycle—28 lines 
Cannon Sheets—page June 23 Wilson Strato-Bow Racket—page, c. 
Pequot Sheets—]4 page June 30 Spalding Sporting Equipment—page 
June 16 Kroehler Furniture—page, c. Bristol Sporting Equipment—}4 page 
Pepperell Sheets—page Indian Motorcycle—28 lines 
c. indicates color advertisements. A 1] V E q if | S E D 
NOTE—Many of these LIFE advertisers 
i , ordered LIFE merchandising sales 
7. Dick Bradham (left), advertising manager, and Dave Lindsay helps beset those prase ’s ued so 
> dis- (next to him), RCA sales manager for Harper-Meggee, distributors, effective. Ask your suppliers about ADVER- 
‘ictor hear about Wolf’s continuing LIFE promotion from Morris Wolf TISED IN LIFE merchandising aids! 
on a and Ed Fischer. “This is an idea all our retailers can use,” says NOTE — Because of last-minute changes 
sales Mr. Bradham. “And they’re sure going to hear about it quick. some of the ads may appear in issues differ- 
nakes Tying in with appliance ads in LIFE is a fine way for any retailer ent from those listed above, 
nodel to cash i in on the hard selling that LIFE is doing for him in his 
ays.” neighborhood week after week.” LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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In 90% of all residential building, the decision of 
the Builder is FINAL. He, and he alone, decides 
which make of major appliances should go into the 
homes he builds and sells. 


By far, the Builder is your best customer—right 
NOW and in the next 10 years to come. 


To you electrical appliance dealers, he is a mighty 
important factor, because he builds and sells the 
complete home package. Because of his training 
and experience his decision is taken for granted. 
Clients seek his advice on the latest in modern 
appliances. There are no architects—no other 


factors to complicate your selling effort. You deal 


THIS MESSAGE is addressed to you by the pub- 
lishers of the building industry's leading contrac- 
tor-builder magazine—PRACTICAL BUILDER—in the 
interest of bringing you and your builder customer 


closer together for your mutual profit. 
* 
PRACTICAL BUILDER 


5 S. WABASH AVE., CHICAGO 3, ILL. 


TheBUILDER! 


The biggest buyer of major appliances in the next 10 years 





with one man—THE BUILDER. He's a volume 
buyer—he's your best customer. 


There are 50,000 active builders—readers of 
PRACTICAL BUILDER—who build entire com- 
munities, single dwellings, large apartment projects 
for sale or for their own investment. Into every 
project, large or small, they install the very latest, 
the best known appliances, because the better 
known products help builders to sell or rent the 
units they build. 


You have the finest opportunity, through appliances, 
to render the Builder greater service because you 
get first crack at him on every building job. 
Through the Builder your individual sales will be 
larger—your profits greater. 


2 “How-to-Do-il Paper 


MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 
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ELECT APPLIANCE 


NON-ELECTRIC PRODUCTS 





KAISER Hydraulic Dish- 
washers 


Kaiser Fleetwings, Inc., Bristol, Penna. 


Device: Kaiser Hydraulic dishwasher 
(non-electric). 

Selling Features: No motor, no wir- 
ing; water only, jet propelled, sup- 
plies energy that whirls basket and 
sprays dishes clean; easily installed, 
requires only 2 connections—one to 
hot water supply, and one to drain; 
basins of satin-surfaced aluminum; 
cabinets of aluminum finished in 
white baked enamel; polished 
chrome fittings and controls; avail- 
able in 4 models: Deluxe cabinet 
model DA-1, has 3 controls—a flick 
of 1 control raises dishbasket on 
its hydraulic lift; another flick 
lowers it, and water is admitted 
through jets and basket of dishes 
begins to revolve on roller bear- 
ings; after half a minute when 
dishes have been thoroughly sprayed 
detergent is added through special 
opening at top; jet principle is 
triple-action—sprays dishes, recir- 
culates detergent and spins basket; 
to dry dishes the hydraulic lift is 
again raised and the basket spins 
dishes dry. 

Deluxe Chassis model DB-1 same 
as DA-1 without cabinet, for instal- 
lation in present drain boards or 
cabinets. 

Standard cabinet DC-1 economy 
model is similar to DA-1 without 
hydraulic lift; single control at rear 
of cabinet operates entire mech- 
anism. 

Standard Chassis model DD-1 is 
similar to DC-1 without cabinet and 
will fit anywhere in a room or in 
existing cabinets. 

Electrical Merchandising, June 1, 1947. 








AIR KING Deodorizer 
Inter-Coastal Co., Inc., Los Angeles, Calif. 


Device: Air King refrigerator deodor- 
izer. 

Selling Features: White plastic case 
34x44x1 in. holds chemicals that 
destroys refrigerator odors in a 
spill-proof cloth bag; 1 deodorizer 
will service a refrigerator up to 9 
cu. ft., larger boxes require two; 
lasts for a year without baking, air- 
ing or re-activating. 
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HOT WEATHER does your selling job... 
when you carry RHEEM cooling products 

















Hot weather's the salesman that brings profits rolling into your store when you carry the 
Rheem line of cooling products. For Rheem has a cooling unit to bring comfort in any 
summer climate. 





IN HUMID REGIONS... 


the RHEEM ATTIC FAN clears the accumulation of stale air from a home, 
office or restaurant. It sweeps out the stale air and replaces it with cool, 
fresh air. It’s scientifically designed, easy to install, economical to operate. 
Here’s a real sales booster that hot weather sells for you. 


,. FS ee 


ww 


’ IN ARID REGIONS... 

















t the RHEEM EVAPORATIVE COOLER brings a cool, humidified “inside 

r climate” to any home or office, no matter how hot and dry it gets outside. 

a It draws the hot, outside air through moistened filters, cooling and humidi- 

is fying it. Then force circulates it through the whole space. Here’s summer- 

“ time comfort that means quick sales and big profits for you. 

7 So let summer be your star salesman this year. He’ll do the work for you 

: ... you collect the profits. Call your plumbing and heating jobber right 
away and get this Rheem line of cooling products into your store. Then 
watch your profits come rolling in. Call him ... TODAY. And for full in- 
formation, write Rheem, 570 Lexington Avenue, New York 22, N. Y. 
rt RH FEM. .. making houses into homes 
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FORD TRUCKS 
LAST LONGER!” 


One BIG Reason— 
FORD ELECTRICAL UNITS STAND UP! 


The fame of Ford Trucks for swift, sure starting and all-weather reliability rests 
solidly on Ford design and Ford quality . . . in particular, the Ford Electrical 
System. More than 12 million Ford-designed starter motors and generators have 
been built in Ford shops. Repeated tests for electrical efficiency consistently prove 
these fine, Ford-built units to be outstanding. Long, trouble-free generator service 
is assured by such long-life features as pre-lubricated, sealed ball bearings on arma- 
ture shafts, and by bushings wick-lubricated from a reservoir with an overflow 
drain, which prevents surplus oil from reaching commutator. Ford starter motors 
are pre-lubricated, requiring no oiling whatever. Ford wiring and generous 
battery and generator capacity adhere strictly to the highest standards of the 
industry. The simplicity and high efficiency of the Ford starting system circuit, 
too, have much to do with Ford’s faithful starting performance. 


Two 1939 Ford Trucks owned by HOMCO that 
prove the point: (Above) Driver Joe Zachary and 
Pickup, mileage 207,316; (Below) Driver H. O. 
Carpenter and Pickup, mileage 228,398. Supt. 
Littlepage adds: “Our Ford Trucks deliver trouble- 
free miles at minimum cost!” 
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For swift, curb-level loading without obstructing 
traffic or straining muscles. When truck is loaded, 
“Lift-Gate” swings up like an ordinary tailgate. 











THE 6 of owe 


ick 
you® , THE 


Special body and chassis equipment in 
widest variety is available for the popular 
Ford heavy duty chassis through Ford 
Dealers everywhere. Illustrated is a saver 
of back-muscles and time—the “Lift- 
Gate,” a hydraulically operated loading 
and unloading device for heavy merchan- 
dise, manufactured by Anthony Co., 
Streator, Ill., applied to Ford heavy duty 
chassis equipped with 2-unit van body by 
Boyertown Auto Body Works, Inc., 
Boyertown, Pennsyloania. 


P= Only Ford Brings You All These Long-Life Features: 
Your choice of engines, V-8 or SIX—each with new 
Flightlight oil-saving 4-ring pistons and precision bear- 
- true truck frames in all models, with siderails doubled 
in heavy duty units 





ings 


- rear axle shafts free of weight-load, 


MORE TRUCKS 


PAGE 142 


FORD IN USE 


TODAY 


“PORRECA 


ELECTRIC ANCES 





Complete Home Finishing 


Millville. NJ 


a cece 


34-floating in half-ton units, full-floating in all others - big, 
easy-action brakes with non-warping, score-resistant cast 
drum surfaces—in all, more than fifty such endurance engi- 
neering features! And more than 100 body-chassis combina- 
tions to choose from. See your Ford Dealer now! 


THAN ANY OTHER MAKE! 
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CROSLEY Television Set 


Crosley Div., Avco Mtg. Corp., 
Cincinnati, 25, Ohio. 


Model: No. 307-TA table model tele- 
vision receiver. 

Selling Features: Equipped with 27 
tubes plus 3 rectifiers, 7 front panel 
controls for television sound and pic- 
tures; operates on 105 to 125 volts, 
60 cycles; cabinet 253 in. long, 
14 11/16 in. high, 19 1/16 in. deep 
with 5 in. speaker; size of picture 
reproduction 6% in. x 84 in.; auto- 
matic frequency control on_ hori- 
zontal synchronizing circuits and 
multi-stage sync separators give 
steady picture under noisy condi- 
tions; striped walnut cabinet with 
picture space framed in dark solid 
walnut; picture tube face is pro- 
tected by safety glass. 

Electrical Merchandising, June 1, 1947. 
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GAROD Radio 


Garod Radio Corp., 70 Washington St., 
Brooklyn, 1, N. Y. 


Model: Companion radio-phono. 

Selling Features: 5 multi-purpose 
tubes; broadcast band 540-1650 kes ; 
plays 10 or 12 in. records; a.c. only; 
self-starting motor, crystal pick-up; 
built-in loop antenna; phonoswitch ; 
volume and tuning control; feather- 
weight tone arm; available in ivory, 
walnut or plastel colored plastic; 
14 in. wide; 73 in. high, 114 in. deep. 

Electrical Merchandising, June 1, 1947. 
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ZENITH Radio 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, Ill. 


Device: No. 12HO91E  Chairside 
radio-phono. 

Selling Features: Electro-Glide brings 
Intermix record changer with Cobra 
tone afm to chairside record load- 
ing height or returns it to cabinet 
at touch of button; button and radio 
dial are immediately accessible on 
low cabinet’s table top, eliminating 
need for jumping up and down to 
change radio reception or record 
stacks; 2-band Armstrong FM re- 





ception and standard band from 535 
to 1620 kes; with both push-button 
and manual tuning ; and international 
short wave 25 to 31 me with tuning 


ELECT 


APPLIANCE 


NEW RADIO PRODUCTS 


made easy by Spread Band dial; 
9 radio tubes plus 1 power rectifier 
tube; plus 1 3-purpose phono tube, 
1 cathode ray tuning indicator tube; 
big concert grand,  full-voice 
speaker; Radiorgan tone; silent- 
speed automatic record player; avc; 
dual channel frequency transform- 
ers; built-in Wavemagnet; FM 
“power line” antenna; bleached ma- 
hogany cabinet classic style with 
mar-resistant finish; storage space 
for several record albums; 22 in. 
wide, 18? in. wide, 28% in. long. 
Electrical Merchandising, June 1, 1947. 
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RCA VICTOR Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Model: “Escort” portable battery 
radio. 

Selling Features: Features recharge- 
able battery, which permits operat- 
ing costs lower than dry battery 
portables; can be operated from 
household current or from its self- 
contained 2-volt storage batteries; 
other features consist of “Golden 
Throat” tone system; luggage-type 
covering with a vinyl plastic coat- 
ing; chromium fixtures; fuse built 
into set prevents damage to battery 
in case; 540 ke to 1600 kc range; 
103x144x54 in. 

Electrical Merchandising, June 1, 1947. 





EMOR Radio 


Emor Radio, Lid., 400 A., East 118th St., 
New York, 35, N. Y. 


Device: Pedestal type radio. 

Selling Features: 5-tubes, 2-way super- 
het; speaker grid in top of sphere 
distributes reception evenly; top 
sleeve over tubular stand revolves 
entire globe that has oversize dial ; 
indicator illuminates station loca- 
tion; 2-bands American and interna- 
tional short wave up to 20 mcs; 
height adjustable from 3% to 5 ft.; 
finish available in chrome or in 
colors. 


Electrical Merchandising, June 1, 1947. 
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WEBSTER-CHICAGO Record 
Changer 


Webster-Chicago Corp., 5610 Blooming- 
dale Ave., Chicago, 39, Ill. 


Device: Webster-Chicago portable 
record changer, No. 65. 
Selling Features: Consists of Model 56 
record changer in a burgundy leath- 
erette covered luggage case with 
turntable and changer in matching 
color; can be used with radio or 
external speaker system; plays 12-10 
in. or 10-12 in. records with cover 
closed; cover is provided with divid- 
ing hinges for easy removal if de- 
sired; weighs only 24 lbs; operates 
on 105-125 volts, 60 cycles, and can 
be converted for 50 cycle operation. 
Electrical Merchandising, June 1, 1947. 

















MINERVA Radio 


Minerva Corp. of America, 238 William 
St., New York City. 


Device: Minerva 3-way portable 
“Porta Pal” radio. 

Selling Features: Full size 3-way 
portable with a battery life of over 
125 hrs.; 13 in. long, 7 in. high, 63 
in deep; 2-tone fabric covering with 
honeycomb grill; plays on a.c.-d.c. 
or self-contained batteries with 
built-in loop antenna. 


Electrical Merchandising, June 1, 1947. 

















SYMPHONIC Record Players 


Symphonic Radio & Electronic Corp., 
Cambridge, Mass. 


Models: 7 record players ranging from 


small table models and portables to 
a deluxe console. 

Selling Features: Four of the newest 
include the “Prep”, compact table 
model with 2 tubes, Alnico 5 dy- 
namic speaker ; simulated leather fin- 
ish. Teen-Ager and Co-ed for 
younger set, with 2 tube amplifier, 
Alnico-5 dynamic speaker and a 
separate volume and tone control. 
Teen-Ager has 2-tone leatherette 
finish; Co-ed, has ostrich finish 
leatherette. 


Concerto floor model has a 4- 
tube amplifier, 6.8 oz. Alnico 5 
speaker; gearless automatic record 
changer; solid mahogany lift-top 
cabinet. 

Other models include the portable 
Varsity and Fraternity, an auto- 
matic model; and the YCA3 3-tube 
automatic record player in a solid 
mahogany cabinet. 

Electrical Merchandising, June 1, 1947. 


v 











AIR KING Radios 


Air King Products Co.., Inc., 1523 63rd 
St., Brooklyn, 19, N. Y. 


Model: No. A 400 Minstrel table radio. 

Selling Features: 4-tube superhet, in- 
cluding rectifier; 110-125 volts, 
a.c.-d.c.; 540-1600 kcs; stepped up 
beam power stage for increased vol- 
ume; 4-in. PM speaker, Alnico 5; 
AVC; 30 watt; available in ivory 
or walnut plastic cabinets. 


Electrical Merchandising, June 1, 1947. 
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AIR KING Consolette 


Air King Products Co: Inc., Div. Hytron 
Radio & Electronics Corp., 1523-29 
63rd St., Brooklyn, 19, N. Y. 


Device: “Crown Princess Consolette” 
radio-phono. 

Selling Features: 6-tubes (including 
rectifier) two dual purpose tubes; 
superhet; built-in loop aerial; Al- 
nico V permanent magnet speaker ; 
ave; edge lighted slide rule dial; 
dual post record player with auto- 
matic changer for 10 or 12 in. rec- 
ords, featherweight low-pressure 
tone arm; crystal pick-up; per- 
manent needle; satin walnut hand 
rubbed finish cabinet; with storage 
space for 180 records. 

Electrécal Merchandising, June 1, 1947. 
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FLOOROMATIC 
SCRUBS - WAXES - POLISHES - BUFFS 
‘aa flash 


FLOOROMATIC sells in a Flash too because 
it’s the machine that has everything house- 
wives want! 












































% Makes any floor a gleaming, beautiful floor with 
little effort. Equally efficient on wood, tile, linoleum, 
asphalt composition. 


% So easy to handle, a school girl can get profes- 
sional results. 


¥%& Streamlined to take less closet space than a carpet 
sweeper. 


te Beautiful chrome handle with exclusive “comfit" 
rip and handy trigger switch, all concealed wiring. 
Rubber bumpers to protect furnitére. 


%& Kit includes set of brushes for waxing or scrubbing, 
set of brushes for polishing and set of buffing pads. 


% Gear driven throughout, no be'ts or springs to stretch 


or get out of order. Never needs oiling. Operates 
on AC or DC, 


Underwriter Approved 


RETAILS AT 


WEST OF ROCKIES 


$72.95 


Se easy to handle a 
little girl can use it 











FLOOROMATIC, inc 


780 E. 134th St. © New York, N.Y. © JE 7-6941 


Some Exclusive Territories Still Open, Distributors Send Full Particulars 
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NEW POSITIONS 








Telechron, Inc. 


The board of directors of Telechron, 
Inc., has elected David Blair, Jr., vice- 
president in charge of marketing. 
Several months ago he was appointed 
general sales manager and in his new 
position he will retain these responsi- 
bilities. He has been associated with 
Telechron for a number of years in 
an executive capacity. He started in 





DAVID BLAIR, JR. 


the industrial sales division and later 
transferred to the clock department. 
He rose to be district manager of the 
St. Louis territory and subsequently 
was appointed field sales manager, 
sales manager, and general sales man- 
ager. 


Faries Mfg. Co. 


Three additions have been made to 
the field sales staff of the Faries Mfg. 
Co., Decatur, Ill. E. C. Gaskill, a 
representative for Emerson Electric 
Co., has been assigned the states of 
Michigan and northern Ohio. W. F. 
Schiefelbein, formerly with Graybar 
Electric Co. in Minneapolis, now rep- 
resents Faries in Minnesota, western 
Wisconsin and the Dakotas. Robert 
M. Whelan, who used to be employed 
by American Wire Co., has been as- 
signed the New England area. 


Timken-Detroit Axle Co. 


Charles A. Cooper has been made 
assistant general manager of the Tim- 
ken Silent Automatic Division of the 
Timken-Detroit Axle Co.. it was dis- 
closed recently by T. A. Crawford, 
general manager. Mr. Cooper first 
joined the firm in 1928. In 1937 he 
became assistant secretary and as- 
sistant treasurer and has served in 
that capacity until his most recent ap- 
pointment. 


Sta-Rite Products, Inc. 


Sta-Rite Products, Inc., pump and 
water system makers, announce the 
recent appointment of Karl M. Brower 
as district sales representative for the 
states of Ohio, Michigan, Indiana and 
Kentucky. After 22 years in an ex- 
ecutive capacity with the Dayton 
Pump Co., with the title of general 
sales manager for the last six of them, 
Mr. Brower has turned to another 
job, where he will be joined by his 
son, Richard, 


JUNE I, 





Schick, Inc. 


George H. Wilkens, who only re- 
cently announced his resignation as 
sales manager for the eastern division 
of Eureka Williams Corp., has been 
appointed sales manager of Schick, 
Inc., according to an announcement by 
George A. Graham, executive vice- 
president. Mr. Wilkens has also been 
associated in the past with Stone & 





GEORGE H. WILKENS 


Webster, Electric Bond & Share, and 
American & Foreign Power. He had 
been associated with Eureka Williams 
for nine years and has been actively 
engaged in the design, manufacture, 
and merchandising of appliances for 
the past 24 years. 

Two new sales representatives for 
Schick, Inc., have been appointed, ac- 
cording to L. H. Simmonds, who, at 
the time of the announcement, was 
vice-president in charge of sales and 
advertising and is now a sales execu- 
tive for the Dazey Division of the 
D. E. Sanford Co. 

John Leigh has been named sales 
representative in the Cincinnati, Ohio, 
area and Joe M. Rogers has been as- 
signed a similar post in the Dallas, 
Texas, territory. Mr. Leigh was for- 
merly employed by the Pfaudler Co. 
and the Savage Arms Corp. while Mr. 
Rogers’ prior associations include the 
Jeris Sales Co. 

John W. Crowfoot, former chief in- 
dustrial engineer for Schick, Inc., has 
been appointed plant manager, it was 
announced recently by Kenneth C. Gif- 
ford, president. Prior to association 
with Schick, Mr. Crowfoot was em- 
ployed by Homelite Corp. and General 
Electric Co. 


Minneapolis-Honeywell 
Regulator Co. 


Reginald C. Cushing has been ap- 
pointed sales manager of the air 
conditioning controls division for the 
Pacific region of the Minneapolis- 
Honeywell Regulator Co., J. S. Locke, 
manager of the division, announced 
recently. Mr. Cushing joined the com- 
pany in 1935. 

New eastern regional sales manager 
of the heating controls division is 
H. E. Williams, according to an an- 
nouncement by Arthur H. Lockrae, 
vice-president. Mr, Williams worked 
in the company’s aeronautical divi- 
sion during the war and was trans- 
ferred to the eastern region last year. 
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Not a Mere Claim but a FACT. 


Emerson Radio 


IS THE INDUSTRY'S BIGGEST SELLING LINE 


Emerson Radio “Moderne” Model 


517. AC-DC superheterodyne. Choice 
of Ivory or Maroon plastic 
eabinet ... .. . $2995 





Emerson Radio Portable Pocket 
Model 508. Self-contained in Tenite 


ease. Less batteries . $34.95 


These are the down-to-earth facts which get to 
the core of the merchandising situation. Emer- 
son Radio models and price range—Emerson 
Radio retail sales volume and dealer profit— 
are absolute TOPS in the radio business today. 


Emerson Radio Model 540. World’s 
Smallest AC-DC superheterodyne. 
ee of Walnut, Ivory, Red, Green 
plastic cabinets. In walnut 

finish. ; $1995 





Emerson 3-W ay Portable Model 536. 
(AC-DC and battery operation.) Ideal 


traveling companion—all 
new features. Less batteries. $3995 









Emerson Radio Model 543. AC-DC 
superheterodyne. Ebony or ivory plas- 


tic cabinet. Gold colored 
grille. Carrying handle. $2495 


In Ivory $27.95 


Emerson Phonoradio Model 552. 
With automatic record changer for 10- 


inch and 12-inch records. $39 95 


Emerson Radio—backed by widespread, hard- 
hitting constructive promotion—is the 
“INDISPENSABLE LINE” — the outstgnding 
window and store feature —in every retail 


operation. CAPITALIZE it. 





EMERSON RADIO AND PHONOGRAPH CORPORATION 
World’s Largest Maker of Small Radio 






NEW YORK lI, N. Y. 











many years of satisfactory service 
with ‘DETROIT’ CRC-239 FLOAT VALVES 


DETROIT CRC-239 Float Valves 

have a long record of 
satisfactory service on every type 
of oil heater using a vaporizing type 
burner. They have a wide reputation 
for providing dependable control un- 
der the most difficult conditions. 


Many hundreds of thousands of 
“Detroit” Float Valves are serving in 





space heaters, water heaters, ranges, 
furnaces, etc.—helping to provide the 
satisfaction and economy of clean, re- 
liable oil heat. 


Simple—extremely durable—easy' to 
clean—the CRC-239 is fully tempera- 
ture compensated. Fuel flow is uni- 
form regardless of fuel temperature. 
Full heater output is assured at all 
times. 2560 


_ Detror | UBRICATOR | Company = General Offices: 5900 TRUMBULL AVENUE 











| Division of Amemican Rapiaror 


Canadian Representatives — ny ep pe 


DETROIT md. __ 
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“Detroit” Heating and Refrigeration Contwels © Engine Safety Controls © Safety Float Valves end Ol! Berner 
Accessories © “Detroit Expansion Valves and Refrigeration Accessories © Stationary and Locomotive 
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NEW POSITIONS | 








Frigidaire Division 
General Motors Corp. 

Frigidaire has _ re-established its 
Birmingham branch and assigned L, 


W. Curl as branch manager, it was 
announced recently by F. M. Davison, 





L. W. CURL 


southeastern regional manager. Mr. 
Curl was manager of the branch at 
the time of its discontinuance during 
the war. He has since been branch 
manager at Baltimore. He has been 
associated with the company for over 
20 years. 

H. F. Lehman, assistant general 
sales manager, announces two promo- 
tions in the service department of 
Frigidaire. E. E. Landis, assistant 
service manager, has been appointed 
service manager, succeeding Paul V. 





E. E. LANDIS 


Sprout. H. E. Van Scoyk, in charge 
of service technical, continues as as- 
sistant service manager, with the 
added duty of handling responsibili- 
ties formerly belonging to Mr. Landis. 


F. L. Jacobs Co. 


H. Douglas Stolcenburg, national 
service manager for the Appliance 
Division of the F. L. Jacobs Co., has 
announced the appointment of Frank 
E. Grodey as Launderall parts man- 
ager, and has named new members of 
the national service representative 
staff. The middle western area has 
been divided between Lyle J. Burch 
and C. L. Kirkland. The south cen- 
tral zone has been taken over by 
Stephen Y. Donald. On the East 
Coast, Benjamin VanDyke handles 
New England and New York State, 
and Karl Zauner takes New York 
City and the middle Atlantic district. 















=— sft «6 





as- 
the 
ili- 
lis. 


nal 
nce 
1as 
ink 
un- 


ive 
1as 
rch 
Pn- 


ast 
les 
ite, 
ork 
ict. 


“Imagine me winnt 
e winning the beauty contest at 55!” 





ee oe 


ts —are plenty 





White Cross- 
Add-to Plan .-- 
«" 


They're Sty 
*t5 of two> three and fo 
sales volume spiralling upwards. Sold individually. 









ste Cross the ostat : 
olor of toast. permits v 
Matched desig®- 





ming 


.M 
ance; 
with modern engra for ti 
pase and cover Matched design- 







Wwide-Neck Deco NO. 
Waffle iron: Has 


NO. 548BE — 
rated Co ce Vac—Eight-coP ca- 
acitys satin chrome jJated elec- aluminum * 
e. Two-heat (for brewing light indicates 
, 48BE, ture and when to rem 
wrallexpansion BIDS: i 
satin chrome 


tric Stov' 
and gerving)- 
narrow-nec model. Ga 
same, without gtove- 


No. 
s models servew? 
M atched design- 





NATIO 
NAL ST 
AMPING 
AN 
D ELECTRIC WORKS 
° 3250 WEST LAKE 
STREET 





NTS5 
In C€ 
GO, zo ™ s 
N, iL 
Be 





M 
ERCHANDISING—JUN 
' 947 





And the prizes— in proft 
eaclvappliance stakes @ claim for repeat gales on the 
and sparks the sales of every related 





Each appli- 


Beauty with experience—that'® Miss 
Her line is market-wise! it taps 9° years of expe- 
rience in the appliance field— paces today '§ demands stem in your stock! 
with ultra-™ ern design—rolls up steady profits Yes, White Cross gells—and satishies- 
for wholesale ance is 4 product of strict engineering standards, 
Watch sales blossom ov ynen you introduce precision workmanship- Each performs perfectly — 

White Cross’s beautiful Matched Desig® appliances. longer: 

‘ led 0 harmony! Each sa of a matche The result for wholesalers? 
ur—sends your Fast qurn-overs> consistent profits—with White 
Cross! 
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NEW POSITIONS 





Webster-Chicago Corp. 


Charles P. Cushway has been elected 
executive vice-president and a di- 
rector of Webster-Chicago Corp., it 


Rheem Manufacturing Co. 


Henry C. L. Johnson has been ap- 
pointed advertising manager of Rheem 
Manufacturing Co. to replace Carlton 





Cc, P. CUSHWAY 


was announced recently by R. F. 
Blash, president. Mr. Cushway has 
spent over 25 years in various execu- 
tive capacities with such firms as 
Belden Manufacturing Co., All Ameri- 
can Radio Corp., Thordarson Electric 
Manufacturing Co., and the Rauland 
Corp. 


New Sales Manager 


W. S. Hartford has been promoted 
to general sales manager and now 
has charge of all sales and merchan- 
dising activities of the company. E. R. 
Johnson, general comptroller, has 
added to his duties with the assump- 
tion of the title of treasurer. 


Noblitt-Sparks Industries 


Gordon T. Ritter, Arvin sales di- 
rector, recently announced the appoint- 
ment of Raymond Spellman as as- 
sistant sales manager at the home 
office in Columbus, Ind. Mr. Spell- 
man, formerly Chicago district man- 
ager, had considerable experience in 
radio prior to the war. 

Moving into the Chicago district 
managership is Weldon Payne, an 
employee of 13 years standing with 
the company. He was formerly in 
the Dallas, Texas, territory. Replac- 
ing Mr. Payne is William E. Skinner, 
former manager of the Dallas terri- 
tory for the Radio Corp of America. 


H. C. L. JOHNSON 


A. Johanson, retiring to open an office 
of public relations and industrial ac- 
counting in San Francisco, it was 
announced recently by R. S. Rheem, 
president. For the past ten years, 
except while serving as a Naval of- 
ficer, Mr. Johnson has been with Syl- 
vania Electric Products, Inc., and at 
the time of leaving was advertising 
manager of their radio, electronics, 
and international divisions. 


Nutone, Inc. 


J. Ralph Corbett, president of Nu- 
tone, Inc., has announced a series of 
new appointments in connection with 
the firm’s current promotion program. 
L. B. Dreifus, with headquarters in 
New York, has been made vice-presi- 
dent of eastern and export sales. In 
Los Angeles, F. B. Marple is new 
vice-president of western sales. Two 
new Canadian offices will be under 
R. M. Gibson in Winnipeg and Julian 
Wolf in Vancouver. With Mr. Cor- 
bett in Chicago will be C. W. Car- 
roll, formerly advertising manager, 
now director of advertising and sales 
promotion, G. L. Nereim, sales pro- 
motion manager and Robert E. Wolke, 
assistant advertising manager. J. E. 
Allen has been made national service 
manager. 
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because a LUT depends on 
THE DEALER 


3 Mr. J. E. McCON NAUGHY* writes of the high value his company places on man- 


ufacturers’ advertisements appearing in important trade publications and how they aid 
the company’s sales trainihg program. 








“Because a lot DOES depend on the dealer, we at Horne’s 
have intensified our sales training program. With supply 
beginning to meet demand, this program strongly stresses the need for 
more and more selling information. 


“It is up to YOU, MR. MANUFACTURER, knowing all the superior and 
perhaps exclusive features of your product, to pass on this data to our 
sales force. Such points as why your product does a job better, faster, 
more economically—why it requires less maintenance and costly repairs— 
why it is easy to install—facts like this will. convince our customers of the 
superiority of your product and lead to the final sale. REMEMBER . . . it is 
the dealer who fully completes the sale to customers who are already half 
sold by your consumer advertising. 


‘In Horne’s major appliance, radio and housewares departments, 
ELECTRICAL MERCHANDISING is read regularly for the latest product 
information. ‘‘MERCH"’ provides us with valuable current material and 


enables our sales force to accurately represent you at that crucial time 
...'THE POINT OF SALE’.” 


* Divisional Merchandise Manager, Joseph Horne Co., Pittsburgh, Pa. 





A regular advertising program in 
ERCHANDISING is a 
quick, effective and economical 
builder/of enthusiastic and in- 
formed dealer sales effort and 


ialind epptances ond radios» --- - PE COL DOES deseud ou the dealer! 


Pee eo HL EC TRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION-330 WEST 42ND STREET, NEW YORK 18, N.Y. 
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The Champion diamond mark on the lamps you offer your customers means extra business 
and extra profits for you. 


CHAMPION Lamps have the quality that wins and holds the steady lamp replacement business 
for you. 


CHAMPION Lamps are easier to handle. You buy them at maximum discount, from your whole- 
saler — no red tape or restrictions. Lowest cost assures highest profit. 


CHAMPION Lamps are easier to sell. Attractive package and point-of-sale display material 
attracts the business. Everyone who enters your store is a prospect for CHAMPION Lamps. 


Get The Whole Story On Champion Lamps From Your Wholesaler 
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NEW POSITIONS | 









































Sylvania Electric Products, Inc. 


J. C. Hicks, formerly of Sylvania’s 
California division, has been appointed 
manager of the company’s southwest- 
ern division in Kansas City, effective 





Vv. C. HICKS 


with the retirement of Asher C. Jones, 
it was announced recently by B. K. 
Wickstrum, general sales manager of 
the company’s lighting division. Mr. 
Hicks joined the firm in 1936 and 
served in the Army from 1941 to 1945. 
Previous business associations include 
American Utilities Service Corp., 
Iowa Central Utilities, and the Bureau 
of Power and Light, Los Angeles. 








G6. S. HUGHES 


The appointment of Gordon S. 
Hughes as merchandising manager of 
the fixture division was recently dis- 
closed by Garlan P. Morse, general 
merchandising manager of lighting 
products. Mr. Hughes, who joined 
the company as a sales correspondent 
in 1940, will handle merchandising and 
sales of all lighting fixtures. 





Emerson Radio and 
Phonograph Corp. 


P. G. Gillig, vice-president in charge 
of sales and advertising for the Emer- 
son Radio and Phonograph Corp. has 
announced the appointment of Gerald 
Light as assistant director of sales 
and advertising. Mr. Light has been 
with G-E, Technical Publications, and 
with Emerson as service manager of 
radios. 

Emerson—New York has added two 
sales representatives, according to Ira 
Kaplan, sales manager. They are 
Clarence H. Schimpf for Nassau and 
Suffolk counties, and Henry Rustin for 
midtown New York. 
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TIME will follow reader Richard P. Tumpowsky when 
he moves into this new home soon to be completed for 
him in Spencer Glen, Harrison, New York. 


THE THINGS YOU MAKE sZoud/ be Displayed 
IN THE SHOW-ROOM HOMES of the Nation 


AX TIME subscribers aren’t planning new homes like this one, 
of course. But building or buying or staying put, TIME’s 
1,500,000 families are at the top of your market for new appliances 
and equipment. 


They’re the kind of people who can afford to keep their homes up 
to high standards—replace vacuum cleaners and washing ma- 
chines before they wear out; exchange old-model radios for 
improved FM and television sets before their neighbors do; are 
among the first to order all-electric kitchens and home air- 
conditioning. 


The readers of TIME are the business and social leaders of their 
communities. Their homes are the looked-up-to centers of local 
life—and they entertain more than 258,000,000 guests a year. 





The same influence which draws other people to TIME homes 
means that they take away from TIME homes a strong impression 
of the products they’ve seen used and enjoyed there. So you build 
even more sales beyond the TIME market once you win that 
market—in TIME. 


ADVERTISING OFFICES « NEW YORK e CHICAGO « BOSTON 
PHILADELPHIA « CLEVELAND © DETROIT © $71 Lours 


SAN FRANCISCO © TORONTO © MONTREAL 


Max Otto 
Urbahn, 
Architect 
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[; YOU COULD TALK 


with dealers lik 
e 
DAUBERT in LOUISVILLE 


about the sales and installation 
opportunities in Lay “Niteair” Exhaust Fans 














































you'd waste no time in linking up with 
the Lau Fan Line for lucrative profits. 














The Daubert Electric Company in 
Louisville, Kentucky, is a good ex- 
ample of the many electrical deal- 
ers over the country who have 
featured Lau “Niteair” Exhaust 
Fans for their efficient operation, 
for complete customer satisfaction, 
and for consistently pyramidicg 
sales and profits. 





Mr. Daubert displays only 
“sample” fans on the floor of 
his. limited store space. How- 
ever, he warehouses a large 
and complete stock of Lau 


Fans for immediate delivery. 


He says: “We have been using Lau Fans for several years and find 
them perfectly satisfactory in every respect. We can honestly say 
that we have never had a justified complaint on any of our installa- 
tions.” There’s a sales potential for one or more Lau Exhaust Fans 
in every structure where proper ventilation or cooling comfort is 
desired. It’s to your advantage to sell an engineered, precision- and 
mass-manufactured, performance-proved product. Sell Lau Fans. 
Write for literature, specifications, and prices. 


Sales and installation opportunities in 


Engine Rooms Apartments Laundries 

Factories Auditoriums Machine Shops 

Furnace Rooms Auto Repair Shops Offices 

Garages Cafes Stores 

Homes Churches Taverns vos 





Rt 


BLOWER 


AU COMPANY 


DAYTON 7, OHIO, U. S. A. 
WORLD’S LARGEST MANUFACTURER OF FURNACE BLOWERS 
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NEW POSITIONS 








Hotpoint, Inc. 


All of the advertising, sales promo- 
tion, sales planning, sales training, and 
kitchen planning activities of Hotpoint, 
Inc., will be directed by Edward R. 
Taylor, whose appointment as mer- 





E. R. TAYLOR 


chandising manager was recently an- 
nounced by L. C. Truesdell, vice-presi- 
dent in charge of marketing. 

Mr. Taylor, who recently left the 
Zenith Radio Corp., was earlier as- 
sociated with automotive advertising 
and merchandising for General Mo- 
tors. In his new capacity he will co- 
ordinate marketing service functions 
under Hotpoint’s expansion program. 


Wilcox-Gay 


W. L. Hasemeier, Wilcox-Gay vice- 
president in charge of sales, has an- 
nounced the appointment of M. L. 
Ware as sales traffic manager to con- 





M. L. WARE 


trol the new sales traffic department 
of the company. Mr. Ware was in 
charge of expediting during the war 
and prior to his affiliation with Wilcox- 
Gay was in government service as 
an administrative executive. 


Globe Lighting Products Co. 


New head of Chicago operations for 
the Globe Lighting Products Co. is 
Morton J. Olschwang, former em- 
ployee of Kay Electric and Franklin 
Electric in Atlantic City, West Phila- 
delphia Electric Supply Co., and Light- 
olier Co. Globe makes commercial and 
residential lighting fixtures and main- 
tains plants in Brooklyn and Los 
Angeles. 


JUNE I, 








Toastmaster Products Division, 
McGraw Electric Co. 


W. E. O’Brien, general sales man- 
ager for the Toastmaster Products 
Division of the McGraw Electric Co., 
recently announced the appointments 





A. L. MOORE 


of two new area representatives. A. 
L. Moore, formerly associated with 
American Recording Artists, Inc., has 
been named southeastern representa- 
tive. In northern California W. H. 
Smith is the new representative. Mr. 
Smith, who was connected with the 
Dohrmann Hotel Supply Co. for sev- 
eral years, will work under the di- 
rection of K. E. Campbell, California 
district manager. 


Universal Cooler Div., 
International Detrola Corp. 


Dan Mandery has been appointed 
service manager of the Universal 





DAN MANDERY 


Cooler Division of International 
Detrola Corp. He has been with the 
Hussman-Ligonier Co. for the past 
ten years, and before that was a sales 
manager in the Omaha, Neb., territory 
for Frigidaire. 


Magnavox Co. 


Pierre F. Marshall has been named 
advertising manager for the Magna- 
vox Co., according to Frank Freimann, 
executive vice-president. Mr. Mar- 
shall has an extensive background in 
advertising and public relations, his 
most recent position having been with 
McCormick & Co., Inc., Baltimore, 
as advertising manager. 
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KULAK COLLECTIVES IN U.S.! 
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Ten Illinois farmers each chipped in $102.50 to 
buy a $1,025 straw baler . ... used it on pre-arranged 
schedule, rented it the rest of the time . . . ended the 
season with a small bank reserve. 

In New Glarus, Wis. subscriptions of $43 from 13 
farmers bought a $559 power sprayer to kill weeds. 
Rental of the sprayer repaid its cost the first season. 

Co-operative ownership of orchard sprays started 
thirty years ago in Wisconsin ... Today 170 co-op 





COLLUSIVE COUPLES... 


Henry Fullerton, 71 year old owner of 
successful Rockford, Ia. farm, didn’t want 
to sell and retire... took in a young vet 
and wife with whom he now runs farm on 
partner basis . . . See ““There’s Sense In A 
Two-Family Farm”, page 26, May SF. 


TERRIBLE TOVARICH... ~\ 
Lee Poorbaugh, York County, Pa., we 
college trained, at 33 has developed and 
owns two farms, represents the new 
type of business man farmer .. . is also a 
member and officer in six farm clubs and 
organizations! ... “Lee Poorbaugh—A 
Professional Farmer”, page 6, SF May. 
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spray rings have 2,291 members throughout the state. 
Across the country, other groups jointly own, use 
and lease for hire tractors, threshers, ensilage cutters, 
lime spreaders, corn pickers, storage buildings. 
“Can Neighbors Own Machines Together?” in 
the May Succrssrut Farminc .. . affords interesting 
instances of the American Kulak going his Russian 
brethren one better without losing private property 
or free status ... proves that farm industrialization 
need not mean state farming . . . suggests the vast 
machinery markets opening in American agriculture. 


SELFISH CAPITALISTS... 


will also find in SuccEssFUL 
FARMING other opportunities 
for profit among 1,200,000 SF 
subscribers. Segregated in the 15 Heart States with 
the best soil, SF farmers have the heaviest investments, 
highest incomes ($7,860 gross in 1946) of all U.S. 
farmers . . . best brains, methods and machinery 





engaged in farming as a business! With five prosperous 
years and big savings, this farm audience is the best 
appliance class market in the world today! 








SuccessFUL Farminc is the only medium concentrated in the top 
farm bracket, the one farm publication with coverage, least waste, 
fewest non-farm readers, minimum duplication by non-farm magaz¥ii 
... No national advertising schedule is really national without it! . .* Bi 
Data from any SF representative . . . SuccEssFUL FARMING . . . Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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The less time and energy required in selling and 
servicing stokers, the greater the net profits will be. 


Link-Belt stokers are easier to sell because the com- 
. its prod- 
ucts are nationally known through advertising . . . and 


pany has had a fine reputation since 1875 . 
Link-Belt mechanical superiority means more effective 
selling points. 


Stoker servicing is easier too, because of quality con- 
struction and a new installation and service film. Let us 
give you details of our dealer plan on our complete 
line of bituminous and anthracite stokers. 


LINK-BELT COMPANY 


Stoker Division 
2410 W. 18th St. 


BTS | Eis): 
Magic Flame © 
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10,721 


Chicago 8, Ill. 


BELT Egtower Fle, 


STOKERS 

























NEW POSITIONS 











Crosley Div. 
Avco Mfg. Corp. 


Two new appointments have been 
made by S. D. Mahan, general sales 





CATHERINE BECK 


manager of the Crosley Division of 
Avco Mfg. Corp. Joseph P. Flynn 
has been made north central regional 
manager, with headquarters in Mil- 
waukee. He has been in the appli- 
ance sales business since 1924, and 
since 1945 has been appliance mer- 
chandise manager of Leath & Co., Chi- 
cago. Also in the same division, 
Mrs. Catherine Beck has been ap- 
pointed home economist, to assist Mrs. 
Selma M. Andrews, Crosley director 
of home economics. Mrs. Beck has 
been teaching vocational home eco- 
nomics in the Indiana school system. 


General Electric Co. 


Harry W. Sundberg has been ap- 
pointed sales manager of the apart- 
ment house and builder division of the 
Boston branch of General Electric 
Appliances, Inc., it was announced re- 
cently by C. M. Wilson, branch man- 
ager. Mr. Sundberg started as a dealer 
and was wholesale manager of Lawton 
Engineering Corp., Boston, from 1936 
to 1940. He became district man- 
ager of heating and air conditioning 
at the G-E distributing branch in the 
baked bean city in 1940. He trans- 
ferred last year to G-E Appliances, 
Inc. 

New sales manager of lighting com- 
ponents for General Electric is Homer 
A. Rawson. His appointment was an- 
nounced by T. D. Foster, manager of 
the company’s accessory equipment and 
wiring device divisions. Mr. Rawson 
joined G-E in 1929. Most recently 
he was accessory equipment repre- 
sentative in the North Central district. 

Two appointments have been made 
in the General Electric Appliance, Inc., 
organization. Richard M. Lagatella 
has been appointed sales manager of 
the Cincinnati branch, it has been an- 
nounced by L. A. Isermann, branch 
manager. Mr. Lagatella, formerly 
representative of G-E’s household re- 
frf#erator division in Cleveland, has 
been connected with refrigeration since 
1932. William Baxter has been made 
southeastern district representative for 
G-E clocks, heaters and heating pads, 
according to J. M. Walker, district 
manager of appliance sales. Mr. Bax- 
ter has been associated with the Locke 
Insulator Co. since 1945. 


JUNE I, 


White Sewing Machine Co. 


George S. Hedley, president of the 
White Sewing Machine Co., has an- 
nounced the appointment of Sydney 





SYDNEY SMALL 


A. Small as his assistant. Until re- 
cently Mr. Small was vice-president 
and general manager of White Sewing 
Machine Products Ltd. Canada, a 
White affiliate. 


Graybar Electric Co., Inc. 


J. H. Pearson, Jr., southeastern dis- 
trict manager for the Graybar Elec- 
tric Co., has announced the appoint- 
ment of John W. Van Dorsten as 





J. W. VAN DORSTEN 


manager of the Graybar office and 
warehouse at Winston-Salem, N. C., 
to succeed W. A. Moorefield. Mr. 
Van Dorsten has been serving Gray- 
bar as a lighting specialist. 


International Harvester Co. 


E. B. Derr has been appointed 
product specialist on refrigeration to 
succeed H. N. Ross, who recently 
retired after 40 years with the In- 
ternational Harvester Co. A. J. Peter- 
son, manager of the general line sales 
department, makes the announcement. 
Mr. Derr, who was formerly assistant 
to Mr. Ross, joined Harvester in 1934 
as salesman of dairy equipment, and 
became assistant sales manager for 
this line before transferring to re- 
frigeration. H. L. Sawvell, formerly 
refrigeration district representative for 
the northwest district, has been made 
assistant to Mr. Derr. 
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E NEVER went for that one about the 
wolf fooling Red Riding Hood. 


Most of the girls we know handle wolves 
pretty well... and Grandmother’s disguise 
would have fooled them about as long as 
it takes to say Sparton Co-operative Mer- 
chandising Plan! 


The S.C.M.P.* was our answer to the 
wolves that have been lurking in the forest 
of post-war radio retailing. Pretty rugged 
wolves they’ve been, too—price cutting, 
unfair trade-ins, unequal advertising sup- 
port, multiple mark-ups, dumping, and 
over-franchising—all of them merchandis- 
ing headaches the Sparton dealer has 
happily missed. 


In advertisement after advertisement 
Sparton has pointed out the probable reap- 


The wolf never fooled Red Riding tlood / 


pearance of these pre-war stumbling 
blocks—pointed out, too, that the Sparton 
franchise, based on the S.C.M.P.* was 
planned specifically to eliminate them. 


Results? Plenty! . . . Sparton national 
advertising works exclusively for each 
Sparton dealer . . . leads customers to his 
door and his door alone . . : for his is the 
only franchise in his community. Sparton 
retail prices are uniform. Sparton factory 
prepared promotional helps are individ- 
ualized. Seasonal promotions break at the 
same time. 


Study the features of the §.C.M.P.* and 
you'll agree, too—with thousands of Spar- 
ton dealers everywhere— 

It pays to be a Sparton dealer! 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 
Radio and Appliance Division—Plant 5 


Radio’s Richest Voice Since 1926 


* SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
® e . @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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in each community 


Check These 
Profit-Increasing Features 
One exclusive dealer in each area 


National advertising that works 
locally 


Direct factory-to-dealer shipment 
Low consumer prices 


Factory prepared and distributed 
promotion helps 


@ Seasonal promotions 


Uniform retail prices 


Products styled by outstanding 
designers 
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it's Coase 
Plastic ROTO-TRAY « 


to ice compartment 


just Tucat 
Easiest, fastest ice cube release 
ever made 


they're Out 


one—or two—or all—as many 
os you want 


and Dry 


no running water— 


annot freeze 





no wet hands 
no melting or loss of size 





umpecinte Shine t 
and no more— rg Cod = lpr laa 
ROTO-TRAY is fast-sellin aa, Spee parented, absolutely tops in 4 

; 





its field. Your efforts bac attractive packaging, promotional lit- 2 
erature, national advertising, a counter-display-demonstrator that tells 
the story for you. ROTO-TRAY retails for $1.95. Inquiries invited. 


MANUFACTURED BY 


REPUBLIC MOLDING 
CORPORATION 


4643 W. LEXINGTON AVE, . CHICAGO 44,itL. ~ | 


She LEJAY = | 
Kz 
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O>TLECTRIC MOWER ~ 
..» A PLEASURE to CUSTOMERS 
and A PROFIT 10 YOU! 


Your customers will “go for” the LEJAY WHIRL- 
R-MOW. It's so easy. so modern! Complete with 
battery and battery charger, the WHIRL-R-MOW 
is easily operated, extremely quiet. The rotary 
blade cuts tall or short grass and is easily ad- 
justed. 


















FINGER-TIP CONTROL 


in the handle starts and stops the WHIRL- 
R-MOW. Equipped with oil-less bearings 
and engineered in modern design—it's 
that sure-fire item you'll want! 


Self-Contained 
Battery Operated 





WRITE FOR 
DETAILS ON 
EXCLUSIVE 
DISTRIBUTION 


LEJAY 70202 Corporation 


2910 SO. EMERSON AVENUE + MINNEAPOLIS 8, MINN. 
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NEW POSITIONS 








Bendix Home Appliance, Inc. 


New chief engineer of Bendix Home 
Appliances, Inc., is John Paul Jones, 
according to W. F. Oliver, vice-presi- 


Seeger Refrigerator Co. 


The purchasing department of the 


Seeger Refrigerator Co. has under- 
gone some changes, the first of which 





JOHN PAUL JONES 


dent and director of engineering, who 
had held the post in connection with 
his administrative duties since the war. 
Mr. Jones has spent more than six 
years with various subsidiaries of the 
International Detrola Corp. His last 
position was as chief production en- 
gineer of the Universal Cooler Divi- 
sion of International Detrola. 


Rheem Manufacturing Co. 


W. E. Curran has been named gen- 
eral manager of the Rheem Manufac- 
turing Co., it was announced recently 
by R. S. Rheem, president. Mr. Cur- 
ran is also a vice-president and direc- 
tor. He joined the firm in 1942 and 
was made vice-president in charge of 
production in 1943 and in early 1946 
was made a director. 


General Time Instruments Corp. 


Donald J. Hawthorne, vice-president 
in charge of manufacturing and engi- 
neering of General Time Instruments 
Corp., has been assigned to the Seth 
Thomas Clocks division, Thomaston, 
Conn., as general manager, it was an- 
nounced recently by Arnold J. Wil- 
son, president. Mr. Hawthorne as- 
sumes the duties of the late James 
S. Darcy who died suddenly on Feb- 
ruary 24. He was formerly general 
manager of the Westclox division in 
La Salle, Ill., and has been in the 
New York headquarters for the last 
two years. He will continue in 
charge of manufacturing and engi- 
neering for the parent company. 


Southern California Edison Co. 


Four district men of the Southern 
California Edison Co. were recently 
taken into headquarters to serve as 
assistants to Henry C. Rice, manager 
of the domestic sales department. They 
are C. V. Soper, former sales super- 
visor at Pomona, T. L. Bowles, home 
service consultant in the San Fernan- 
do Valley, G. F. Haly, former credit 
agent in the Santa Ana district, and 
Leslie O. Sherman, former rate ac- 
countant at Fullerton. 


JUNE I, 








FRANK KNIGHT 


is the appointment of Frank Knight 
as purchasing agent to succeed E. J. 
Vollhaber. Mr. Knight was formerly 
associated with Northwest Airlines. 
A. G. Pelzl has been made first as- 
sistant purchasing agent, and J. E 
Swanson second assistant. 


Ohio Edison Co. 


John C. Costello, in charge of ad- 
vertising for the Ohio Edison Co. for 
the past seven and a half years, has 
been named assistant to the president, 
Walter H. Sammis. Mr. Costello 
has been in the utility business more 
than 25 years; he was advertising 
manager of the Tennessee Electric 
Power Co. in 1923 and joined Ohio 
Edison in 1939. 


A. O. Smith Corp. 


William L. Melcher, product serv- 
ice supervisor at the Milwaukee head- 
quarters of the A. O. Smith Corp., 





W_ L. MELCHER 


has been transferred to New Orleans 
where he will be in charge of the 
company’s water heater and conversion 
burner sales in the states of Louisiana 
and Arkansas. Mr. Melcher joined the 
firm in 1943 after having engaged in 
public utility appliance sales work 
for a number of years in Illinois and 
Wisconsin. 
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Announcing 


The Merchandise Mart’s 
International Home Furnishings Market 
July 7th to 19th 


The World’s Largest Concentration of Allied Lines Under One Roof —An 
Ensemble Market Featuring Over Two Thousand Two Hundred Lines 
Including a High Percentage of the Creative Leaders in 
Furniture e¢ Floor Coverings « Housewares 

Toys, Games and Wheel Goods « Major and Small Abdpliances 


Curtains and Draperies « Upholstery Fabrics ¢ Linens and Domestics 
Lamps and Shades _« China, Glassware and Pottery 


THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 


CHICAGO 
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Its Geautiful! 

Top is heavy, acid-resistant porcelain-steel .. . (1) deep bowl, 17” by 20”, has 
big working space—drain is large size for crumb-cup strainer or garbage dis- 
posal unit... (2) drain boards are slanted, have narrow flutes so glasses can’t 


tip (3) soap dish is pressed-in and self-draining . . . (4) has wide tumbler 
deck (5) and 4” back-splash panel. 


Se Conventent and Efficcent 


Well organized arrangement of handy, roomy drawers and cupboards, save hundreds of 
steps and hours of time (6) cutlery drawer is linoleum-lined and partitioned . . . (7) wire 
basket attached to cabinet door keeps cleaning supplies within easy reach . . . sink ledge 
is drilled for modern fixtures, (8) swing-spout faucet and (9) flexible hose-spray. 


Easy to Clean 


Finish of cabinet stays bright and shining—always keeps same matching whiteness . . . 
white, synthetic enamel, baked-on inside and out for permanent protection . . . doors and 
drawers have (10) plunger type catches and (11) ball-bearing-like sliding action—insures 
effortiess opening and firm locking . . . (12) rubber cushions on door and drawer fronts as- 
sure quiet closing (13) door and drawer pulls are chrome-plated and of modern design. 


Top Zuality and Economy! 


Shirley's line of cabinet sinks and matching base and wall cabinets can fit any kitchen . . . 
all cabinets are made of heavy-gauge steel, well-braced and dependable in construction- 
solidly spot-welded . . . (14) flush construction of ends guarantees smooth-fitting installa- 
tion of matching Shirley base and wall cabinets . . . (15) door and drawer fronts are %” 
thick and fully insulated to absorb sound . . . (16) all hinges are semi-concealed . . . (17) base 
is recessed 3” to provide toe space. 


SHIRLEY 
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Profit Points For You 


® Check over these Shirley features. Point for point, 
you'll find that Shirley beauty, style, efficiency, quality 
and economy are everything your customers seek— 
and that the handsome Shirley line has all the fine 
qualities of finish and construction necessary to help 
you close sales easier. 

You'll find Shirley is designed right, made right . . . 
and priced right! Your distributor will give you full 
details. 


SHIRLEY CORPORATION - INDIANAPOLIS 2, INDIANA 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1947, SHIRLEY CORP., INDIANAPOLIS 
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Eureka Williams Corp. 


Eureka Williams has named Mrs. 
Mabel Buxton director of its newly 
established Home Service Bureau, ac- 
cording to George T. Stevens, vice- 





MABEL BUXTON 


president and manager of the Eureka 
division. Mrs. Buxton has been with 
Eureka since 1930, first in the order 
and sales distribution department, and 
later in the executive division. 


Majestic Radio & Television Corp. 


Parker H. Erickson, vice-president 
of the Majestic Radio & Television 
Corp., announces the appointment of 
J. George Miles, Jr., as West Coast 
divisional manager. For the last 20 
years, Mr. Miles has been associated 
with Westinghouse in various sales 
capacities, and in every territory in 
the West. His last position with that 
firm was as northwest merchandising 
manager, with headquarters in Seattle. 


Aero Needle Co. 


E. Ralph Haines, sales manager of 
the Aero Needle Co., Chicago, re- 
cently announced the appointment of 
Arthur E. Akeroyd as New England 
representative for Aeropoing phono- 
graph needles. Mr. Akeroyd was 
formerly manager of distributor sales 
for the Raytheon Manufacturing Co. 
and more recently operated his own 
office as a factory representative in 
Boston. 


Westinghouse Electric Supply Co. 


The Westinghouse Electric Supply 
Co. has been making a considerable 
number of organization changes. 
H. A. Steinmeyer has been named Mid- 
west district apparatus and supplies 
manager, with headquarters in St. 
Louis. New branch appliance man- 
ager of the company’s Dallas office is 
P. H. Weidlein. E. J. Davis has been 
appointed lighting specialist with head- 
quarters in Milwaukee; he was for- 
merly sales representative of the north- 
ern district. The Fort Worth branch 
loses its branch stores manager, J. B. 
Zimmerman, who becomes territory 
salesman. Other branch managers 
are: E. M. Lacey in Newark, Eric 
Hall in central New York, R. A. 
Gopel in the eastern district, and R. H. 
Colborn at Trenton. 
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MEANS DESIGN LEADERSHIP 


@ Electromaster ranges are modern, smartly styled George W. Walker, noted industrial stylist 


who has designed more than 2000 home 
appliance products now in everyday use, 
is exclusively engaged by Electromaster 
for electric range design. 

















and sturdily built. They provide a thrill for the home- 


maker who prizes beauty and utility in the kitchen. 


Since 1929, Electromaster has been famous for design 
leadership. First with an all-steel range — first with 
all-porcelain enamel — first with table top electric 


range are a few outstanding examples. 


With its new, modern plant devoted exclusively to 
electric range manufacture, Electromaster will con- 
tinue to produce the finest electric ranges — with 


everything that’s new, for the best in electric cooking. 








The Space-Saver — a compact 
beauty for the small modern 
kitchen with big range cook- 
ing capacity complete with 
Vita-Miser deep well cooker. 





FINEST NAME IN EZcZecc COOKING SINCE 1929 


1 a 
f Electromaster Banquet Model has everything. Warmer SEK VCE, 


drawer. Built-in Minute-Master Timer. Ball Bearing 
Ee A 















h Roller drawers. Fast Speed-O-Master units. Automatic 

. control with Oven-Moster clock. (Additional cost MT. CLEMENS, MICHIGAN 

y 

's 

ic 

‘ The Range That's “Fit For A Queen’’—on the “Queen For A Day” program—Mutual Network—Monday Thru Friday 
I. ; 





Pe ond . 
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Field reports from coast to coast show that house- 
wives who see Lyon dealer displays usually agree that 
Lyon Kitchen Cabinets provide a combination of features 
worth waiting for. 

For the present... until steel receipts make possible 
maximum use of all facilities provided in our completely 
equipped new plant... all available steel is going into the 
most essential sink, wall and base units. This is enabling 
Lyon dealers to satisfy the really critical kitchen needs in 
their territory. 

Authorized Lyon dealers are invited to requisition the 
new promotional piece, “Worth Waiting For,’’ which spot- 
lights Lyon’s exclusive tap-o-matic handles, streamlined 
rounded corners, beautiful rust-proof finish, and other out- 
standing Lyon features. 


LYON METAL PRODUCTS, INCORPORATED 
GENERAL OFFICES: 621 MONROE AVENUE, AURORA, ILL. 
Branches and Dealers in All Principal Cities 





WALL UNIT 

















SINK, UNIT 


BASE UNIT 


APPROVED BY 


QUALITY 
TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 





A PARTIAL LIST OF LYON PRODUCTS 


# Kitchen Cabinets 
¢ Display Equipment 
* Hanging Cabinets 
e Welding Benches 
* Tool Stands 

* Service Carts 


e Shelving 

e Lockers 

¢ Wood Working Benches 
* Economy Locker Racks 
¢ Conveyors 

Shop Boxes 


* Filing Cabinets 
* Cabinet Benches 
* Folding Chairs 

¢ Drawing Tables 
¢ Flat Drawer Files 
* Tool Trays 


Storage Cabinets 
¢ Bench Drawers 

e Work Benches 

e Drawer Units 
Tool Boxes 











* Bar Racks * Hopper Bins Desks * Sorting Files 
© Bin Units * Parts Cases * Stools e Ironing Tables 
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COMPLETE BREAKDOWN: Kamel Hassen, eastern district sales manager for the 
Apex Rotarex Corp., shows members of the sales staff of Judson C. Burns, Phila- 





delphia distributor, how to break down and reassemble the company's cylinder-type 


cleaner at a recent conference. 








DISTRIBUTOR NEWS 

















CALIFORNIA 


Two California firms have been ap- 
pointed distributors of Simplex iron- 
ers, made by the American Ironing 
Machine Co. Joseph Groshans, gen- 
eral sales manager of the latter firm, 
lists them as McCormack & Co., 450 
Ninth St. in San Francisco, and Her- 
bert H. Horn, Inc., 2401 S. Hill St., 
Los Angeles. 

According to D. A. McMullen. 
manager of the Radio and Appliance 
Division of the J. N. Ceazan Co. of 
San Francisco, Charles D. Rhoades 





CHARLES D. RHOADES 


has been made an appliance representa- 
tive of the company for the Sacra- 
mento area. Mr. Rhoades was active 
in merchandising circles in the sec- 
tion before Navy service. 

Schuyler-Wilson Co., who handle 
Federal radio, Young washers, Empire 
portable ironers, Knapp-Monarch ap- 
pliances and other housewares, will 
continue to maintain a display at the 
Western Merchandise Mart, but are 
moving their main offices to 324 Fifth 
St., San Francisco, according to Jerry 
Schuyler. 

D. F. McCormack & Co., San Fran- 
cisco wholesaler, announces that Wm. 
C. Miles has been appointed sales man- 
ager of the record and radio division. 
He has served with Westinghouse, 
Westinghouse Supply and Stromberg- 
Carlson in the past. 

The Bright Light Reflector Co., 


JUNE I, 


Bridgeport, Conn., announces that the 
Frank H. Bran Co., with offices in 
San Francisco and Los Angeles has 
been appointed a sales representative 
for Silv-A-King lighting equipment in 
California, Nevada and Arizona, and 
in the territory of Hawaii. 


COLORADO 


Cliff Ivy, Denver district manager 
for Proctor Electric Co., has presented 
the Boyd Distributing Co. of Denver 
with the Proctor franchise for his 
territory, which includes Colorado and 
Wyoming. Cecil H. Boyd is manager 
of the firm, 


FLORIDA 


The lower half of Florida goes to 
L. Luria & Sons, Inc., of Miami, as 
far as distributing Stewart-Warner 
radios is concerned. Floyd D. Masters, 
sales. manager of Stewart-Warner’s 
Radio Division, made the announce- 
ment. 

A new Florida wholesaler appointed 
hv the Howard Radio Co. is Dade 
Distributors, Inc., 132 N.E. First St. 
Miami. S. F. Potter is president of 
the firm. 


ILLINOIS 


New radio sales manager for the 
Appliance Division of the Sampson 
Co., Chicago distributors, is T. E. 
“Stan” Fremont, according to Jack 
Frohlich, sales manager of the di- 
vision. Mr. Fremont, who will be 
responsible for sales activities in con- 
nection with Bendix radios, held his 
most recent position at Spiegel’s, Inc., 
where he has been merchandising 
manager for housewares and ap- 
pliances for the past three years. 


INDIANA 


New exclusive distributor for 
Stewart-Warner radios in 18 counties 
of northern Indiana and southern 
Michigan is the Andrews Distributing 
Co. of South Bend. 
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What you should know about S@X 
to sell ‘Washing dillachines 2 


J 
he 


i* because some young man may favor old- 


~~~) 


fashioned longies doesn’t make him impervious to the 
charms of a modern Miss! For sex is an ageless male- 
female affinity—its basic premise hasn’t changed since 
Eve discovered the fig leaf. 

Male and female have always had to reckon with 
this mutual magnetism. And the popular solution 
today is to face it together—for richer or poorer. When 
that decision is made, another family unit of purchas- 
ing power shows up in the Market Studies. 

Under “Durable Goods” you'll find that male and 
female plan to buy, among other things, a washing 
machine. And though the female throws the switch 
that takes the Blue out of Blue Monday, it’s the male 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y,, PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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who works through Friday to make the payments. So 
male and female both are vital factors in the purchase. 

Ditto when it comes to signing them up for any 
other major appliance. Of course, if, say, they each 
want an electric toothbrush, each can buy their own— 
no agreement is necessary. But you've still got to sell 
two sexes—males and females. Either together or 
separately. 

And who can woo males and females like Tue 
AMERICAN Macazine! 

Dollar for dollar, page for page, no other maga- 
zine can match the multimillion male-female 
circulation delivered by... 


The ‘American 
SMagazine 





Here comes the Bride- 


( OH BROTHER! ) 


Tus vear—at last—KitchenAid 
is back again as the bride’s most 
wanted household gift. But in spite 
of our every effort, there still may 


not be enough. 


So why not handle it this way? 
Demonstrate KitchenAid just the 
same. Point out the exclusive 
Planetary 


power, 


Action—the extra 
eliminating “power-boost- 
ers” —the smooth 10-speed control 
all 16 attach- 


ments fit into the front hub. Don’t 


—the simple way 


let those brides settle on anything 


less than KitchenAid performance. 


A 





Then, 


promise the rest soon. We’re ship- 


deliver all you can, and 


ping bigger quotas right along. 
KitchenAid 
—will deliver more as soon as 


. - Coffee Mills, too! 





and your distributor 


possible . 





proouct / 





SPACE GALORE is the lot of the SG. W. Onthank Co., in its new building at Tenth 


and Mulberry Sts. in Des Moines, lowa. 


The appliance distributor has taken over 


all five floors to net a grand total of more than 100,000 sq. ft. of floor space. 








DISTRIBUTOR NEWS 





New dealer-contact representative in 
Fort Wayne and surrounding counties 
for the A. B. Gray Co. is A. L. Zick- 
graf, who has been in the appliance 
field in the district since 1920. His 
new employers are located at 1720 S. 
Harrison St., Fort Wayne. 


KENTUCKY 


A new wholesale and retail business 
has been incorporated to deal in radios, 
electric refrigerators, along with re- 
frigerating and heating equipment and 
other appliances. It is Glasgow Gen- 
eral Appliance, Inc., in Glasgow, capi- 
tal $50,000, incorporators J. Mitchell 
Ellis, Mrs. Nellie Terry Ellis and 
Clyde Harris. 


MISSOURI 


To highlight the opening of the 
large building just constructed by the 
Crest Corp., St. Louis, Bendix Radio 
introduced its new sales training pro- 
gram consisting of institutional and 
product sound slide firms and an FM 
chart presentation. A semi-technical 
discussion of FM followed. 

Two meetings held by the Harry 
Cooper Supply Co. of Springfield 
enabled 250 dealers to get a preview 
of the new 1947 Stewart-Warner line 
recently, in Springfield and Joplin. 
M. O. Beckham, Stewart-Warner 
Radio Division’s south-western re- 
gional manager, represented the com- 
pany at the meetings. 








EXPERT Delia Copley, home service director of Southern Appliances, Inc., operates 
the new Bendix ironer at a presentation of the Bendix line to 250 dealers in Char- 
lotte, N. C., by Southern Appliances. On the stage with her are, left to right: Calvin 
D. Mitchell, president of Southern; Grant Layng, Bendix; and Norwood D. Craighead, 
sales manager of the Bendix ironer division. Similar meetings were held in Raleigh, 





KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 








N. C., and in Columbia, S. C. 
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simplest operation: can be set up, threaded 
and operated in few minutes—even by 
children! lightest weight: combined weight 
of projector and speaker only 38 pounds! 
beautifully styled: all aluminum casings in 
distinctive grey crackle finish! kindest to 
film: fewer moving parts touch film, and 
patented shutter eliminates accelerated 
film movement. lifetime lubrication! com- 
plete accessibility to al! parts! powerful 
compact speaker! Improved amplifier! fully 
guaranteed! 


PROJECTOR CORPORATION 


60 McLEAN AVENUE @ YONKERS, N. Y. 


AMAZING NEW 
mm SUUND KING 


16mm projector for 
sound and silent film 


completely different 


superbly engineered 
for homes, schools, 


clubs, institutions, 


and business 


at sensational 
new low orice! 


A huge market awaits this superb 
product — thousands and thousands 
of individuals and organizations 
who want a fine 16mm sound pro- 
jector at the right price! And 
Empire’s Sound King is all that—and 
more! It provides flawless, brilliant 
projection, high fidelity sound re- 
production, simple operation, and 
professional performance! What a 
product! What a seller! What a 
profit maker! 


And the Sound King is backed by 
the hardest-hitting promotion— 
national advertising, window and 
point-of-purchase displays, free 
mats, and mailing pieces! 


DELIVERY SOON.... 


watch for announcement by your 
local distributor! 


PAGE 
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NEBRASKA 


The General Appliance Co. of 
Omaha has been appointed distributor 
for Apex vacuum cleaners, washers 
and ironers in Nebraska and south- 
western Iowa, by the Apex Rotarex 
Corp. Morris Levey heads the or- 
ganization, Charles J. Kleyla is gen- 
eral sales manager, and Earl Bray- 
man is service manager. 


NEW JERSEY 


Krich-Radisco, Inc., Newark whole- 
salers, have been appointed exclusive 
New Jersey distributors of Vornado- 
fan, product of the O. A. Sutton Corp. 

Samuel Gross, president of Emer- 
son-New Jersey, Inc., 122 Branford 
Place, Newark, has announced that a 
new building has been purchased at 
985 Broad St. and his firm’s space 
has increased by the length of a city 
block as a result. Irving Sarlin, the 
firm’s sales manager, says that he has 
hired two new salesmen, by name Mel- 
burn Copold and Saul Sherman. 


NEW MEXICO 


The Charles Ilfeld Co. of Albuquer- 
que has been handling Duo-Therm fuel 
oil space heaters and water heaters, 
and now has taken on Duo-Therm 
furnaces. The territory they serve 
consists of the entire state of New 
Mexico, five counties in southwestern 
Colorado and twelve counties in north- 
western Texas. 





It pays you to sell 


NEW YORK 
The Maytag Atlantic Co., Inc., held 


the first of a five-d i f deal 
THE STEEL YOU NEVER SEE! cuties ts tet Gok santa the 
whole series netted 1100 dealers from 


“| New York, New Jersey and Connec- 
ticut. Among special guests and 





“But,” you might say, “I’m Nor in the They know also that leading manufacturers ne of ‘a pg ty 1 
steel business!” ‘Take a good look at one of your are now using Armco Galvanized Paintcrip— —— parenting 5 eight abe 
washing machines, ranges or home freezers. the special paint-holding sheet steel — 

Isn’t most of it made of iron or steel sheets? for paint-enamel parts of washing machines, ' — 

So it follows that the appliance is no laundry dryers, ironers and home freezers. WASHINGTON WHOLESALER 


better than the sheet steel in it. The continuing Answers PRESIDENT TRUMAN 


Yes, sir, you'll probably sell many tons of sheet 
. . ° ad MR. PRESIDENT, we are one hundred per cent with you in 
steel in appliances this year. And when you can | _™**titror' brine prices bck to nomat 


@ Even though we do not sell directly to the ultimate consumer of our products, 
° oye . we definitel, ize our res} ibility in today's economic crisis resulting. 
point to the familiar Armco triangle trade- from spiraling prices. Since the termination of price controle, we have coe- 
tinued to operate at the margin allowed us under O.P.A. We are an a 
f . organization,.in business to stay, not opportunists trying for a “kill”! Every 
Your customers have come to trust the quality mark, you know — and your customers know — member ofthe firm of Douglas & Seidler. Inc, i a veteran of World War I 
. " ¢ We helped in the fight for world security and intend to vigorously combat the 

present threat to our economic security. 


good-will of your store is tied up with the 


service the steel delivers. 


@ Volume sales are the backbone of the wholesale business. We can sell only as 


of Armco metals—through 33 consecutive you're selling top-quality special-purpose steel. 
c *-. . * < > a = : the public buys! As one of Washington's largest distributors we want anand 
years of Armco advertising in popular magazines. You'll find this trusted label can be quite a po gett a Sey oy ae dee Srogetag suena 


our operating margin well below O.P.A. levels, although our costs of materials 
are still rising. Recent increased volume of curload deliveries by our manufac- 


They have learned that the use of Armco help in your work. The American Rolling Mill Co., | SSiturtsa"tw wine sw enutaion wesede 1 moe aac commy 


handling costa. The balance is our contribution towards a more stable economy 
© Substantial price reductions in all of our lines will be announced to the firms we 


Enameling Iron is assurance of basic 211 Curtis Street, Middletown, Ohio. eupty dering the st en daye. Tews rotons wil be reflected in ver ct 

? of wi y housing and home improvements. It is our firm belief that this is 
. . . . ° 2 but the beginning of a nation-wide movement which must extend from the supplier 
metal quality in porcelain enameled appliances. Export: The Armco International Corporation. of the raw materials to the ukimate consumer. We will gladly pase on any price 


decreases which are extended to us by the manufacturers we represent. 


THE AMERICAN ROLLING MILL COMPANY OVERTURE TO LOWER PRICES: 


. * , D. é. 
© SPECIAL-PURPOSE SHEET STEELS ® STAINLESS STEEL SHEETS, STRIP, BARS AND WIRE yo tele ae peresresy ns 


ment of their move to meet the President 
NATIONALLY ADVERTISED FOR 33 YEARS half-way in his effort to reduce prices. 


It appeared in four papers. 
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Now we can say—affer 2 years of preparation — 


ad fr immedi diver lla got 


Conceived, after careful study of consumer prefer- 
ences, to meet a basic, lasting market demand .. . 
styled by a nationally known designer . . . engineered 
for production-line volume and for controlled, de- 
pendable quality that you can stand behind . . . pack- 
aged by point-of-sale experts for eye appeal and easy 
handling as a traffic item . . . this beautiful lamp is 
really something — a merchandising natural! 


It’s love at first sight when the customer sees the 
slim and graceful beauty of this new Moe fluorescent 
lamp. It has so many uses, she can picture it in 






Moe Brothers’ 
M-112 fluorescent 
kitchen light. Here’s 





This versatile fluorescent pin-up by Moe Brothers has everything 
for immediate consumer acceptance and sustained volume ... > 


several spots in her home, And so easy to use — 
just pin-up and plug-in, It’s loaded with sales appeal. 


We've had our troubles and delays in building and 
equipping an addition to our big, modern factory... 
training additional labor... battling with material 
shortages .. . and meeting all the other problems 
common to post-war manufacturing. 


But now that’s over, At last we’ve built up enough 
inventory on the pin-up so that we can offer NOR- 
MAL PEACETIME SERVICE ON DELIVERIES — 
and keep it up — full support for your sales effort! 


This pin-up fluorescent is not just an item 
— it’s part of a line, carefully balanced to 
make lighting and lamps a more prom- 
inent, more profitable part of your busi- 









another volume builder. Adapter mounts over present fixture- 
base without marring ceiling; adapters removable for perma- 
nent flush mounting. Individually packaged. Available for 
immediate delivery. Order today from your Moe distributor. 

















MOEZBROSTHERS 
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| ness. The kitchen light illustrated is also 


ready in volume — along with porch lan- 
terns and some other items in our pack- 
aged residential-fixture line, known for 
years as “tops” in quality at moderate prices. 
Write today for further information. 


MOE BROTHERS 


anufacliring 
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The new Duchess models are BIG—in appearance—in capacity — 
in performance—in value. Beneath their massive, new streamlined 
beauty is the same mechanical excellence that made the Duchess 
famous —strong selling features like its long-lived Silent Ball Bear- 
ing Transmission, Triple Flex Aluminum Spiral Agitator that 
washes ALL the clothes ALL the time and the newest type Lovell 
Pressure Cleanser. The new Duchess is a big package and a big value 
for you and your customers. You'll be glad you made your date 


with the Duchess. 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 






WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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COGHLIN ELECTRIC CO., General Electric distributor in Worcester, Mass., 





moved into its new home, pictured above, just in time. While renovation was still 
in process at the new 155 Summer St. address, the old building at Exchange St. began 
to collapse. John W. Coghlin is head of the company, one of the oldest in New 
England. In 1885 it was the Page Electric Co., acquired the Coghlin name in 1907 
when it was purchased by John P. Coghlin, father of the present head. 





DISTRIBUTOR NEWS 














Division; Charlie Mason, manager of 
the Philadelphia branch; Dean Landis, 
advertising manager; Ralph J. Sink, 
regional manager of the New York 
area, and William H. Leck, president 
of Maytag Atlantic. 


NORTH CAROLINA 


The Shuman Co., 1216 W. Tremont 
Ave., Charlotte, has been appointed a 
distributor for York refrigeration and 
air conditioning products. Page Air 
Conditioning Co., Inc., of the same 
city, has received the franchise for the 
western half of the Carolinas. 

Harvey H. Stewart and Harold D. 
\lbright, owners of the Twin States 
Distributing Co. of Charlotte, are 
going to build a new $100,000 building 
at 515 W. Palmer St. In size it will 
be 75x125 ft. 


OHIO 


Hosts to more than 75 Carrier room 
air-conditioners dealers and _ their 
personnel in Columbus recently were 
Vern Bice and Raymond Strasburger, 
executives of Ohio Appliances, Inc. 
The occasion was the introduction of 
the new Carrier line. 

Newly named manager in charge of 
records for Ohio Appliances, Inc., 
Columbus, is John Hofer. The firm 
distributes Victor records in central 
and southern Ohio. 

Wearley Motor Co., 100 Monroe 
St., Toledo, has heretofore handled 
only automobiles, but now the firm is 
distributing appliances. Some of their 
brands are Presteline, Norge, Crosley, 
Benix, Universal, Sunbeam and West- 
inghouse. 

According to Robert C. Hager, 
president, the Arnold Wholesale Corp. 
of Cleveland has become distributor 
of M-G-M- records for 44 counties of 
Ohio, including the Cleveland, Co- 
lumbus and Youngstown area. 

New man in charge of sales in Co- 
lumbus and Frankline County for the 
Appliance Distributing Co., Colum- 
bus, is Burt Bohannon, according to 
C. O. Tracy, general manager. Lines 
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handled are Norge, Zenith and Iron- 
rite, among others. 

Howard Squire has resigned as 
manager of new business in the De- 
fiance division of Toledo Edison Co., 
and will cover southeast Michigan and 
northwestern Ohio for the Hi-Speed 
Co., Toledo, selling electrical appli- 
ances at wholesale. 

About 150 dealers and salesmen from 
the Toledo area met in the showrooms 
of the Buhl Sons Co., 1001 Monroe St., 
Toledo, to participate in a recent view- 
ing of the 1947 line of Bendix Home 
Appliances. From the factory came 
Grant Layng, Mary Ellen Dewine, L. 
F. Worth and Gordon Payne to en- 
lighten them. A. R. Morey of Buhl’s 
Detroit branch spoke on merchandis- 
ing and advertising. 


OKLAHOMA 


Almost all of Oklahoma has been 
handed over to the Southwest Radio 
& Equipment Co. of Oklahoma City 
for distribution of Duo-Therm fuel oil 
space heaters and water heaters. 


OREGON 


Seventy-five Easy washer dealers 
and service men from Oregon and 
southern Washington attended the re- 
cent service school held at the quar- 
ters of the W. L. May Co. in Portland 
to watch a class in service methods 
presented by Jack O’Connor, service 
and parts engineer for the Easy 
Washer Corp. The meeting was in 
charge of Walter Alfonse, northwes- 
tern district manager. 

Sylvania presented its 1947 line of 
lighting equipment to dealers, con- 
tractors and utility men of Portland 
at a gathering held there recently. 
Principal speakers. were R. T. Guion, 
Portland district manager, C. A. Dick- 
inson, Northwest manager and Wm. 
Kennedy, Pacific Coast field engineer 
for Sylvania Corp. Hosts for the 
occasion were D. B. Chown Electric 
Supply and J. E. Haseltine Co. 

The Pacific Coast Heating & Ap- 
pliance Co. saw to it that more than 
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QUAKERS Grandma Gianey tage 
«my QUAKER HEATER’ 


gives me FREE HEAT EVERY 
FOURTH WEEK...keeps my 


expenses way down”... 




















QUAKERTROL 


Helps you Capture 


this Seg Market 





Here’s a market worth capturing! Think of it... 
58% of all homes in America are stove heated. 
And over 50% of all new construction will rely on 
space heating. There’s actually less saturation in 
the oil heater market than in any other major 
appliance market today! QUAKER and QUAKERTROL 
are coming your way to help you c-r-a-c-k that 
market—to help you become heating headquarters 
for that 58% in your community who live in stove 
heated homes. Soon, there will be volume pro- 
duction of these finer heaters. In the meantime, 
Quaker “Challengers” are rolling off the lines on 
their way to you for a bigger and better 1947. 





QUAKER MANUFACTURING COMPANY 
223 W. Erie St., Chicago 10, IMlinois 


QUAKER] 







MODEL 2006 MODEL 2008 MODEL 2010 MODEL 2013 


ees 
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in THis BY 


Sell Silent Breez 


awn-BUYING SEASo 








IT’S A SENSATION IN VENTILATION 


Now’s the time to capture peak profits from ventilating 
fan sales! In this big fan-using season, make sure of your 
share by stocking the air mover that moves fastest from the 


sales floor—Silent Breeze. 


There’s a ready-made market for Silent Breeze Ventilating 


Fans—for “sleep-conditioning” homes . . 


. for comfort- 


cooling shops, stores, factories and public buildings. And 
in this tremendous, untapped market, Silent Breeze has the 
widespread consumer acceptance it takes for profitable sales! 

“Big-space” advertising in leading national consumer 
magazines carries the Silent Breeze sales story into more than 


6,800,000 homes 


..- keeps the customers coming your way. 


And, the builders of Silent Breeze provide every dealer with 
the wide variety of advertising and display ammunition 
needed to score a bull’s-eye on appliance profits. Plus the 
48-page Selection and Installation Manual to make every 


installation a success. 


So, take advantage of the opportunity ... add Silent Breeze 
to your list of profitable lines—today! Write, phone or wire 


for complete information. 





Cutaway view 

showing auto- 

matic ceiling 
shutter 


COMPLETELY “PACKAGED” 





FOR EASY INSTALLATION 


Here's the sensational Silent Breeze “package” for completely automatic ventilation of 
any type home. Built by a nationally known manufacturer of heating and ventilating 
equipment . . . proved in thousands of installations. 


SILENT BREEZE FAN—Modernly designed in sizes for every home. Whisper-quiet 


and economical. 


SUCTION CHAMBER —Provides a leakproof, sound-absorbing enclosure between fan 


and shutter or grille. Prefabricated in four panels for easy assembly. 


AUTOMATIC CEILING SHUTTER—Opens when fan comes on, closes when it shuts off, 


Latest flush-type design. 


(Automatic outlet shutter available for sidewall installation when suction chamber is 


not used.) 


Write for Complete Information! 


HOLCOMB & HOKE 
MFG. COMPANY, INC. 


1549 VAN BUREN ST. 
INDIANAPOLIS 7, IND. 





© 1947, 4 aH MFG, CO., Ine. 
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DISTRIBUTOR NEWS 











100 dealers and salesmen from Oregon 
and southern Washington got a look 
at new models of Presteline electric 
ranges and Olympic radios recently. 
Main speakers were A. Raysson, sales 
manager for Pressed Steel Car Co. 
and A. A. Zoll, West Coast repre- 
sentative for Olympic radios. 


PENNSYLVANIA 


Philadelphia area distributor for L 
& H electric ranges and water heaters 
is the Elliott Lewis Electric Co., 401 
N. Broad St., Philadelphia. 

Keps Electric Co., 638 Grant St., 
Pittsburgh, has added two sales re- 
presentatives to the household appli- 
ance division. They are Gerald W. 
Moran and Carl Palmer. 

I. and M. Sufrin, Stewart-Warner 
distributors in the Pittsburgh area, 
announce that their new general man- 
ager is George A. Hoeveler, well 
known in management and merchandis- 
ing in the Pittsburgh area. 

According to Harold W. Gold- 
stein, president, the Anchor Distribut- 
ing Co. has found it necessary, on 
account of expansion, to take over the 
second floor of the adjoining building 
for office use. 

During the recent housewares show 
in Philadelphia, Peirce-Phelps, Phila- 
delphia and Harrisburg distributors, 
showed off its facilities to a group of 
manufacturers, among whom were: 
R. M. Oliver, T. P. James, Joe Tiers, 
C. McLaughlin and Tom Kenna of 
Proctor Electric Co.; R. J. Alexander 
of Rival Mfg. Co.; A. H. Zirke and 
Byron Besse of Royal Vacuum Cleaner 
Co.; Payl J. Walter and Adam Eckel 
of Club Aluminum; Marshall Adams, 
J. W. Purvis, M. L. Ondo, A. L. 
Reeves, R. W. Hogan, James C. King, 
D. V. Rucks and C. D. Alderman of 
Mullins Mfg. Co.; M. J. Busch and 
W. A. Friedrich of Hamilton Mfg. 
Co.; and Charles Zemer of the Cham- 
bers Corp. 


SOUTH CAROLINA 


The new -Bendix automatic home 
laundry ensemble—washer, ironer and 
dryer—was introduced to dealers of 
the Columbia area recently by Southern 
Appliances, Inc., of Charlotte, N. C., 
Calvin D. Mitchell, president. W. T. 
Simmons, manager of Southern’s Ben- 


dix department, and William Burnette, 
district manager of the same com- 
pany, participated. 


TENNESSEE 


General Mills has appointed Shobe, 
Inc., of Memphis to distribute the Tru- 
Heat iron, according to Jack Ed- 
wards, the firm’s southern manager. 


TEXAS 


The Ricol Co. of Fort Worth has 
changed its name, and will henceforth 
be known as Southern Associates. 
Harry J. Tuffly is sales manager of 
the manufacturers’ representatives firm. 

Two new Duo-Therm space heater 
and water heater distribytors in Texas 
are the Southwestern Appliance Co. 
of Amarillo and the South Texas Ap- 
pliance Corp. of San Antonio, the 
former for northwestern Texas and 
the latter for the southern part. 

Jack Schenberg, director of merch- 
andising of the Casco Products Corp., 
announces the appointment of Todd 
Brothers, 606 N. Field St., Dallas, 
as housewares sales representatives for 
the firm’s electric heating pad and 
power tool kit divisions. 

Appointment of Patterson & Co., 
Dallas as Webster-Chicago represen- 
tatives has been made known by W. S. 
Hartford, Webster sales manager. 

The General Appliance Co., Wichita 
Falls, newest appliance concern, has 
been appointed distributors of Gen- 
eral Electric appliances, according to 
Thomas R. Vague and Coyal L. Fran- 
cis, co-owners of the firm. 

Modern Metal Products, Inc., of 
San Antonio is moving into its new 
offices and starting construction on a 
new building, and at the same time 
has some new officers to announce. 
H. S. Walker will be general manager 
of Modern Equipment Co., one of the 
firm’s contracting divisions. C. A. 
Wheeler, Jr., 16-year veteran in store 
designing, will be store planning en- 
gineer: James A. Miller will supervise 
the engineering, installation and serv- 
ice department. The manufacturing 
department will be under the super- 
vision of William Schwarz. Modern 
Kitchens, the other contracting firm in 
the organization, will have Harold D. 
Prunty as head of the kitchen design- 
ing department. 


New Appointees of Modern Metal Products 


JAMES A. MILLER 


JUNE 1, 








C. A. WHEELER, JR. 
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HERE'S WHY BETTER 
HELPS THE SALES 


In the June issue: 
Home Freezers ~~ to help 
the right one; 
e in the 
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le plan for full use 

of appliances, and urging them to 
look ahead to more appliances 

It's practical material like this 
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to buy, ready with intelligent 
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No wonder Better Homes 

so well with the 
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FULL PAGE ADVERTISING IN LIFE 
AND SATURDAY EVENING POST. 
BUILDS SENTINEL BUSINESS™ 


LYRIC: SA-14 pee -_ 
The Sentinel miniature self-starting Electric 

Alarm Clock with the 1-2-3 alarm. Silver 
plated metal case, easily read numerals, 
Only 44%" high. Retails at $4.95. 








The features that sell electric clocks are modern 
styling, moderate price and dependability. 
Ingraham Sentinel electric clocks have their 
motors completely sealed in oil for long life and 
accuracy. They sell on sight and give such 
satisfaction that they build good and lasting clock 
business for you. “Something we can really go 


to town on,” writes one big distributor. 


tase 


We are working hard to catch up with the 
MURAL: SK-135 


demand but are still forced to market this 


The Sentinel modern design electric self- 
starting Kitchen Clock. Easy to see, easy 
to keep clean; 5°’ white dial, convex glass, 
convenient bottom set. Retails at $4.50. 


extremely popular merchandise on an allotment 
basis. It is sold under Fair Trade Agreements with 
liberal profit margin. See your distributor. 


THE E. INGRAHAM COMPANY - Bristol, Conn. « Est. 1831 


in Canada—The Ingraham Canadian Clock Co., Ltd., Toronto 





ARLINGTON: SD-136 


The new Sentinel wood-case electric self- 
starting Desk or Table Clock. Beautifully 
grained walnut case. 6” high. Motor com- 
pletely sealed in oil. Retails at $12.50. 


Above prices cre exclusive of taxes. 


YUM 
Ms 


SENTINEL’ 


( Reg. U. S. Pat. Off. ) 


CLOCKS AND WATCHES 
“Gad Your Frecious Same” 






















DISTRIBUTOR NEWS 





VERMONT 


The Brattleboro firm of Butler, 
Webster, Inc., has set up a wholesale 
and retail business in heating and 
plumbing supplies and electrical ap- 
pliances, with 500 shares of n.p.v. 
common stock. Incorporators are Jo- 
seph F. Butler, Byron N. Webster and 
Beryl E. Atherton, all of Brattleboro. 


WASHINGTON 


Washington Distributors, 115-117 
Madison St., Seattle, Air King radio 
wholesalers, have recently moved to 
new quarters in the downtown financial 
section. The firm is a partnership of 
Jack Kessler, Boris Merport and Wil- 
bur Nagel. 


WISCONSIN 


Roth Appliance Distributors _ re- 
cently played host to more than 100 
of its dealers in Wisconsin and the 
upper peninsula of Michigan. The 
occasion was the introduction of the 
new Bendix automatic ironer and 
dryer, and several Bendix officials 
participated. 


HAWAII 


Fred C. Wood, West Coast repre- 
sentative for Casco Products Corp. 
took time off from a honeymoon re- 
cently to appoint the Hawaiian Elec- 
tric Co. as exclusive distributors of 
Casco electric heating pad appliances. 


BRITISH COLUMBIA 


Soon to open at 721 20th St., New 
Westminster, is Brown Bros. Elec- 
tric, Ltd., which will sell appliances 
at both wholesale and retail, with 
capital of $10,000. 





Compact Cleaner Maker 
Undergoes Name Change 


Interstate Aircraft & Engineering 
is the new name for the former Inter- 
state Engineering Corp. of 2230 East 
Imperial Highway, El Segundo, Calif. 
The firm manufactures the Compact 
vacuum cleaner. 

















QUICK DELIVERY of Zenith's first 
chairside combination from Chicago te 
New York was insured by the use of an 
American Airlines new DC-6. Ray Ha- 
gen delivers the shipping order to 
Stewardess Marion Negaard. 
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Month-in and month-out more women 
buy Silex Lox-in glass filters 









EXCLUSIVE! 


Only glass filter 
that locks in! 


Can’t bob up, can’t fall out 
because it locks in place! 
Makes clearer coffee by 
actual test than other 
clothless filters! 
Minimizes bowl 
breakage! 





















EXCLUSIVE! 


Only filter with a lifetime 
guarantee against breakage! 


Another powerful reason why dealers 
find Silex Lox-in glass filters easier to 
sell! Why—just in the last year—dealers 
have sold millions of Silex Lox-in glass 
filters. 














2 Get behind the Silex Lox-in filter—fastest selling filter on the market 


REMEMBER...it pays to feature the leader! 


— MORE SALES — MORE PROFITS 


TRADEMARK REG, U. S. PAT. OFF, 


HARTFORD 2, CONN. 
ST. JOHNS, P.Q. CANADA 


MADE BY THE MAKERS OF THE FAMOUS SILEX 
GLASS COFFEE MAKER AND STEAM IRON 


ELECTRICAL MERCHANDISING—JUNE 1, 1947 PAGE 173 










































ELECTRIC 
ROASTER-SERVER 


of stainless steel and 
chrome-at half the price 
of the ordinary roaster. 








Te 


RETAIL 


ELEGANT—Adds "Sterling Silver" charm to the table. 


Eliminates extra cooking and serving utensils. 


SERVES UP TO EIGHT PERSONS—Holds up to six 
pounds of meat or almost a gallon of beans, soup, or 
stew. 


a ECONOMICAL—Costs no more to operate than a 
A 100-watt light bulb . . . spreads no heat. 


veer PRESERVES ICE-CUBES—Three trays-full up to 18 


hours .. . ideal for salads and cold dishes. 


s a] 
vt, STAINLESS STEEL COOKING WELL—Enduringly 
— 3 beautiful . . . won't tarnish, dent, or chip . . . clean 


with soap and water. 


ry FEATHER-WEIGHT—Easy to handle ... take on 

2% = picnics . . . keeps food hot for hours. 

THE MOST USEFUL SMALL APPLIANCE EVER MADE. 

KEEPS FOOD HOT OR COLD — PRESERVES ICE-CUBES. 
ROASTS, BAKES, STEWS, FRIES, BOILS. 


Hi-Lo Snap Switch for normal or fast cooking. Heavy-duty heating element. 
Fiberglass insulation. Modern blonde hardwood fittings. Finest quality through- 
out. Underwriter Approved. Complete with detachable cord set and plug. 
Weight—6 Ibs. Shipping Weight—7 Ibs. Packing—Individual carton. 


Model No. 100—Chrome-plated body.......... ....$17.95 
, Model No. 200—Gleaming black baked enamel body. $14.95 


TWO SILENT SALESMEN help you sell Buffet Chef: (1) a graphic 
sales manual showing all features and uses, (2) an attractive cookbook of 
tempting recipes. Both items packed with each appliance, 






WRITE OR WIRE 






HART-TOLEDO, Inc., 1932 N. 13th St., Toledo 2, Ohio 
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MORE INTEREST in appliances than in the free barbecue offered by Searle's 
Saving Center, Vernal, Utah, as a first anniversary celebration, is evidenced by 
these shoppers. Wood Searle is owner of the store. 














ARKANSAS 


Andy Turner, Jr., who has been 
operating the Turner Electrical and 
Appliance Service in Russellville, has 
leased a building on Boulder St. for 
a store. He will call his new place 
the Home Appliance Center. 

The Gillespie Appliance Co. has 
been temporarily closed because of a 
recent fire, which disrupted things 
considerably for a while. The store 
is back on its feet again, however, 
and has reopened at 1017 W. 7th St. 


CALIFORNIA 


A fourth unit has been opened by 
Lane’s, operators of appliance and 
jewelry stores, at Twentieth and I 
Sts. in Bakersfield, under the man- 
agement of Don Bayer, who is as- 
sisted by Bill Wright. 


COLORADO 


Jake Hayutin has been in business 
for fifty years, and during that time 
has seen his business, originally started 
in Denver, grow into a good-sized 
corporation, with stores all over the 
West. He started with a bicycle shop, 


and now his stores carry all sorts of 
allied lines, prominent among which 
are appliances. He is celebrating his 
anniversary with a 30-day sale, during 
which time “the entire store profit will 
be given back to the public.” Two 
sons, Marvin and Harvey Hayutin, 
and Ida Hayutin, are officers in the 
corporation and active in the man- 
agement of the companies. Jake Hay- 
utin himself is chairman of the board 
of Jake Hayutin & Sons Co. 


FLORIDA 


Rutland Brothers is carrying out a 
complete remodeling of a building at 
the corner of Central Ave. and Sixth 
St., St. Petersburg, according to J. H. 
Rutland, president. Known as Millsap 
Appliance Co., the new store will have 
John S. Millsap as manager. 

Carter Electrical Service, 99 George 
St. in St. Augustine, announces that 
it has a new man in charge of its 
radio and appliance repair department. 
He is Robert E. Greggs, a veteran of 
17 years’ experience. 

No longer will two Fort Walton 
businesses, the Gibson Electrical Co. 
and the Fort Walton Appliance Co. 
be operated jointly. The joint oper- 





SURROUNDED by quite a few of his cohorts is Jake Hayutin, who is second from 
the left, seated, with his son Marvin on his left. Mr. Hayutin is celebrating his fiftieth 
anniversary in business, which started with a bicycle shop in Denver and now sells 
many kinds of durable goods in stores all over the West. 
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Point to the DULUX seal 


REG. U. S. PAT. OFF. 
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It identifies America’s leading kitchen 
appliance finish ... helps sell customers 
and keeps them sold 


Pre-testing like this keeps DULUX out in 





front. Here, carborundum, forced by air Your sales story is made easier when you use the famous DULUX 
pressure, gives a DULUX-finished panel o Seal as a sales aid. Folks know and respect the name DULUX ... 
pee gyal naan torarsin olaggydee’ so point out the seal and remind them of what they’re getting in color 
surpass... actual kitchen wear. retention, mar-resistance, and other qualities that mean long-last- 


ing beauty. You can tell them, too, that DULUX is rigidly pre- 
tested to insure its outstanding durability. 


These are sales points of proved value. If your manufacturer is 
Gi PONT supplying you DULUX-finished merchandise without the seal, ask 
him to identify the finish with the seal from now on. It not only 

helps build sales today . . . but “‘brings them back for more’’! 





REG. U.S. PAT. OFF 


lls BETTER THINGS FOR BETTER LIVING E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, 
... THROUGH CHEMISTRY Wilmington 98, Delaware. 
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FROSTOFOLD OPENS THE DOOR 
To Faster Freezer Sales 


On the floor or in outside selling, Frostofold literally opens the door 
to faster home freezer sales. It shows prospects more than 100 ways 
that your freezer can serve them. 

Food experts and leading home freezer makers widely recommend 
the complete Frostofold Kit and Jiffy Set-Up containers for home 
packaging frozen foods. 

Frostofold’s patented inner-liner keeps air out and moisture in to 
scientifically protect all kinds of frozen vegetables, fruit, meat and 
poultry—also pre-cooked foods of every type. 

Frostofold helps you sell freezers, and it keeps your customers sold. 
Stock both Kits and Containers for more freezer-happy customers— 
and more profit through repeat Frostofold sales. 


FROSTOFOLD Food Packaging Kit 


Contains 25 each pint and 

quart size Frostofold con- 
tainers, roll cellophane, 
stockinette, and all mate- 
rials. (plus illustrated in- 
structions) for packaging 
every type and shape 
of food for freezing. 
Retail $4.95 — At- 
tractive dealer dis- 
count — 6 kits to 
corrugated case, 






















FROSTOFOLD ‘‘50’s’’ 


Attractive display package contains 50 single use 
and sanitary Frostofold containers, specially de- 
signed funnel and illustrated instructions for 
home packaging of frozen foods. 

50 quarts—retail $2.25—Attractive dealer 
discount—1 doz. “50’s” to corrugated case. 
50 pints—retail $1.75—Attractive dealer dis- 
i count—1 doz, “50's” to corrugated case. 









ri 
i> 


©" Guaranteed by ” 
Lee Housekeeping = 
Leas covcanty 
7 Order nationally advertised Frostofold 
through leading appliance distributors, 
jobbers—or write direct to— 


FROSTOFOLD 


THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 
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ators, John and Billy Gibson, are 
dividing things up—the former tak- 
ing over the electrical company and 
the latter the appliance business. 

Since it first began business, the 
Harold Ashley Co. has been located 
at 802 Hogan St. But now comes 
news of a change, with the firm 
meving into a modern building at 
1636 Hendricks Ave., in the shopping 
district. 


GEORGIA 


Atlanta’s Appliance Service Co. has 
occupied new and larger quarters at 
517 Ponce de Leon Ave. It is headed 
by W. P. Deklyne, who was formerly 
southeastern regional manager for the 
Eureka Williams Corp. 


INDIANA 


Dissatisfied with the two entrances 
it has been using, the Clark Appliance 
Store of Frankfort has decided to do 
the whole front over. The way it’s 
being done now provides for one big 
central entrance and two large display 
windows. 

In Evansville, the Schuttler Music 
Shop, 18 N. W. Sixth St., has added 
an appliance department. Featured 
in it are Admiral refrigerators, K-M 
hotplates and liquidizers, and the 
General Mills “Betty Crocker” iron. 

With Crosley products as the fea- 
tured line, the McKinsey Appliance 
Sales store has opened a showroom at 
308 E. Washington St. in Frankfort. 

A complete new line of radios is be- 
ing added by Evans Jewelers, 1032 Cal- 
houn St., Fort Wayne. Floor space 
is being trebled to make room for the 
sets, as well as for a new department 
of small appliances. Leo Sunshine is 
proprietor. 


KANSAS 


The Albright Electric Co. of Holton 
has been sold by its owner, Fay Al- 
bright, to Raymond D. Douglas, who 
has been doing his electrical business 
in Topeka for several years. Mr. 
Douglas is retaining all the employees, 
but they will now be working for the 
Douglas Electric Co. 


The J. I. Case Department of the 
L. R. Hoff Store, Clay Center elec- 
trical appliance dealers, was moved 
recently to the store’s new location at 
420 Court Ave., in the new Schaubel 
building. The Hoff stores reorganized 
recently, and reduced prices were a 
feature of concurrent removal sales. 

According to owner and operator 
Ivan D. Horton, the Radio and Elec- 
tronic Service Shop, Smith Center, 
recently took on Westinghouse and 
Philco lines, in connection with ex- 
pansion moves. 

William J. Acker’s Acker Electric 
Co., Manhattan, held its grand open- 
ing at its new location, 612 S. Third, 
recently, and ran a huge local ad offer- 
ing a variety of appliances for immedi- 
ate delivery. Among them were Gen- 
eral Electric, Emerson, Robbins- 
Myers and Proctor lines. 

With the purchase of the Logan 
Reynolds Appliance Store, 203 S. 
Washington Ave., Iola, a stock of 
tires was moved out, and henceforth 
appliances will reign alone there. 
Melvin Bell bought the store and 
renamed it the Bell Appliance Store. 

The Curtis Furniture Store of Iola 
has been busy changing its place of 
business around. Both remodeling 
and enlarging have taken place. 
Bendix home laundries and Crosley 
radios are two of the lines they handle. 

L. O. Linton has left the employ 
of Daylor Motors in Wamego and 
purchased the Firestone store in the 
same town from Fred Reisner.’ The 
Firestone store handles a complete 
appliance line. 


KENTUCKY 


Emerson Spencer and Clifton Leslie 
have been busy proving that they 
can do business without a firm name. 
Not wishing to be regarded as eccen- 
trics, however, they have organized 
the Spencer & Leslie Electric Shop 
at Flemingsburg and have moved to 
a new location. They expect to con- 
tinue to do business. 


MISSOURI 


Rothman Radio & Appliance Co. has 
opened its third store in St. Louis, at 














NEW RETAIL BRANCH of the Appliance Mart of Tucson, Ariz., has been located 


in Phoenix. 


Both retail outlets of the firm are managed by Rene Larriva. 


Under 


construction is a $50,000 warehouse. The retail portion of the business recently gave 
up the merchandising of furniture, a wartime line, to devote all its space and effort 


JUNE I, 





to complete kitchens, cabinets, metal kitchenware, and a complete line of appliances. 
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morvon me Harutryette* 


> Trade mark registration applied for 
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The PANTRYETTE* brings the pantry within 
arm’s reach of the sink, range, or refrigerator. 
It furnishes the kitchen in the modern man- 
ner, economically, without rebuilding or 
kitchen alterations. 





For the first time, the housewife is offered 
these combined advantages: sliding doors of 
frosted glass—no bumped heads . . . concealed 
fluorescent lighting that directly illuminates 
both PANTRYETTE* interior and working sur- 
face below . . . switch and two outlets for 
electric appliances . . . rounded top and bot- 
tom edges, for ease of cleaning . . . a place for 
everything —12 cup hooks, pegs for beaters 
and handled utensils, space for tall items, 
width for 12” dinner plates. 


As in all Morton steel cabinets and sinks, 
there is top-flight styling and quality in the 
PANTRYETTE*. 


RG ee. smh wae, SS 
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MORTON Manufachuning Company 
ith... < Geer (2 a General Offices: 5125 West Lake St., Chicago 44, Illinois 


PAGE 178 

















3408 Washington Blvd., across the 
street from the firm’s first location 
twenty years ago. 


NEW JERSEY 


The Ball Refrigeration Co. an- 
nounces the opening of its new build- 
ing on Richmond Ave., “in the heart 
of Point Pleasant.” This will provide 
over 7,000 sq. ft. of floor space for 
display, warehousing and servicing of 
its G-E, RCA, Crosley and Bendix 
lines. 

Edgar Phillips & Son, Inc., 1420 
Ninth Ave., Neptune, celebrated its 
38th anniversary with a new building, 
just opened. Edgar Phillips is presi- 
dent of the company, and Charles C. 
Phillips is secretary-treasurer. 


NEW YORK 


Modern lighting and new _back- 
grounds feature the new Lee’s Store, 
appliance dealer at 630 N. Salina St., 
Syracuse. A mezzanine 130 feet long 
has been constructed for additional 
displays, says S. A. Lee, president. 

Following extensive remodeling of 
both the interior and exterior of the 
store, the Hardiman-Woolworth Co., 
147-149 Court St., Watertown, has 
been reopened. William J. Hardiman 
is president of the company, which 
was established in 1879, and John J. 
Hardiman is secretary-treasurer. 

Bernard B. Zients has been appointed 
a merchandising vice-president of City 





BERNARD B. ZIENTS 


Stores Mercantile Co., Inc. He will 
have charge of resident buying ac- 
tivities, which includes appliances. 

When expansion is completed at 
Wilson’s Leading Jewelers, Inc., 205 
Main St. E., Rochester, personnel will 
be brought up to the number of 30. 
Large and small appliances will come 
in as a result of the enlarging of 
the store. 


NORTH DAKOTA 


Arthur Platt, who has been in the 
newspaper business for a long time, 
has now become associated with Clar- 
ence A. Brandvik in the ownership 
and management of the Fargo Electric 
Motor Co., 620 Second Ave. N., Fargo. 
The firm has been distributing motors, 
and last year went into retailing and 
servicing of appliances. 


PENNSYLVANIA 


Herb and Bernard Harris, brothers, 
have remodeled the store in which 
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Manufacturer enthusiastically adopts Plan 


EACH DEALER GETS 


l Selective coverage of his local market 


3 The low rate of just 2c a line! 


eeeeoea eo e2e28286808060636 6 


Identifying your local outlets—prominently—can 
pay fast dividends and build a stronger selling organization. The Chicago 


Tribune's Selective Area Advertising Plan does this for you. Under this plan— 


2 Prominent display of his name and location 2 Enthusiastic dealer support 


Okays proofs for new campaign 





Mrs. Chicago sees ad with dealer's name in Tribune 





Mr. and Mrs. Chicago hurry to dealer and buy! 





YOU GET 


l Better identification of your local outlets 








3 Advertising that pays off right away! 


Net only do you steal a march on 
competition, but you can corral more of 
the Great Chicago Market. ..a market 
so large it can take all or the greater 
part of the production of many manu- 
facturers. This plan will make more val- 
vable to you the exhaustive findings of 
the Tribune’s Durable Goods Study 
among dealers and consumers. 

To learn how it will meet your specific 
needs, write your nearest Tribune repre- 
sentative as shown below. 





For quick, effective coverage of the Great Chi- 
cago Market, there is no medium quite like the 
Chicago Tribune. 63.4% of the $414,757,552 
volume for home appliance purchases during 
the first year they are available will be spent 
by Tribune-reading families. Rates per line per 


100,000 circulation are among the lowest in 
America. 
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Chicago Tribune 


The Worlds Greatest Newspaper 


March average net paid total circulation: 
Daily, over 1,040,000; Sunday, over 1,500,000 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 





1, 1947 





A. W. Dreier, Chicago Tribune 
810 Tribune Tower, Chicago 11 


E. P. Struhsacker, Chicago Tribune 
220 E. 42nd St., New York City 17 


Fitzpatrick & Chamberlin 
155 Montgomery St., San Francisco 4 


W. E. Bates, Chicago Tribune 
Penobscot Building, Detroit 26 
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Flavor-Saver Dual Burners gvaranteed for life 











Veri-Clean Completely Removable Broiler 















One Piece Porcelain Enamel! Front Frame 


| Porcelain Enamel Finish Inside and Out 


wt Range To Keep Clean 









































EVERY 

SALES FEATURE 
FOR EVERY SELLING 
ADVANTAGE 





America’s Easie 
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The Ultramatic CALORIC has all the features your customers 
want in the range they plan to buy ... all the features you want 
for more sales. The fast, modern Ultramatic CALORIC is 
built to give carefree service for a lifetime of virtually auto- 
matic cooking. There is no finer range to own—no easier 
range to sell than the new Ultramatic CALORIC. 


These Ultramatic CALORICS will be in production soon. 
If you sell fine gas ranges write for full information to: 


Caloric Stove Corporation, Widener Building, Philadelphia 7, Pa. 
All CALORIC L.P. Gas Models Have Specially Engineered Burners, Guaranteed for Life. 


147,000,000 SELLING MESSAGES to 3 out of 4 POTENTIAL CUSTOMERS 
12 Months a Year CALORIC’s Nationwide Advertising is 
Building a Big Market for the Ultramatic CALORIC through 
BETTER HOMES & GARDENS AMERICAN HOME 
SMALL HOMES GUIDE 
McCALL’S 

L. P. Gas Range Advertising 


SUCCESSFUL FARMING HOUSEHOLD FARM JOURNAL 
COUNTRY GENTLEMAN PROGRESSIVE FARMER 


LADIES’ HOME JOURNAL 
WOMAN'S HOME COMPANION 
GOOD HOUSEKEEPING 


Behind this continuous advertising campaign is a complete dealer 
merchandising plan and an aggressive promotional program. 





'p) 
REG. U. S. PAT. OFF, 


THE GAS RANGE YOUR CUSTOMERS WANT 





PAGE 180 














THREE IN ONE: Isett's, of Kenosha, Wis., advertise their new store as "Three Big 


Stores in One"—the three featured lines being appliances, sporting goods and fur- 
niture. The store has expanded recently, and this is part of the result. 











they are partners. Harris Bros. is 
located at 6237 Frankstown Ave. 


TENNESSEE 


In order to give what they believe is 
the quickest service ever offered in 
Memphis on electric maintenance 
and repairs, the Feltus Electric Co., 
573-575 Marshall, has installed radio- 
telephone truck service. The firm is 
operated by R. E. Feltus and his 
sons, David and Robert. 

The Serve-All Appliance Co. of 
Knoxville is announcing a change of 
address. Hereafter it will be found 
at 712 S. Gay St. 


TEXAS 


The Maytag El Paso Co. reopened 
for business recently after moving 
into a new, enlarged location at 607 
N. Mesa Ave., El Paso. William 
Hirsch is owner and manager of the 
store. 

Harvey H. Corn finds himself presi- 
dent of two concerns, one wholesale 
and one retail, after his purchase of a 
substantial interest in the two. Con- 
solidated Appliances is a distributor 
of Farnsworth products, and The Cos- 
mopolitan is a retail furniture-appli- 
ances store which handles Farnsworth 
appliances exclusively. Both firms 
are located in Amarillo. 

The Raney Electric Co., authorized 
Monitor dealer with a full line of 
appliances, has formally opened its 
new display rooms at Bryan and 
Annex Sts. in Dallas. 


WISCONSIN 


According to Wendal D. Lewis, 
manager of the appliance and radio 
department of Klode Furniture Co., 
Milwaukee, the firm has had good re- 
sults with a jingle contest it held in 
the interests of Bendix products. A 
follow-up letter of thanks was sent 
to each contestant, with a return card 
asking if the writer was interested 
in any kind of appliance. 

Samuel Belleranti of Cudahy, Wis., 
has turned his tavern premises into 
an electrical appliance store. This 
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is Mr. Belleranti’s second store in 
the community, the first being the 
Economy Electric Co. 

Marvin "Sherwood of Coleman has 
bought the Schussler Electric Appli- 
ance Store at Marinette from Frank 
Schussler, after working for the lat- 
ter for several months. The store is 
two years old. 


WYOMING 


The Anderson Home Appliance Co. 
of Cheyenne has announced that John 
D. Connelly has been appointed as 
general sales manager, after resigning 
from the state employment service. 


BRITISH COLUMBIA 


New and enlarged premises are the 
property of the Kelogan Radio & 
Electric, Ltd. They are now at 163? 
Pendozi St., Kelowna. 

Acme Refrigeration and the R. L. 
(Bud) Davies Electric are now in- 
stalled in their new joint premises at 
98 Sixth St., New Westminster. The 
first named is headed by A. A. (Art) 
Calder. 








THE RADIO,of course, is the reason for 


publishing this picture. It's a G-E port- 
able. The chair is an Armstrong rubber 
beach model. 
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MILLIONS oF DOLLARS 


7 IN ADVERTISING CAMPAIGNS ARE PRE-SELLING 














THE MEN WHO SELL THESE FAMOUS BRAND NAMES 
HOW TO TIE IN—AND CASH IN-—ON THE “CP” PROGRAM 


You’re missing something big if you don’t learn how 
the ““CP”’ trademark of the Gas Appliance Manufac- 
turers Association (GAMA) will help you sell top- 





A-B + CALORIC + DETROIT JEWEL 


of-the-line, famous brand automatic gas ranges to ESTATE HEATROLA + GAFFERS & SATTLER 
the 2 out of 3 of your customers with gas ranges : 
more than 10 years old. ; GARLAND - GLENWOOD - GRAND 

- The “CP” seal on the profit lines you handle is HARDWICK + MAGIC CHEF - MOORE'S 


your customers’ double assurance that the automatic 


Ce 











gas ranges they buy meet rigid high standards set by 
GAMA on recommendations of manufacturers, gas 
utilities, home economists and cooking experts. 
More than ten million dollars in utility and manu- 
facturer advertising campaigns are pre-selling your 


. customers for you. Here is the soundest selling idea 


and the biggest profit opportunity in major appli- 
ance history. 





OCCIDENTAL - O'KEEFE & MERRITT 
QUALITY - ROPER + SGE-ACORN 
SGE-ORIOLE +» SPARK + TAPPAN + UNIVERSAL 
WEDGEWOOD ~- WESTERN HOLLY 
In Canada—CLARE BROS. - MOFFAT 





Ask your manufacturers’ sales representatives how to cash in on the ‘‘CP”’ program, or 
write Gas Appliance Manufacturers Association, 60 East 42nd Street, New York 17, N. Y. 
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GAS THE WONDER FLAME FOR AUTOMATIC COOKING 











AN INTEREST CENTER THAT 
COMMANDS ATTENTION ... 
AN APPLIANCE LINE THAT 
COMMANDS RESPECT. 





| eee | 


The Dominion Line: Flat Irons, 
Wattle Irons, Curling Irons, Toasters, 
Sandwich Grills and Grid-A-Bouts, 
Table Stoves, Heaters, Poppers, Hair 
Driers, Mixers, Heating Pads, Infra- 
red Lamps and Fans. 











 — 
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DOMINION ELECTRICAL MFG., INC. 


MANSFIELD, OHIO 


WIDE-AWAKE ADVERTISING paid off for Larry Ward, store promotion manager 


for Hale Brothers, San Francisco, who here receives a $100 U. S. Savings Bond from 


Milton Grey, vice-president of the Hill-Shaw Co., makers of Vaculator coffee makers. 
Awards are made annually for the best newspaper ads to appear on the subject 
of Vaculator coffee-makers. Certificates go to the winning stores and bonds to the 
personnel responsible. Left to right: Colin McKinnon, B. P. Nolan, Mr. Ward, 


Mr. Grey, and George Greenwood. 
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Clausen Leaves Aldens 
for Hibbard, Spencer 


George W. Clausen, manager of the 
appliances and housewares department 
at Aldens, Inc., Chicago, has resigned 
to join Hibbard, Spencer and Bart- 
lett Co. in a similar capacity. He 
is not new to Hibbard, Spencer and 
Bartlett since he originally left that 
firm about a year ago to join Aldens. 


Bamberger Promotes McKee 
To New Appliance Post 


Alexander Lewi, executive vice- 
president and merchandise admin- 
istrator of home furnishings for L. 
Bamberger and Co., Newark, N. J., re- 
cently announced the promotion of 
Gregory McKee from assistant to as- 
sociate manager of records, radios and 
accessories. 


Pierce Appliance Manager 
at Breuner Home Furnisher's 


William Pierce has become manager 
of the major appliance, china, glass, 
and housewares departments of Breu- 
ner Home Furnisher’s Stores in 
Sacramento, Calif., following the death 
of Lester Fisher. 


Goldsmith's Loses Mayor, 
Radio and Record Buyer 


Godfrey Mayor, buyer of radios, 
records, toys, books, and pictures for 
J. Goldsmith & Sons, Memphis, Tenn., 
has resigned to join the Sam Shain- 
berg Dry Goods Co., it was an- 
nounced recently. 


Assistant Buyer New Title 
For Teske at Kaufmann's 


Theodore Teske has been appointed 
assistant buyer for radios, electric re- 
frigerators, washers, ironers and 
sweepers at Kaufmann’s, Pittsburgh, 
it was disclosed recently. He will 
assist James Nichols. 






Hovey Co. Appoints Warner 
To Small Appliance Post 


The C. S. Hovey Co., Boston, re- 
cently appointed Edward Warner to 
the newly created post of buyer of 
small appliances and housewares. He 
was previously assistant buyer in the 
major appliance and radio sections. 


May-Stern Opens 
Two New Stores 


Major and traffic appliances are fea- 
tured in the merchandise carried by the 
two new units of the May-Stern Co., 
Pittsburgh department store, in Steu- 
benville, Ohio, and Greensburg, Pa. 
Frank Zera, formerly manager in 
Butler, Pa., has taken a similar posi- 
tion in Steubenville and Ben Jacobs, 
former service manager for the chain, 
is manager in Greensburg. Barney 
Snyder, formerly assistant manager of 
the East Liberty store, has been pro- 
moted to the managership of the 
Butler store. 


Gordon & Anderson Opens 
New Store in Prince Rupert 


Gordon & Anderson, Ltd., has re- 
cently opened a department store in 
the Federal Building block, Prince 
Rupert, B.C., with special emphasis 
on electrical appliances, furniture, 
hardware, draperies and gift novelties. 
The outlet has 15,000 square feet of 
flcor space. 


Spear Holds Nine Day 
Home Appliance Fair 


A variety of intra-store television 
programs presented by an RCA-Victor 
traveling television unit featured the 
secent nine day home appliaiice fair 
of Spear and Co., Pittsburgh, in its 
Wood Si. store. A control rooin was 
built on the store’s 11th floor for the 
video broadcasts. The store is cur- 
rently undergoing remodeling. 
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OWLY ONE CAN BE FIRST 


Read this cogent fact derived from Media Records; . | Oe 
it's the clue to greater profits in the Greater Cincinnati ° 









market: In General Groceries, the Times-Star during 
1946 had firsts in more classifications than all other 
Cincinnati papers combined. The Times-Star had 8 firsts, 
with 2 for Paper A, 1 for Paper B, and O for Paper C. 
That's an imposing vote of confidence from advertisers 


whose advertising is required to produce sales. 








AA CINCINNATI ITS THE WUES ey, 7A K 


HULBERT TAFT, President and Editor-in-Chief 


CHICAGO 1, ILLINOIS NEW YorK 17, N. Y. WEST COAST REPRESENTATIVE Owners and Operators 
MEMBER OF THE AMERICAN 333 North Michigan Ave. 60 East 42nd Street John E. Lutz, Chicago 11 of Radio Stations 
NEWSPAPER ADVERTISING NETWORK Fred D. Burns, Mgr. Albert H. Parker, Mgr. 435 North Michigan Ave. WKRC and WCTS 
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pied Aelun 
F ... for FLAVOR CONTROL 


.. . for FASTER OPERATION 
..- for POSTIVE SAFETY 


INTRODUCTORY OFFER! 


2 FREE with22 


Extra Profit on Every Sale! 


LIST 75¢ 


Every woman who uses a glass coffee-maker needs, 
and will want, the new Vaculator AFC Filter. It takes 


the guesswork out of coffee-making by automatically 2 Doz. to case 


controlling coffee flavor! —i : 
oO ing e flavor! And more it can’t 22 FILTERS 


at reg. 40°o Disc $9.90 


2 FILTERS FREE 
air can FREE 1.50 


pop up, can’t fall out, can’t build up unsafe $16.50 
brewing pressure — and it’s guaranteed forever! 


Display the AFC Filter now! Enjoy extra profits $9.90 $18.00 


Offer Expires July 31, 1947 


45% PROFIT 


NOW! INCLUDED WITH EVERY VACULATOR — AT NO INCREASE IN PRICE! 
be ie 


Total each case 


during ‘2-Free-with-22” Introductory Offer. 


Your jobber can make immediate delivery. 


VACULATOR, Chicago 6, U. S. A. 
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Levenson & Klein Shift 


Appliance Personnel 


Changes in personnel and organiza- 
tion at Levenson & Klein, Baltimore 
department store, made necessary be- 
cause of expansion, included the re- 
cent promotion of David Kravitz, 
former housewares buyer, to mer- 
chandise manager of the appliance, 
rug and housewares department. 
James K. Jackson was upped to buyer 
in the appliance and radio department. 


Kise Named Appliance 
Buyer for Rich's, Inc. 


W. E. Brown, divisional merchan- 
dise manager of Rich’s, Inc., Atlanta, 
has announced the appointment of 
LeRoy H. Kise, former Civilian Pro- 
duction Administration employee, as 
buyer of major appliances. He was 
at one time connected with R. S. 
Steffen Co., Charlotte, N. C., and 
earlier was with the W. T. Grant Co. 
in Philadelphia. 


Akron Dry Goods Adds 
Appliance Department 


The Akron Dry Goods Co., Akron, 
Ohio, has added two new departments, 
one for electrical appliances and one 
for furniture, it was disclosed recently. 
The company has also installed a rec- 
ord department. 


Rike-Kumler Leases Space 
For Troy Appliance Shop 


The Rike-Kumler Co., Dayton, 
Ohio, has leased the first floor and 
basement of a brick building at 116 
Market St., Troy, Ohio, for use as a 
modern home appliance shop, similar 
to that conducted in the main store 
in Dayton. 


Jennings Furniture Co. 
Adds Appliance Dept. 


Jennings Furniture Co., Portland, 
Ore., has expanded its activities with 
the addition of an electrical appliance 
department. The addition is part of 
the store’s récently inaugurated mod- 
ernization program. 


R. H. White Co. Opens 
$250,000 “Electric City" 


R. H. White Co., Boston, Mass., 
opened its new “Electric City” late in 
April after 18 months of preparation. 
The department, containing $250,000 
worth of merchandise, includes six 
completely equipped electric kitchens, 
a modern home laundry, electric dish 
washers, ranges, refrigerators, and 
other appliances. 


Sanger Divides Appliance 
Dept. into Five Divisions 


The appliance department of Sanger 
Brothers department store, Dallas, 
Texas, was recently divided into five 
separate divisions: refrigeration, laun- 
dry, radio, kitchen-planning, 
phonograph records. According to 
the management, demonstration, plan- 
ning and installation services are the 
most important parts of the appli- 
ance department’s post-war set-up. 
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YOU CAN STOP LOOKING 
NOW, CHARLIE! 
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..- because here is a clean cut 

























dealer policy backed by a label 
that’s your guarantee of 
“Always Good Merchandise” 
ron, 
nts, 
one 
itly. 
sec- 
Today, AGM’s Active 
po DEALER-DISTRIBUTOR-MANUFACTURER = 
116 ’ 
as a “‘PARTNERSHIP”’ ; 
nilar s 
tore is proving to be a Great Asset to a Good Brand Name é 
, 
for Oil Space Heater and Water Heater Dealers! 7 
; 
, 
t 
land, é 
with , 
iance y 
rt o! , 
mod- THE AGM LABEL represents _ is backed by active distributor- y 
a friendly, familiar name that’s manufacturer cooperation. : 
been trusted for over 51 years. Your distributor can give you 
Every dealer who sellsanAGM , complete AGM product and 
ass., product knows he is creating profit story. Under AGM’s 
ate in customer satisfaction . . . for the “partnership” plan he can be a 
“0,000 AGM label represents a g00d real asset to a good brand name 
s six name in product quality. for your business. You can get in 
— Now, more than ever before, touch with him by writing today 
a AGM isa good name for dealers to the American Gas Machine 
. for the dealer’s selling effort Company, Albert Lea, Minn. 
Youd ulwaye be glad you had AGM 
anger 
Jallas, 


‘0 five 


AMERICAN GAs Machine Comeany 


- plan- ALBERT LEA, MINNESOTA 
re the 


hy Continuous Manufacturing Experience since 1896 
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eeetoO pick tomorrow’s champs 


. » or to pick the appliance and radio lines that 
will “win the purse” in big-time competition. The 
fight for business is getting tougher, and dealers 
everywhere realize that their continued success 
depends increasingly upon how the merchandise 
they offer compares with the values a customer 
can find in the store around the corner. 

That’s one of the reasons why thousands of 
dealers throughout the nation are glad they’re 
associated with Graybar. They have confidence 
in Graybar’s ability to compare competing lines 
and to select for distribution those with the most 
built-in value . . . offering the greatest assurance 
of steady, profitable business. 






MAJOR APPLIANCES 
TRAFFIC APPLIANCES 


HOME RADIO 


nisi 
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Graybar not only knows how to size them up 
but is free to recommend lines on the basis of 
saleability. As a solidly established national 
distributor, we have the confidence of leading 
manufacturers; at the same time, we are an 
independent, self-directing organization. Our 
merchandising recommendations to dealers are, 
therefore, unbiased. 

Graybar dealers enjoy the convenience of ob- 
taining popular merchandise from local Graybar 
warehouses, and they get the profit-building 
assistance of our Merchandising Specialists. 
Merchandising Department, Graybar Electric 


Company. Offices in over 90 principal cities. 
4761 


e @ e an independent 
distributor with a 
talent for picking 


best-sellers 








DEPARTMENT 
STORES 








McNicholas in Appliance 
Post At Milwaukee Gimbel’s 


New buyer of home appliances and 
radios at Gimbel’s, Milwaukee, is 
Jaines McNicholas, formerly with La- 
Salle Electric Co. in Detroit and 
earlier with Morley Murphy Co. in 
Milwaukee. He succeeds W. E. AI- 


vord. 


Rich's, Inc., Shifts 
Two Appliance Buyers 


Rich’s, Inc., Atlanta, Ga., recently 
announced the shifting of J. Ward 
Adams, buyer of major appliances, to 
buyer of kitchen appliances, and some 
housewares. Mrs. Grace Pike was 
named buyer of electrical appliances, 
shower curtains, houseware novelties, 
glass, and woodenware. 


Ward and Broman Get New 
Posts at Lyon & Healy 


G. W. Ward was recently appointed 
manager of the record division, an 
addition to his duties as manager of 
the radio, phonograph, and furniture 
division at Lyon & Healy, Chicago. 
Donald E. Broman was appointed as- 
sistant manager of the radio and pho- 
nograph divisions in the main store. 


Kirchner Assigned 
J. N. Adam Post 


Norman A. Kirchner, formerly as- 
sociated with J. N. Adam & Co., Buf- 
falo, has re-associated himself with 
the store as associate buyer of major 
appliances and stoves. The position, a 
newly created one, somes under the 
jurisdiction of James J. Taylor, buyer 
and manager of major appliances 
and housewares. 











MILLIONS every day hear the Vaculator 
name over several network radio pro- 
grams which feature the coffee maker, 
says Milton Grey, vice-president of the 


company. Mrs. Harold Moore of Ken- 
tucky (left), won a Vaculator on WLW's 
"50 Club", broadcast Monday through 
Friday at | p.m. in Cincinnati. Ruth 
Lyons, director of the club, presents the 
prize while announcer Paul Jones stands 
by to offer congratulations. Other shows 
offering Vaculator as prizes include 
Honeymoon in New York, Hint Hunt, the 
Tommy Bartlett Show, and Ladies Be 
Seated. 
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Radio-Phonograph Consoles 
Will Capture Half of Market 


Collier's Survey 


shows 


American 


families want recorded music in home; 


console combinations most in demand. 


VER 1,341,000 families will buy 
about 1,530,000 radio sets this 
year, and they expect to spend about 
$193, 000,000 to get them if they are 
available, it was revealed by a survey 
made by Collier’s on radios, phono- 
graphs, and records early this year. 
Buying tastes have changed from 
pre-war days, and consumer accent has 
definitely switched to radio-combina- 
tions—with a buying demand for 983,- 
000 combination radio-phonographs. 
Based on replies to questionnaires 
sent to a carefully apportioned cross- 
section of nearly 3-million Collier's 
families, it was revealed that 48 per- 
cent, or nearly half, said they plan to 
buy a new radio set during 1947, that 
49.3% will buy a console type radio- 
phono; and that 19% will buy table 
combinations. 


Ownership 


Practically every home—99.3%— 
said they have at least one set in their 
home; 8% of these sets, however, were 
reported out of order. The average 
number of receivers in working condi- 
tion was found to be 1.8 sets per home, 
which compared to a similar survey 
made in 1939 shows a steady increase 
in the number of families owning two 
or more radios. 

It was shown that almost half the 
radios in use today are plain table 
radios; a third are consoles; and only 
slightly more than one out of ten are 
of the combination radio-phono type. 


FM Interest High 


About 1,078,000 families expressed 
interest in having a set with frequency 
modulation, what is more, they are 
willing to pay over and above the 
ordinary price to get it. However, a 
third of the families interviewed 
frankly admitted that they don’t really 
know what FM means. There is need 
for educating these consumers. Prob- 
ably the most important factor in sell- 
ing FM sets will be the public’s under- 
Standing of its advantages over 
ordinary receivers. To a question: 
“What do you think an FM set will 
give you” the following answers were 
given: Freedom from static 73.9%; 
greater tone fidelity 28.5%; better 
selectivity, 8.7%; wider range, 3.4% 
and less commercials 2.8% 

It was further disse </ that four 
out of every five wanting an FM set 
are willing to pay an average of about 
$30 more than for an ordinary set. 


Television 


Provided telecast facilities are made 
available, over 297,000 Collier's en- 
thusiasts would include television re- 
ceivers among their present buying 
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.of this type music. 


plans. However, most of the Collier's 
families have the notion that home 
television sets are in combination with 
radio sets, which might indicate some 
difficult selling problems on separate 
television receivers. 

Over half the families (56.9%) ad- 
mitted having no idea of the value of 
a television set ; those who thought they 
did know figured the price should be 
about $215. 


Phonographs 


It was found that one out of every 
three, (35.6%) of Collier’s homes have 
record players in them, and that half 
of these sets (51.2%) are combination 
radio-phonos; a quarter (25.5%) hand- 
winders; and the remainder split be- 
tween electric players (11.5%) and 
radio attachment types (11.8%). The 
average age of the mechanical players 
was estimated at well over 16 years; 
and a sizeable number of the brands 
represented have not been on the mar- 
ket for a number of years. 

For these reasons the original and 
replacement market for phonographs 
in combination, separate electric types 
and attachments should be large. 
Aside from the radio-phono buyers, an 
additional 137,000 said they will get 
straight phonograph players. 


Disc Market 


By the end of 1947, it is indicated 
that 1,680,000 Collier’s homes will have 
record players in them. This is a real 
opportunity for disc manufacturers to 
make record sales. 

The bulk of future record player 
sales will be made to younger fami- 
lies (46.8% under 35 years) ; and with 
children (43.85% ). 

When it comes to buying records, it 
was found that the entire family has 
a say in the kind of records purchased 
for the home, with the youngsters pre- 
ferring popular music (boys and girls 
agreeing closely here); adults buying 
more of the classical and semi-classi- 
cal, with women the biggest purchasers 
Broken down by 
popular, semi-classical and classical 
discs, record buying habits were shown 
to be about as follows: 


Popular music buyers 

68.8% all families 

86.6% families with children 
48. families without children 


Semi-Classical buyers 

63.4% all families 

67.6% families with children 
59. families without children 


Classical buyers 
33.6% all families 
49. with children 


12.5 without children A.A.N. 
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UNBELIEVABLY LOW FIRST COST! © OPERATING EXPENSE LITTLE MORE THAN ELECTRIC FAN! 
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GIVES YOU THESE 


EXCLUSIVE 
SALES FEATURES ! 


‘Positive Room Temperature Reduction 24 Hours a Day. 


‘7, CONTROLLED WS 
“AIR DIFFUSION — 


Non-rotating louvers of 
unit give fingertip control, 
to direct diffused circula- 
“tion where and when de- 
sired. A Marsalis “‘exclu- 
that imsures extra 
home-cooling profits! 


"Wy, I DVANCED 
‘“C ENGINEERING 


~ Easy to install — will not 
= mar windows or buildings. 
Advanced Marsalis engi- 
neering means customer 
satisfaction....more sales 
oe protected profits. 


DECORATOR 
STYLING 


The Marsalis Cooler is fin- 
ished in two beautiful 
shades of brown, with plas- 
tic front and side panels 
Proof than an efficient 
home-cooling unit can be 
attractive, too! 


STREAMLIN 
EXTERIO 





TM; 


CONTROLLED 
HUMIDITY 


Exclusive cooling pad de- 
. Sigm assures controlled hu- 
midity—re-circulating pump 
eliminates messy drains. 
Another must in any good 
air cooler. Check these ex- 
clusive advantages! Let 

Marsalis make sales for 
~ you! 






































Marsa lise, =F 


S1at year in tHE DESIGN, MANUFAC- 
TURE AND INSTALLATION OF AIR-TREATING 
AND AIR-HANDLING EQUIPMENT. 


AMERICAN METAL PRODUCTS COMPANY 


P. O. BOX 7037 SYLVANIA STATION FT. WORTH, TEX. 
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Don’t Peek Over 
His Shoulder 


If you'd like to keep up-to-date on the multitude 
of uses for stainless steel you may have a copy 
also. For Exvecrromer Review will bring this 
news to you in quickly readable form. And since 
the publication covers everything from motor 
boats to pots and pans, your special interest is 
bound to be in there, too. So if you wish us to 


add your name to the 23,000 other industrial 





executives, designers, and architects who receive 
Evecrromet Review free of charge each month, 


just drop us a note, to, Department L-6 Room 308. 


ELECTRO METALLURGICAL COMPANY 
Unit of Union Carbide and Carbon Corporation 
30 East 42nd Street UCC] New York 17, N. Y. 
PRODUCERS OF ALLOYS THAT MAKE STEEL STAINLESS 
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LEAGUE ACTIVITIES 





Running Heads Northern 
California Electric Bureau 


Cass G. Running, of the J. H. Wiley 
Co., was recently elected president of 
the San Francisco unit of the North- 
ern California Electric Bureau at the 
organization’s annual meeting. He 
succeeds Mart W. J. Lee, Sherman 
Clay & Co. Edward J. Rising, Cal- 
ifornia Electrical Supply Co., was 
named vice-president and C. P. Mc- 
Carthy returned to office as secretary- 
treasurer. - 

Chief speaker of the evening was 
Bert Reynolds, appliance sales man- 
ager for G-E Supply Co., who pre- 
dicted that enough appliances would 
be produced this year to bring the 
industry to competitive selling condi- 
tions. H. Conrad, Shirar-Young Co., 
reported for the appliance section, 
while Spencer Clarke reported for 
the radio section, C. P. McCarthy re- 
ported for E. F. Dowd of the light- 
ing section, Mr. Running reported for 
the education section, and Everett 
Carlson, G-E, declared that the wir- 
ing section has done much to stand- 
ardize and reduce the cost of range 
wiring installations. 


Rochester Association 
Names New Officer Panel 


Recent officer elections conducted 
by the Electrical Association of Roch- 
ester, Inc., 1212 Lincoln-Alliance Bank 
Building, Rochester, N. Y., resulted in 
the naming of George J. Spillane, 
General Electric Supply Corp., as 
president, succeeding Ralph A. Whit- 
ford, ReQua Electrical Supply Co. 
First vice-president is Ernest J. Howe, 
Rochester Gas & Electric Corp., re- 
elected. Second vice-president is Nor- 
man A. Kreckman, Kreckman’s Elec- 
trical Store. The executive vice-pres- 
ident is Edward J. Kramer and the 
treasurer is Hugh C. Ward, General 
Electric Co. 


Refrigeration Contractors 
Form Group in Washington 


Associated refrigerator contractors 
of Seattle, Wash., and the Inland Em- 
pire Association have joined forces 
to form the Refrigeration Contrac- 
tors Association of the State of Wash- 
ington. Headquarters are in Seattle 
and in charge of executive secretary 
Arthur M. Carney. The new group 
starts with 40 members and is affili- 
ated with the National Association of 
Refrigeration Contractors. Officers 
are: James Lessard, Automatic Re- 
frigeration Co., president; S. F. 
Thomas, W. E. Stone Co., secretary- 
treasurer. Five regions have been 
set up in the state with a regular 
monthly meeting scheduled for Seattle, 
Chehalis, Wenatchee, Walla Walla, 
Spokane. 


Spokane Chapter of Inland 
Empire Assn. Elects Officers 


Officers of the Spokane chapter of 
the Inland Empire Electrical Dealers’ 
Association were all re-elected at a 
recent meeting of the chapter. They 
are: John F. Boothe, president; Rich- 
ard Nelson, vice-president; F. A. 
Rool, secretary; and Kenneth Hughes, 
treasurer. A joint meeting of the 
Spokane and Big Bend chapters of the 
association saw the laying of plans 
for mass display of the group’s red, 
yellow and blue emblem on dealer's 
stores, 





Minneapolis Dealers 
Start Cooking Schools 


Under sponsorship of the Electrical 
Appliance Dealers Association, cook- 
ing schools, to be held every Satur- 
day for a three-month period, have 
been inaugurated in Minneapolis, 
Minn. The program started March 
8 and ends May 31. 





vertising Co. 
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CITRUS QUEEN, Nance Stilley, is surrounded by her court of honor at the re- 
cent Florida Citrus Exposition at Winter Haven, Fla. 
Queen, Miss Stilley was awarded a seven-year modeling contract. Representatives 
of the National Die Casting Co., producers of the Juice King home juicer, who 
formed the court, were: Jay Smith, "Bonnie" |. Smith, G. W. Hanney, vice-president 
and general sales manager, and Robert Gray, a partner in O'Grady-Anderson Ad- 
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Named the Florida Orange 




















Tllinois> 





Indiana? 


Dakota? 
















Important? You bet! sccause 


WHERE HE FARMS DETERMINES WHAT HE READS 


Today’s farmer is a specialist. He concentrates on the type of 
farming adapted to his local conditions and marketing oppor- 
tunities. Because the work, the outlook, the problems of farmers 
in one state will vary considerably from those of farmers 
in another—each state requires its own farm paper, 
locally edited to fit local needs. The Midwest Farm 
Paper Unit offers the advantages of local editing plus 


saturation coverage of the world’s richest farm market. 
It gives your advertising the impact of local acceptance Ste. +o Ly Goa 


with a background of local confidence. Sell the Mid- 
west 8 through its local farm papers—offered in a 
single package through the Midwest Farm Paper Unit! 
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250 Park Ave., New York 17 + 6 N. Michigan Ave., Chicago 2 + 542 New Center Building, Detroit 2 + Russ Building, San Fransice 4 + 1523 West 6th St., Los Angeles 14 
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This has never happened to 


YOU before—no, never! 


€~.- . 


into the water. 


Never before has any water-heater manufacturer laid so many new, 
sellable features in your lap! 


Just count °em—all these wonderful, talkable features of the new 
General Electric Automatic Electric Water Heater: 


A new way of applying the heat to the water—the Gen- 
eral Electric Heat-Wrap Calrod* Conduction Units. 
These units completely encircle the outside of the tank— 
apply heat by conduction under constant pressure. A brand- 
new, efficient method. 
The Calrod Heating Unit is held tight against the tank 
by spring connections. 


The result: No air space between the heat units and the 


tank. A minimum of heat is wasted. Practically all goes 
*Trade-mark Reg. U.S. Pat. Off. 





HIGH PRESSURE: Ole Olsen and 
Chick Johnson, well-known comedy team, 
blow their tops with Time-Saver pressure 
cookers for the benefit of the publicity 
department of Traubee Products, Inc., 
Brooklyn, N. Y. 
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Magnesium protection against Tank 
Corrosion—Here’s an accessory that 
sells itself. General Electric’s special 
magnesium-alloy tube. Takes just a 
few minutes to install it in the field. 
Advantage: This tube helps to protect 
ordinary galvanized tanks from cor- 





rosive water. Lengthens tank life. 











Get your “Electric Salesman” TODAY 
Demonstrates. Proves. 
Sells! Plug it in. Turn the 


re knob. And zip-fast 


there’s proof for your cus- 


tomer! 





For this simple, convine- 
seneral Electric's sensational new 


. ala roves that ¢ . 
ing sales tool pro more efficiently 


Calrod Heat-Wrap Units heat water faster, 
than old-type units. | 
“Electric-Salesman” demonstrators 0. 
to your salesmen. (They come in a. 
$3.50 delivered. 


ower 
= 


Keep one of these 





your counter. Give one 
easy-to-carry box.) List price, 


Ask your General Electric Distributor. 
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15- to 82-gallon capacities—galvanized or Monel tanks 





AUTOMATIC 
ELECTRIC 

















J. 


Blankets of Fiberglas insulate General Elec- 
trie’s water tank on all sides. Keeps the heat 
in the water. 


4. 


A sparkling white, metal casing makes the 
new General Electric Heater a beauty of an ap- 
pliance that will fit in anywhere—the kitchen, 
bathroom, laundry. Rust-resistant. 


5 


Complete warranty comes with Heater. Gen- 
eral Electric will replace the entire heater if 
tank-leaks develop within a year. (Five years 
on Monel tanks.) 


6. 


Only two tank openings in this new General 
Electric Heater. Much less chance of leakage. 


7. 


Maximum of 6 standard General Electric Units 
will meet every combination of wattages re- 
quired for your territory. General Electric Com- 
pany, Appliance and Merchandise Department, 
Bridgeport 2, Conn. 
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Southeastern Exchange Elects 
McGregor Smith to Presidency 


McGregor Smith, president of the 
Florida Power & Light Co.,- was 
elected president of the Southeastern 
Electric Exchange at that organiza- 
tion’s recent annual conference in St. 
Petersburg. Mr. Smith was first vice- 
president of the Exchange during the 
past year. 


300 Rockford, Ill., Firms 
Form Appliance Association 


Representatives of over 300 appli- 
ance firms recently attended an or- 
ganizational meeting of a council of 
dealers in major appliances in Rock- 
ford, Ill. Gunner Smidt, Charles V. 
Weise Co., was elected president; 
Veril C. Hedrick, Hedrick Electric 
Co., vice-president; and Walter T. 


* Woodcock, secretary. Mr. Woodcock 


is retail secretary of the Chamber of 
Commerce. 

Objectives of the group, Mr. Smidt 
states, are “to find ways and means 
of answering problems of dealers in 
Rockford on a city-wide basis and 
to seek cooperation of area dealers, to 
work toward better trade relations 
between retailers, distributors and 
manufacturers, and to carry on an 
educational program in cooperation 
with related trades in promoting the 
use of major appliances.” 


Snow Succeeds Hall as 
Essex League President 


Howard Snow, former vice-presi- 
dent of the Essex Flectrical League, 
Newark, N. J., was recently named 
president to succeed Eric Hall, re- 
cently transferred from New Jersey 
by the Westinghouse Electric Supply 
Co. Mr. Snow is an electrical con- 
tractor with Buhl & Caffrey, Inc. 

Other officers who have been ad- 
vanced as a result of the transfer are: 
Otto Rau, American Electrical Heater 
Co., now vice-president; Earle B. 
Latham, E. B. Latham & Co., new 
treasurer. 








nd 


ns 
nd 

an 
ion 
the 





Magnavox Maintains 
Low Price Levels 


No increases on its radio-phono- 
graph prices since OPA’s demise have 
been made, the Magnavox Co., Fort 
Wayne, Ind, announced recently 
through executive vice-president 
Frank Freimann. Unless drastic in- 
creases in production costs occur, no 
upward adjustments will be made, Mr. 
Freimann added. “Since 1941 prices 
have been increased less than 20 per- 
cent for what is actually a better prod- 
uct,” he said. During OPA jurisdiction, 
he continued, the company kept prices 
below the allowed ceilings. 

“Distribution, sales and advertising 
costs have been cut more than half 
since 1941,” he said. “Prior to the 
war, distribution costs were 8.3 per- 
cent of net sales. Since then, these 
costs have been reduced to a record 
low of 2.4 percent.” Mr. Freimann 
attributed the cost reduction to the 
company’s policy of selling directly 
to retailers. According to him, cur- 
rent production is 500 percent greater 
than in 1941. Net profits for the six 
months period ended August 31, 1946, 
were $1.88 a share on approximately 
500,000 shares outstanding. 


Coleman Conducts Series 
of 20 Heating Clinics 


A series of 20 heating clinics for 
sales and service managers of firms 
distributing home heating equipment 
manufactured by the Coleman Co., 
Wichita, Kansas, is now in progress 
at the company’s headquarters under 
the direction of J. D. Eckles. 

In special classrooms and labora- 
tories in the Coleman Heating Insti- 
tute, students are obtaining actual ex- 
perience in trouble-shooting and ser- 
vicing. 

Assisting Eckles are Don Magliano, 
Jack Thuma and Birdett Dwyer of the 
major appliance service division and 
Herschel Houston and E. G. Johnson 
of the sales engineering department. 

The company recently announced the 
purchase of the Culver Aircraft Co. 
plant in Wichita, thus adding three 
acres of floor space to production 
facilities. Sheldon Coleman, executive 
vice-president, described the new ac- 
quisition as including a 40-acre tract, 
five one-story buildings for manufac- 
turing, an office building, a cafeteria, 
and several auxiliary buildings. He 
said that the new plant, to be devoted 
to the manufacture of home heating 
equipment, may be in operation by fall. 


RMA Reports 4,231,415 
Receivers in Ist Quarter 


A steady increase in the output of 
television and FM sets and radio- 
Phonograph consoles was reflected in 
the first quarter production total of 
radio receivers as reported recently by 
the Radio Manufacturers Association. 
A total of 4,231,415 sets of all types 
were turned out in the first three 
months of the year, a figure which 
breaks down into 18,329 television re- 
ceivers, 172,176 FM sets, 567,736 
auto radios, 482,569 portables, 2,220,- 
986 table models (exclusive of radio- 
Phonographs and battery sets), and 
465,931 console models. Of the quar- 
ter’s output of video receivers, 15,498 
were radio table models, 2,761 were 
tadio consoles, and 56 were radio- 
Phonograph combinations. 
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"On your mark . .. get set with HOUSEHOLD* . . . gol!” 





© More than 175 sparkling ideas are carefully planned and packed 
into each issue of Household. That’s what spurs more than 2,000,000 
families into record-breaking action. Action that leads straight to the 
sales counters of America’s small cities and towns... the great market 
that supports 55% of the nation’s retailers. 


It’s easy to see why one advertiser got 1,106 orders from a quarter 
Page in Household. It’s equally easy to see why more and more smart 
? advertisers are selling the rich small city and town market with House- 
hold... the magazine idea-planned to get action. 


OUSEHOLD . wrcarine oF acriom 


(Mewnllaed, FOR SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, INC. + TOPEKA, KANSAS 
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A PROMOTIONAL SHOW FROM 
THE WORD GO 


E MARKETS 


\ 
HOUSEWAR 
V neer perated— 








1800A MERCHANDISE MART 


CHICAGO $4, ILLINOIS = OFLAWARE 4950 
TED BAUERLE 








In the 
Women's 


Ladies Home Journal 


The ninth in a series of 4-color 
spreads on modern kitchens appearing 
in Ladies Home Journal’s May issue 
is “Mother-Daughter Kitchen” which 
shows a streamlined kitchen with a 
special plan for a play-kitchen for 
“daughter”—a perfect miniature of the 
full sized model containing a stove, 
sink, cabinets, ice box, dishes, silver 
and other kitchen equipment. 


McCall's 


Elizabeth Sweeney shows the 15 
steps required to make a 2-layer choc- 
olate cake with the aid ofean elettric 
mixer—from the first step of grating 
chocolate squares to the final step of 
placing the baked layers of cake on 
racks to cool. The title of this 2 page 
element in color is “4-Minutes in the 
Mixer,” and it appears in the May 
issue. 


Womans’ Home Companion 


The May issue of the Companion 
contains many good electrical ele- 
ments, starting off with Elizabeth 
Beveridge telling the “Inside Story 
on Refrigerators” in the fourth of 
her homemakers training lessons, 
which is devoted to describing 1947 
features to be found in eight of the 
well-known brands. Supplementing 
this refrigerator story is a 2-column 
unit by Arlean Pattison entitled “How 
Should I Store My Meat?” giving 
proper procedures for good care of 
meat from the time it is bought until 
ready for cooking. 

“Color for Keeps” by Helen Thack- 
eray tells how to wash colored cottons 
and still retain that new look. 

The pictorial spread “Catch Him 
Young and Train Him Right” abounds 
in appliances such as a toaster, refrig- 
erator and mixer, and features modern 
kitchen layouts. 

And “Good Coffee Makes Good Hus- 
bands,” also by Arlean Pattison, tells 
the coffeemaker story. 


Good Housekeeping 


Good Housekeeping for May car- 
ries more information on electric 
ranges by Helen Kendall. This time 
it is the oven. “Know Your Range— 
The Oven” is the title of the article, 
carrying ‘some basic information on 
the best use of automatic oven con- 
trols, heat regulators; how to plan 
oven meals that can be cooked at the 
same time with watching and how to 
keep the oven clean and free from 
greasy crustiness. 

Elizabeth C. Ramsay reports on the 
findings of Good Housekeeping’s Tex- 
tile Laboratory on the washability of 
colored cottons in an article entitled 
“Cottons of Quality.” Garments prop- 
erly labelled with Good Housekeep- 
ing’s Facts-First Fashion tags con- 
tain valuable information on the ma- 
terial’s resistance to light fading, 
washing fading and the amount of 
shrinkage to expect. 


American Home 


A radio set is actually a miracle of 
scientific achievement, according to 
Jack Geartner, veteran of the radio 
industry, and his article “Radios are 
Human” in the May issue of American 
Home lists some of the do’s and don’ts 
in taking care of a radio set to get 
longer life and best performance. 

Right and wrong ways to clean a 








house are shown by Edith Ramsay in 
her May articles “House Cleaning the 
Easy Way” and “Care of Carpets and 
Rugs,” with emphasis on the vacuum 
cleaner. 


House & Garden 


Sixteen irons are illustrated and de- 
scribed in an article “Choose the Iron 
to Suit Your Needs” in the May issue 
of House and Garden. And another 
article “New Electric Ranges” shows 
some of the new ranges being an- 
nounced by leading manufacturers. 


Parents 


Dr. Elaine Knowles Weaver finds 
the vacuum cleaner a No. 1 assistant 
to mothers with young children, and 
proves her findings in an article in 
the May issue of Parents Magazine, 
“Do All Your Cleaning with the 
Vacuum Cleaner.” 


House Beautiful 


Six pages in four colors illustrating 
kitchens now on display at Marshall 
Fields, Chicago, illustrates Charlotte 
Eaton Conway’s article in May House 
Beautiful, “Kitchens Needn’t be Clini- 
cal.” 

Another kitchen element in the same 
issue not to be overlooked is a part 
of the experiences of a war veteran and 
his wife in trying to make a livable 
home out of a stucco cracker box house 
in Southern California. The title of 
this spread is “We Wanted the Best 
in Kitchens,” which shows a compact 
kitchen complete with laundry and 
utility closet. 

“What You Should Know Before 
You Buy Your First Freezer” by 
Donald K. Tressler and Lucy Long, 
points out various features to be found 
in the various types of home freezers 
now on the market, and helps buyers 
figure the right size to buy. 

“Put Them Back to Work” is a 
2-column unit showing how to make 
simple repairs on cords and plugs. 


Better Homes & Gardens 


The May issue of Better Homes & 
Gardens has five interesting elements 
on electrical appliances. For instance, 
Myrna Johnston in “What Would 
Grandma Say” shows the latest in 
frozen food packages and tells how to 
prepare them for service—delicacies 
such as chicken a la king, eskimo pies, 
french fries, frozen cookies and cake 
batter. 

Ida Ruth Younkin shows new ap- 
pliances fresh from the manufacturers’ 
assembly lines in a spread, “Look 
What’s New in the Kitchen.” 

Harry Swenson works out problems 
of style for the sink over the refrigera- 
tor, and many other spots in the kitchen 
—suggestions and ideas that help make 
a kitchen an easier and prettier place 
to work in is in his article “Kitchen 
Problems with Pretty Answers.” 

The heat pump is also discussed by 
Bob Jones in layman language in an 
article “The Earth Can Heat Your 
Home,” the story of a heat pump 
installation in a St. Louis 2-story 
frame. 

And last but not least, in the ade- 
quate wiring story, which cannot be 
told too often, Dr. Harold Shryock 
reminds readers of the need for keep- 
ing cords and plugs in good repair. 
It’s in an article entitled “That Deadly 

Extension Cord.” 
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Britain's Cordless lron 





AS SHOWN at the Daily Mail \deal 
Home Exhibition in London, England, 
this British version of a cordless elec- 
tric iron has its heating element built 
into a metal ironing board. When 
ironing is completed the iron is left 
attached to the board for storage. 
The cord, which the English refer to 
as the "flex", plugs into the base of 
the board when in use*and can be 
wound around a cleat on the board 
for storing. Detail of the photo at 
left shows how the iron is plugged 
into the receptacle for heating. 








Bonfig Predicts 1947 FM 
Output to Top 2,000,000 


FM radio production in 1947 will 
exceed 2,000,000 sets, H. C. Bonfig, 
vice-president of the Zenith Radio 
Corp., predicted recently in a speech 
to members of the Frequency Modula- 
tion Association at a régional meeting 
in Albany, N. Y. 

High as the predicted figure is, it 
is several hundred thousand lower 
than the 2,600,000 seen by the Radio 
Mannfacturers Association as a re- 
sult of production estimates received 
from 72 manufacturers. Mr. Bonfig 
explained his conservatism with the 
fact that many of the manufacturers 
who responded to the RMA survey are 
not yet in production. 


Lessened Birth Pangs 


“lL cannot forget,” he said, “the 
problems that we, and the other 
Pioneer companies with pre-war FM 
experience, had in getting started. Of 
the 72 manufacturers who reported on 
their FM plans to RMA, only a few 
have actually manufactured FM sets. 
As knowledge of how to build spreads 
through the industry, however, new- 
comers should be able to hit their 
stride without such severe birth pangs 
as we have experienced.” 

He predicted that FM production 
in 1948 will exceed 5,000,000 units. 

A business recession in 1947, far 
from slowing FM, might do just the 
Opposite, he told the broadcasters. “A 
trend toward tighter buying,” he said, 

would cause people to think again 

‘lore purchasing even a second radio 
without FM. The result could be 
a noticeable slackening of willingness 
to purchase straight AM sets, and 
growing pressure for more with FM.” 


Clarion Holds Series 
of Distributor Meetings 


The presence of a buyers’ market 
does not necessarily mean a business 
recession, John Holmes, president of 
the Warwick Corp., manufacturers of 
Clarion radios, told distributors at the 
second of his company’s five regional 
meetings, held recently in New York’s 
Waldorf-Astoria. 

“As we see the picture, Mr. and 
Mrs. America, now that their most 
urgent needs have been satisfied, have 
become value-conscious,” declared Mr. 
Holmes. “They want more things 
than ever before. Best of all they 
have the money to pay for them, but 
they want to follow the traditional 
Yankee practice of shopping around 
before they buy.” 


Similar meetings, at which Warwick 


presented its new table model radio- 
phonograph, the Symphonette, and 
outlined advertising plans, were held 
in Chicago, Atlanta, Dallas, and San 
Francisco. Present at the New York 
meeting were Reau Kemp, sales mana- 
ger, Jim McLoughlin. advertising and 
sales promotion manager, and Gordon 
G. Brittan, vice-president of Warwick. 


Cory Corp. Names New 
Public Relations Aid 


J. W. Alsdorf, president of the Cory 
Corp., Chicago, recently announced the 
appointment of Donald L. Campbell 
Associates as public relations counsel. 
The concern will aid in public rela- 
tions and publicity for both the Cory 
glass coffee brewer division of the 
corporation and the Fresh’nd-Aire cir- 
culator division. 
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WAYNE 


HOME EQUIPMENT 


A FULL LINE 

OF AUTOMATIC 

HEATING SYSTEMS 

AND HOME WATER 
EQUIPMENT... 


With Wayne “‘installed’’ home equip 
ment you build a sound business that 
defies small scale competition. Wayne 
builds basic home equipment required 
for modern homes—not luxury items. As 
long as people live in houses there's 
demand for “installed’’ home equipment. 


Wayne has a complete line for you. 


SHALLOW 
WELL 
WATER 
SYSTEM 
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DEEP WELL WATER SYSTEM 
ADVANTAGES OF FULL LINE 
RELATED EQUIPMENT OFFER 
PROFITABLE MERCHANDISING 
ADVANTAGES 





ee Se. 





With Wayne Home Equipment, related 


sales follow naturally. Wayne provides national advertising, newspaper service, 


direct mail, store and window display, and printed sales helps for dealers. Selling 


Wayne Home Equipment means more NET profit to full line Wayne dealers. 
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Sold Only By Franchised Wholesalers & Dealers 
UNDER THE WAYNE PARTNERSHIP PLAN 


\ 2 





MATING BOULRS WATER SySTEMS FURMACES. 








ATER SOFTENERS 





Write for Detals of “The Partnership Plan 


Are You Ready For A Buyers’ Market? 


THE WAYNE HOME EQUIPMENT CO., INC. 
FORT WAYNE, 


INDIANA 
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RuseER 
UPRIGHTS AND 
CROSS BARS 


@ DOUBLE RATCHET 
SIRAP CINCHER 





EASY does it with this new Easload Appliance Truckt rs %® SMOOTH . o 
The entire weight of the load rests on big 10-inch rubber SLIDES OV = 
tired roller balanced wheels. Wheels lock in forward Soe” Livery 


position for sliding truck under appliance. Then they 
slide back in balanced position to carry the load when 
you kick the handy foot pedal. Double ratchet cinches 
two 12-foot straps. Curved tubular handle slides over 

PEDAL LOCKS AND 
steps. Rubber frame protectors. Rubber covered axle UNLOCKS LOADING OR 
nuts. UNLOADING POSITION 
The Easload comes complete with 12-foot heavy webbing @ 10% 2.75 RUBBER 
strap at $48.50, f.o.b. Los Angeles. Capzrcity 800 Ibs. TIRES 
Weight 64 lbs 


@ ALL-WELDED TUBULAR 
STEEL FRAME 


@ QUICK RELEASE 


@ RUBBER COVERED 
AXLE NUT 


@ WHEELS SLIDE 
BACKWARD TO 
CARRY THE LOAD 


COLSON sOr ry Co ae 


WITH HEAVY CANVAS 
1317 WILLOW STREET LOS ANCELES 13, CALIFORNIA 


Immediate Delivery — Order Now 









WEBBING 








HOT WATER 


AT A PRICE WITHIN REACH OF ALL 


SMALL HOMES TOURIST CABINS 
7 SUMMER RESORTS 


= 55 
EASILY INSTALLED 2. 


FULLY AUTOMATIC 


W000, 


SAFE AND CLEAN 


“LLL 


APPROVED BY UNDERWRITERS 


TZ 


SIX OR TWELVE GALLONS 


Ta 


AUTOMATIC ELECTRIC 
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RONAN & KUNZL, Inc. 


MARSHALL, MICH. 







WATER HEATERS 
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HERE'S LOOKING AT YOU: Talking 
to the foremen's club of the Crosley 
Division of Avco Corp. is H. W. 
Parker, president of the club. Speak- 
ing from W8XTC in Cincinnati, Mr. 
Parker conducted the club meeting in 
Avco's auditorium. On the right he 
stands before the cameras and below 
you see him as the foremen did. 
Following the demonstration, Har- 
land Bass of Crosley discussed the 
company's new console and table 
model television receivers. 































First Quarter Radio 
Output Shows Increase 


Reports to the Radio Manufacturers 
Association from set producers re- 
vealed that the first quarter output of 
4,231,415 receivers reflected a steady 
rise in the manufacture of television 
and FM sets and radio-phonograph 
consoles. Final tabulations of sets 
produced for the four weeks of March 
ending March 28 showed over-all set 
production to be 1,377,269, of which 
67,264 had FM reception facilities and 
6,635 were radio television receivers. 

Quarterly tabulations revealed that 
18,329 television receivers and 172,176 
FM-AM sets had been produced dur- 
ing the first three months of 1947 by 
RMA set manufacturers. 


Other Models 


Auto radios manufactured during 
the quarter numbered 567,736; port- 
able receivers totalled 482,569. The 
proportion of table models showed a 
decline since 1946 with a correspond- 
ing rise in radio-phonograph combina- 
tion consoles. Table models, exclud- 
ing radio-phonograph combinations 
and battery sets, accounted for about 
53 percent or 2,220,986 of over-all 
production, while consoles accounted 
for about 11 percent or 465,931 of the 
total. 

Of the quarter’s output of television 
receivers, 15,498 were radio table 
models, 2,761 were radio consoles, and 
56 were radio-phonograph combina- 
tions. 


Bendix Radio Launches 
Retail Sales Program 


J. T. Dalton, general sales manager 
for radio and television made by the 
Bendix Radio Division of Bendix 
Aviation Corp., recently announced 
the preparation of a sales training 
program designed to increase the ef- 
ficiency of retail sales efforts. 

To be conducted by Bendix dis- 
tributors, the program involves the 
use of sound-slide films covering the 
specific points in selling radios and 
radio phonographs of the Bendix name. 

“No matter how outstanding a line 
may be—either in its styling or demon- 
strable features—success must lie 
with the dealers and the retail sales- 
men,” said Mr. Dalton. “Our pro- 
gram is intended to help the dealer to 
reduce more quickly his handicap of 
inexperienced personnel with the 
demonstration of good radio sales 
techniques.” 


February Shipments of 
Sew Machines Show Gain 


Factory shipments of domestic sew- 
ing machines in February reached 52,- 
033 units, a gain of 20 percent over 
January’s 43,466 units, the Bureau of 
the Census reports. Despite the gain 
in shipments, production showed a de- 
cline in the year’s second month, 
dropping from January’s 47,063 units 
to 46,068, largely attributable to the 
fewer working days. 


JUNE 1, 1947—ELECTRICAL MERCHANDISING 
























ew- 
52,- 
yver 
1 of 
zain 
de- 
nth, 
nits 

the 





Cleaner, Washer Sales Hit 
Highs in First Two Months 


By a big 17 percent March produc- 
tion of household vacuum cleaners, 
totaling 320,047, exceeded the Febru- 
ary total of 272,927 to set a new record 
for the industry, C. G. Franz, sec- 
retary-treasurer of the Vacuum 
Cleaner Manufacturers’ Association re- 
vealed recently. The March, 1947, 
figure was 142 percent greater than 
the March, 1946 total of 140,166 
cleaners. Steadily soaring production 
in the industry brought the year’s first 
quarter total to 851,866, another all- 
time high, and 121 percent more than 
the opening quarter of 1946. The 
quarter’s total almost equals that for 
the first six months of 1946 and slight- 
ly above half the sales for all 1941, 
which was the industry’s biggest pre- 
war year. 

During February factory sales of 
washing machines also broke records 
with an output of 271,338, compared 
to 89,308 in the same month of 1946, 
and an increase of 74 percent over 
155,546 in February, 1941. February, 
1947, sales exceeded the January figure 
of 240,233 by 12 percent. Washer 
sales for the two months amounted 
to more than one-fourth the total for 
all 1946, biggest year in the industry’s 
history. 

Sales of ironers in February were 
23,239, compared to 15,509 in January 
and 7,339 in February of 1946. 


Plumbers Recognize National Assn. 
of Refrigeration Contractors 


A recent meeting in Washington, 
D. C., between the United Assn. of 
Journeymen and Apprentices of the 
Plumbing and Pipefitting Industry of 
the U. S. and Canada and the National 
Assn. of Refrigeration Contractors re- 
sulted in recognition of the latter group 
as a national association representing 
the refrigeration contractors. 

It was agreed that the two groups 
will work closely together on all mat- 
.ters of mutual interest when legally 
possible which shall include the train- 
ing of apprentices and journeymen 
employed in the refrigeration indus- 
try. 


VCMA Asks Relief 
from Regulation W 


Relief from the controls of Regula- 
tion W was sought recently by the 
national affairs committee of the 
Vacuum Cleaner Manufacturers Asso- 
ciation which presented its petition to 
the Federal Reserve System board of 
governors in Washington. 

“Our industry is anxious to continue 
producing and selling vacuum cleaners 
in volume as it has been during the 
past few months, but feels that to be 
able to do so, they need to be removed 
from the list of products still con- 
trolled by Regulation W,” the petition 
asserts. According to the industry, 
the ending of wartime restrictions on 
most consumer articles, with the ex- 
ception of vacuum cleaners, is dis- 
criminatory and is helding back the 
free flow of cleaners into American 
homes. 


Du Mont Ships $875,000 
in Telesets in Four Weeks 


In the four week period between 
January 27 and February 23, over 
$875,000 worth of television receivers 
were shipped out by the Allen B. Du 
Mont Laboratories, Inc., according to 
an announcement by Dr. Allen B. 
Du Mont, president. He said that the 
remaining backlog of orders for tele- 
sets still totals more than $3,100,000 
and that shipments to date have been 
almost entirely to the New York me- 
tropolitan area. However, distribu- 
tion schedules call for early deliveries 
to Philadelphia, Washington, Schenec- 
tady, Detroit, Chicago, St. Louis, and 
Los Angeles. 


Presteline Production 
At 150 Ranges Per Day 


Ernest Murphy, president of the 
Pressed Steel Car Co., speaking at 
the recent annual stockholders meet- 
ing, said that current production of 
the company’s home appliance division 
in Chicago is at the rate of 150 ranges 
per day and will be increased as rapid- 
ly as the supply of materials permits. 











HOTPOINT AUTOMATIC. ELECTING BxH:.< 


- N°1,500,000 





OLD TIMERS in Hotpoint, Inc., get the privilege of crating the company's |,500,000th 
electric range. Their total service with the firm adds up to III years. Left to right: 
Joseph Hauptman, William Demdrow, Fred Krueger, and Albert Johnson. 
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THIS DIFFERENT LIGHT BULB* IS SOLD TO 


MORE PEOPLE—AT A 


Superlite gives a soft, 
evenly-diffused light 
throughout. 
Gy 
> 
52? 
4120 


Beautifies the surroundings in 
which it is used. Decorative 
appeal means sales appeal! 


Reduces glare to a minimum, 
allowing comfortable use of 
bare or partly shaded bulbs! 


GREATER PROFIT 
To YOU 


Affords pleasant, decorative 
light from wall brackets! 





Gives more restful light 
where the use of expos- 
ed lamps is necessary! 















































Rated 
Ordering Hours Std. 
Abbreviation Volts | Watts} Bulb Base Life Pkg. | Price 
15A/W 120 15 A-15 Med. 1200 120 16 
25A/W 120 25 A-19 Med. 1000 120 16 
40A/W 120 40 A-19 Med. 1000 120 16 
50A/W 120 50 A-19 Med. 1000 120 16 
60A/W 120 60 A-19 Med. 1000 120 16 
75A/W 120 75 A-21 Med. 750 120 .20 
100A/W 120 100 A-21 Med. 750 120 . .20 
150/W 120 | 150 PS-25 Med. 750 60 30 
200/W 120 | 200 PS-30 | Med. 750 60 .40 




















Order your stock now! Address Lighting Division, Salem, Mass. 
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PUROZ ONE’ 




















New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On the Ground Floor with Fastest 
Selling, | High-Profit Item in the Field 


The most effective, economical air purifier known to science. 
Sixty-four million homes have been waiting for this low-cost, port- 
able unit. 


PUROZONE attacks and eliminates odors nature’s way. Floods 
the home wiih fragrant, purified, mountain-like air containing 150% 
more oxygen. Recharges stale, used air with vital, health-building 
PUROZONE that actually increases vitality . . . relieves hay fever 
sufferers .. . helps prevent colds. 


Low initial cost and minimum operating expense (unit actually con- 
sumes one-half the current used in electric clocks) sells consumer 
immediately. 

















CLEANER WINDOW DISPLAY, compact, substantially built, colorful, provides a 
place for attachments and an adjoining section for the cleaner itself. Dealers may 
obtain these Premier “Aire-Matic’ displays from Premier distributors for $2.25 


each, f.o.b, Cleveland, O. 





NEW LITERATURE 
AND SALES HELPS 













SEE THE MODERN MIRACLE! 


At the Chicago Housewares and Appliances Show 
NAVY PIER — CHICAGO 


BOOTH NO. 292B, JULY 13-18 



















NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS Send for Full Particulars 
Some PUROZONE Franchises are still available. Send for full 
particulars and merchandising plans 


PUROZONE COMPANY 


3254 LINCOLN AVE., CHICAGO 11, ILLINOIS 
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Premier Vacuum Cleaner Div. 
General Electric Co. 


“How To Drive a Woman Crazy” 
is the intriguing title of a new sales 
training film produced by the Premier 
Vacuum Div., General Electric Co., 
Cleveland 10, O. This sound-slide film 
is made available to Premier dis- 
tributors and dealers as a major item 
in Premier’s sales training program. 
The film presents a highly effective 
and entertaining way for Premier 
salesmen to sit in on a successful sale 
of Premier cleaners—through a typical 
in-the-store demonstration. The dia- 
logue is easy-going and conversational, 
yet realistic and to the point. Ar- 
rangements for dealers to see and use 
this film may be made through 
Premier distributors. 

“Lowell Thomas Meets the Pre- 
mier” is the title of an institutional 
film also produced by Premier. This 
sound-slide film is a behind-the-scenes 
adventure through the Premier fac- 
tory narrated by the popular radio 
commentator, Lowell Thomas. Begin- 
ning with a brief resume of the de- 
velopment of home-cleaning methods, 
the film shows the actual manufac- 
ture, assembly and testing of Premier 
cleaners. Lowell Thomas finds and 
brings out many human interest angles 
that help to make this a highly in- 
formative and entertaining film—not 
only for dealers and salesmen, but also 
for schools, churches, women’s clubs 
and other groups. Arrangements to see 
and use this film may be made with 
Premier distributors. 

An illuminated, mirrored-glass sign 
to identify Premier dealers, has been 
produced by Premier as a unit in the 
division’s identification sign program. 
Constructed of plastic and glass, and a 
sturdy metal cabinet, with a 40-watt 
bulb to illuminate the colored plastic 
tubes at the top and bottom, making it 
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glow like neon, the sign is available 
through distributors at a cost of $4 
each f.o.b. Cincinnati, Ohio. 

Another sign for window use is of 
brilliant red neon tubing outlining a 
full color reproduction of a Premier 
floor model cleaner. The brand-name 
Premier is spelled out across the il- 
lustration’ in vivid green, to a width 
of 23 inches. Available at a cost of 
$28 each, f.o.b. Cincinnati, O. 


Westinghouse Electric Corp. 


For contractors, jobber salesmen, 
dealers and farmers themselves, a com- 
prehensive 44-page book covering 
every ‘step of farm electrification and 
wiring is announced by the Westing- 
house Electric Corp. It lists many 
electrical applications according to 
farm enterprises—dairy, poultry, shop 
and machinery shed, crops, water sup- 
ply, home—tells their value to the 
farmer, and the electric power re- 
quirements of each. A check list is 
provided to help the farmer plan for 
his immediate needs, as well as ap- 
plications to be added later. The 
Farmstead Wiring Booklet (B-3873) 
is available to utilities, rural electric 
cooperatives, dealers and chain stores 
from the nearest Westinghouse dis- 
tributor for 25c per copy, if less than 
100 are purchased. Prices for quan- 
tity purchases are 101 to 5000, 20c 
each; over 5000, 15c each. 

A deluxe two foot by four foot 
merchandising table, X-305, is now 
available to department stores, elec- 
tric appliance shops and hardware 
stores from the Westinghouse Lamp 
Div. Constructed of hard maple with 
Masonite paneling, it makes an at- 
tractive wall unit or island display 
according to Herbert E. Plishker, 
manager of lamp advertising and sales 
promotion. The new unit is offered 
for $13.20 f.0.b. Bloomfield, N. J. 
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‘Leader Electric Mfg. Corp. 


“Look to Leader” is the title of a 
new 12-minute sound film just com- 
pleted by Leader Electric Mfg. Corp., 
Chicago. “We've boiled the Leader 
story> down to fundamentals,” said 
Walter Glass, Leader president. “The 
film is built to be of interest to archi- 
tects, builders, public utility execu- 
tives, electrical contractors, wholesal- 
ers and their salesmen.” Leader rep- 
resentatives are being provided with 
sound projectors to show the film to 
all interested groups or individuals. 


Mullins Mfg. Corp. 


Mullins Mfg. Corp., Warren, O, 
announces a new Youngstown Kitchen 
sound slide film that retail dealers 
can show to prospects or can present 
before women’s clubs and other organ- 
izations. The film is entitled, “Dream 
Come True.” It shows how easy and 
inexpensive it is to change an old 
fashioned kitchen into a modern, work- 
saving kitchen with Youngstown units. 

Another new sound slide film, “The 
Youngstown Kitchen Story”, is pri- 
marily for sales training work, This 
film shows the company’s entire 
kitchen line and points out the tre- 
mendous modernization and new con- 
struction market. 


National Electrical 
Wholesalers Assn. 


In a 32-page, illustrated booklet, 
“Program for Progress,” the National 
Electrical Wholesalers Association 
has published a comprehensive report 
of N.E.W.A.’s organization, method 
of operation and activities. Their 
program is described generally and 
special articles are devoted to the 
E.E.L-N.E.W.A. basic sales training 
program, the suggested standard page 
for wholesaler salesman’s catalog, 
planning committee forums, activities 
of other committees, the 37th annual 
convention, the Association’s News- 
letter and its publicity program. 





National Assn. of Domestic an? 
Farm Pumping Equip. and Allied 
Products Manufacturers 


A well organized summary of profit- 
making sales promotion ideas for 
water system dealers appears under 
the chapter heading “Selling the 
Water System” in the “Manual of 
Water Supply Equipment” recently 
published by the National Assn. of 
Domestic and Farm Pumping Equip- 
ment and Allied Products Manufac- 
turers. Further information may be 
7 had from the Plumbing and Heating 
Industries Bureau, Chicago 1, III. 








MECHANIZED WINDOW DISPLAY, 
offered to their distributors and dealers 
by Bendix Home Appliances, Inc. Basic 
unit is a life-size, lithographed replica of 
washer. Back of porthole door is heavy 
cardboard cylinder containing pieces of 
colored fabrics which are tumbled about 
realistically as cylinder is revolved by a 
phonograph motor. 





































HOME FLUORESCENT DISPLAY is 
offered dealers by Smithcraft Division. 
Customers can lift out fixture for further 


examination. Hole in back provides for 
illuminating unit. 
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National Electrical Mfrs. Ass'n 


A new publication, recently issued 
by NEMA, is called “NEMA Stand- 
ards for Magnet Wire” (Pub. No. 46- 
120). It contains standards for vinyl 
acetal insulated round, rectangular 
and square copper magnet wire. It 
covers spooling, joints, minimum and 
maximum increase in diameter due to 
insulation, measurement of addition of 
insulation, adherence and flexibility, 
abrasion scrape testing, heat shock, 
aging, solubility, toluol-alcohol test, 
twist test, dielectric strength test, 
continuity test, elongation of copper, 
acceptance and rejection. The booklet 
is 8 x 104, contains 14 pages, and 
may be purchased from the Associa- 
tion for $1.00. 

The Electric Water Heater Sec- 
tion has announced a 7 page booklet 
called the Modern Automatic Elec- 
tric Water Heater. Illustrated with 
drawings, containing plans and speci- 
fications, the booklet tells the story 
of what the water heater is and how it 
operates. Copies may be obtained from 
NEMA, 155 E. 44th St., New York. 
cy B:. ¥. 


Malleable Iron Range Co. 


A new instruction book has been dis- 
tributed by the Malleable Iron Range 
Co., for users of their Monarch elec- 
tric range’s “Deep-Heet” roaster oven. 
It contains photographs and descrip- 
tions of different utensils in use, baking 
and roasting charts, electric sauce pan 
operation and recipes. “Dora’s Diary” 
is the title of a little book of recipes 
and amusing cartoons offered by the 
same company. Copies may be had by 
writing the company at Beaver Dam, 
Wis. 


RCA Victor Div. 
Radio Corp. of America 


A new line folder on RCA Victor 
television receivers, in which the four 
initial models are described and illus- 
trated in detail, was announced recently 
by J. David Cathcart, advertising man- 
ager of the RCA Victor Home Instru- 
ment Dept. The folder, prepared for 
dealer distribution to consumers, de- 
scribes four important television de- 
velopments incorporated into RCA 
Victor television’ receivers. 
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71 YEARS OF WASHER MANUFACTURING EXPERIENCE 
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. Washes in the clean top 
suds. Suds float, clothes float, 


dirt sinks to the bottom. Other 


SFR EE SE 


exclusive Voss features — Elec- 
tro-Safe pressure extractor and 
trouble-free Auto-Type trans- 


mission, etc. — make easy sales. 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 











BUILD GREATER PROFITS 
pk OUR SERVICE BUSINESS 
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REPLACEMENT 
HEATING ELEMENTS 
A Profitable Service business with 
satisfied customers is easily built with ' 
“Nykelkrom” Replacement Elements 
als " 





LIGHTNING 
SPEED 


Portable Water 
Heater—a fast ef- 
ficient Unit makes 
hot water available 
anywhere. Chrome 
plated brass shell. 
Guaranteed 
$5.95 list price 


NEW—IRONER ELEMENT 
1300 Watt Unit—all desirable lengths ‘ 


Complete line of Replacement 
Coils for most Electric Ranges— 
special heating units—flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 





IMPROVED IRON ELEMENT 


Fits 90% of the irons including new 
Thermostat Models oe 


resistance wire. NEW 
SEND FOR COMPLETE CATALOG PERCOLATOR 
ELEMENT 
H. W. TUTTLE & CO. win si mos: 
ADRIAN, MICH. 350 Wot Ua 
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THE FIRST AND FINEST! 


This is it! Industry's tool for exacting production 
jobs—the choice of mechanics and home craftsmen 
all over the world, There are more Handees in use 
than all other tools of this type combined. And more 

accessories! Over 500 in the profitable Handee 
line. Sell them to all tool owners. 


Handee grinds, drills, polishes, cuts, 
routs, carves, sands, saws, engraves on 
any material—wood, plastic, metal, glass. 
horn, etc. Runs at a cool 25,000 r.p.m. AC 
or DC. Wt. 12 oz. In fine steel carrying 
case with 40 accessories, nationally ad- 
vertised at $27.50. Handee only, with 7 
accessories, $20.50. 


SATISFACTION GUARANTEED —a 15- 
year history of satisfied Handee users en- 
ables us to make this absolute guarantee 
to your customers. 


@ Combined with its exclusive precision 
attach and c -built accessories, 
Handee performs more operations with 
greater accuracy than any other portable 
tool at any price 
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IMMEDIATE DELIVERY 
PLACE YOUR ORDER TODAY 
Write for 64-page catalog 


CHICAGO WHEEL & MFG. CO., 1101 Monroe St. 





Dept. EM, Chicago 7, Ill. 


AMERICAN DELUXE 


PUCUR ELT 
VENTILATING FANS 


Now Ready for Immediate Delivery 
In Sizes Ranging From 18” to 30” 


For a satisfactory long-life performance, the American 


Deluxe Ventilating and Exhaust Fans will measure 


up 
to any-expectancy 


Frame and motor base is a one piece, rugged cast 


aluminum, patented aluminum fan blades, perfectly bal- 


anced to right pitch, designed for maximum in air 


delivery and quietness installed 


4 HP 


in operation. Easily 
110 volt, are enclosed to resist. deteri- 


and dust 


Motors, 


ordtion from steam, grease, fumes for instal- 


lation where satisfactory ventilation is desired 


American Deluxe Ventilating and Exhaust Fans are 


especially designed for churches, restaurants, theatres 


work shops, industrial plants, garages, and for the home 


owner who desires a cooling ventilation system in their 


homes, at low cost 


Write, Wire 


phone 


AMERICAN HEATING & ENGINEERING COMPANY 


601 EAST Sth STREET, NEW ALBANY, INDIANA, U. S. A 
Mo lala di of Ventilating Systen , a ®) Heot E elas 
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Boosting the Dealer’s Business 





customer wasn’t required to pay a cent 
until the fan went into operation in 
May, and then could elect whether he 
desired a six or 36 months contract. 
Thus dealers were enabled to begin 
sales immediately while the mer- 
chandise was available.” 


Sell Fans All the Time 


The startling results, as shown by 
Mr. Mitchell’s books, is that Southern 
Appliances’ dealers throughout the 
Carolinas sold more than $100,000 in 
attic fans during the cold months of 
November, December, January and 
February—months which theretofore 
had been ruled out as far as the sale 
of fans was concerned. 

Another example of Mr. Mitchell’s 
zeal in promoting his dealer’s business 
came recently in the flying visit to 
Charlotte of Judson S. Sayre, presi- 
dent of Bendix Home Appliances, Inc. 
The vist was announced in full page 
ads in the Charlotte daily papers, over 
the names of five major Bendix dealers 
in that city. Mr, Sayre found himself 
in a heart-to-heart talk with approxim- 
ately 70 dealers who fired questions 
right and left and learned first hand 
about production goals and anticipated 
output of his company, despite the fact 
that he was just passing through Char- 
lotte on his way to Florida. Many 
another manufacturing official has 
found himself thrust right into a 
dealer’s shop for an unofficial but 
highly prized visit, when he drops by 
Southern Appliances, Inc. 

The latest idea developed by Mr. 
Mitchell and his assistants is a “build- 
ers’ department.” Under this set-up, 
a full time staff keeps in constant touch 
with building projects, housing, etc., 
all over the Carolinas. When such 
a project is discovered, representatives 
of the builders’ department contact the 
contractors or builders, offer the serv- 
ices and advice of the nearest Southern 
Appliances dealer and work with that 
dealer in every way to tap this poten- 
tial market in new homes and con- 
struction. In effect, it makes the dealer 
building conscious and armed with an 
estimate of what is needed, he goes to 
work trying to sell it. The idea is a 
brand new one and appears to be off 
to a flying start with a nice increase 
in dealers’ sales shown so far. The 
department is being enlarged and new 
personnel added for research, contacts 
and planning. 


Home Economics Emphasized 


There aren’t too many new ideas 
in the home service field but what there 
is new, Miss Copley, the home econ- 
omist for Southern Appliances has 
utilized. She spends a great deal of 
her time experimenting with soaps, 
bluing and other washing materials in 
order that the results may be passed 
on to dealers and in turn to the con- 
sumer. She makes regular jaunts to 
women’s colleges throughout the Caro- 
linas, holds demonstration classes and 
advises her hearers on almost every 
related subject from the removal of 
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spots to the best methods of washing 
delicate materials. Not the least of 
her work is in maintaining close con- 
tact with the Duke Power Co., the 
big Carolina utility, in promoting elec- 
trical living. Regular visits by Miss 
Copley and her assistants are wel- 
comed by dealers, who exert full efforts 
to make the success of a demonstra- 
tion complete by rounding up enthu- 
siastic audiences and listeners, for it 
is the dealer who profits in after-sales. 
Miss Copley’s “use the user” plan has 
resulted in many extra sales for 
dealers. This is a plan which calls for 
an after-sale demonstration in the 
home of a satisfied customer and is de- 
signed to impress the user’s neighbors, 
furnishing a list of prospects for the 
dealer. In nearly all instances, ac- 
cording to Miss Copley, the user is 
proud to show off her new appliance 
to her neighbors and the demonstra- 
tions are unqualified successes. Usu- 
ally, the dealer presents the user with 
a small present for her cooperation. 


Great Expectations 


Southern Appliances, Inc., incor- 
porated in 1943 with three employees, 
expects to do a minimum six million 
dollar business in 1947, according to 
Mr. Miller, treasurer of the -firm, by 
using just such innovations as those 
described above. A field as yet not 
fully tapped by the firm, but for which 
the groundwork has been laid, is a 
cooperation plan with North Carolina’s 
vast army of tobacco growers. South- 
ern Appliances, according to Mr. Mil- 
ler, expects to have a hand in develop- 
ing new curing processes and will pass 
the results on to their dealers all over 
the state. Other fields for appliance 
merchandising will be exploited to the 
fullest, he says, with a viewpoint al- 
ways of promoting the dealers’ busi- 
ness. 


Had Manufacturing Background 


The big distributing firm’s position 
today is the realization of Cal Mit- 
chell’s dream and the result of his 19 
years work in the Carolina appliance 
field. Mr. Mitchell, who represented 
the Nash-Kelvinator Corporation from 
1929 to 1938 and Bendix Home Ap- 
pliances, Inc., from 1938 to 1946, re- 
signed the latter post to become head 
of Southern Appliances, Inc. The lat- 
ter firm, according to Mr. Mitchell, 
did not grow from the radio or re- 
frigerator field as the majority of dis- 
tributors have, but built its foundation 
on the Bendix line of appliances. A 
good line of appliances is no mean 
asset, but one suspects a four-star 
dealer of Cal Mitchell’s ability and 
brains is just about one of the biggest 
factors in a successful distributing 
firm. 

“If we’ve had any success,” he de- 
clares, “it’s because we have concen- 
trated on promoting our dealers’ busi- 
ness. If your dealer is healthy, you 
are healthy. This is the fixed policy 
of Southern Appliances, Inc., and al- 
ways has been.” End 
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They Divided . . . And Conquered 
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Partners Roy D. Wininger and H. Merritt Britt (left) head an organization of 


18 employees, all of whom are members of the firm in as far as dividing profits 
goes. From the auditor to the janitor, they have a deep. interest in sales vol- 


ume and repair receipts. 


ments—refrigeration, range and water 
heater, laundry equipment, small ap- 
pliances, radio, parts; (2) definite re- 
sponsibility was delegated; (3) two 
base salaries were set up—one for 
trained personnel, regardless of du- 
ties, and one for student personnel, re- 
gardless of duties; (4) 50 percent of 
the net profit of the entire service de- 
partment was returned directly to 
members of that department as a divi- 
dend at the end of each month, in 
addition to base salaries; (5) every- 
body participates in the Christmas 
bonus, determined on the average 
monthly dividend plus the yearly vol- 
ume of the firm, and (6) service men 
were encouraged to work as a team 
with the sales department, taught how 
to sell by taking the same extension 
courses and were compensated for each 
sale or lead to a sale that they turned 
in, in addition to other incomes. 

“An improved effect was apparent 
almost from the first day,” says Mr. 
Britt. “Every man is a capitalist. 
The firm furnishes his shop, truck, 
bookkeeper, tools, feeder service and 
advertising. He furnishes his time, 
his brains and his skill. The distri- 
bution is equal, so the split is equal. 
The old bugaboo about ‘the poor em- 
Ployee slaving away while the com- 
pany gets the gravy’ is out of the win- 
dow.” 

Service Dept. Results 


This unique plan of dividing profits 

has produced at least nine significant 
results in the service department, ac- 
cording to Mr. Winninger. 
“First,” he declares, “efficiency 
Jumped immediately. It is no longer 
Necessary for the management to cope 
with slow starters. Their co-workers 
handle this matter very efficiently. 
Second, waste is cut to a minimum. 
Third, teamwork is very apparent—if 
Frank has caught up with his work, 
he immediately turns to help Ray or 
Bob. If work is slack, it is solicited. 
Fourth, a better grade of work is 
being turned out. To do a faulty job 
Over costs the department money and 
satisfying a customer makes money. 


“Fifth, sales are increased. No 
longer does a service man leave a 
home without listing worn or dated 
appliances or talking up the advan- 
tages of new equipment. Sixth, roll- 
ing stock and other equipment receive 
better care, since breakdowns cut the 
net profit. Seventh—courtesy, neat- 
ness, morale, pride and interest have 
all taken a big step in the right direc- 
tion. Eighth, raises or reduction in 
salary are automatic and entirely up 
to the personnel. Woe to the slacker. 
And ninth, and most important, every- 
body is making more money!” 

So successful has been the profit- 
dividing plan that Mr. Wininger and 
Mr. Britt find it almost hard to be- 
lieve. They feel it is difficult to put a 
finger on the spark which touches off 
the workings of this successful ven- 
ture in merchandising and service. 

“Enthusiasm is contagious,” Mr. 
Britt sums up. “Aside from money, it 
is much more pleasant to come to work 
in the morning and to be associated 
with a group which has snap and 
demonstrates cooperation and cheer- 
fulness.” 


Study in Cooperation 


Thus by dividing its working terri- 
tory into well-planned sales zones and 
by dividing its profits with the men 
who produce them, Britt’s has estab- 
lished itself as one of Florida’s finest 
appliance firms. The store’s history 
in itself is a study in cooperation. 
Mr. Britt was awarded a General 
Electric franchise in August 1945 
and opened a shop in Winter Park. 
Mr. Wininger obtained a General 
Electric franchise and went into busi- 
ness in Orlando in September 1945. 
Two months later, the youthful deal- 
ers—being good friends, anyway— 
merged forces and opened shop in Or- 
lando. The present new building occu- 
pied by the firm, located at 344 North 
Orange Avenue and opened in Janu- 
ary 1947, measures 54 by 100 feet and 
is the last word in modern appliance 
stores. Expansion plans are upper- 
most in the partners’ minds just now. 

(Continued at bottom of page 203) 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


Famous “Never-Boil” EMPIRE 
Electric PERCO-DRIP 


method of coffee-making ex- 
tracts only the desirable oils 
to produce clear, rich coffee 
of truly distinctive flavor. 
Starts percolating in 60 sec- 
onds. Attractive, modern 
design, polished seamless 
aluminum with cool ebonized EMPIRE 
handle, scratchproof feet, PERCO-DRIP 
patented heavy-duty direct- “tiv “otee Maker 
heat immersion element and insulated valveless 
pump. In 9-cup size at present. 





Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding con- 
venience features. 
Handles two large 
bread slices, turns 
them by a flip of the 
door. Has large flat 
top for toast-warming. 
Extra large Nichrome 
heating element offers 
large heating area for 
uniform toasting. Durable construction, black 
‘)*enameled base, scratchproof feet, large cool 
handles. A quality toaster at popular prices. 





EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sportsmen, 
farmers, motorists — all who 
need handy, dependable, 
versatile night-lighting. 
Changes from wide-spread- 
ing floodlight to a powerful 
spot at a quick turn of the 
lens head. All-position pivot 
base turns the beam in any 
desired direction. 














THE METAL WARE CORPORATION 


TWO RIVERS, WISCONSIN 
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The amazing 
REGINA ELECTRIKBROOM 








LABOR. EASY-TO- designed for daily use 
SAVING OPERATE 
- 7 
EFFICIENT DURABLE 





The incomparable 


REGINA ELECTRIC FLOOR POLISHER 





gots professional results without offort 











tHe REGINA corporation, Rahway 2, N. J. 
Makers of the Regina Smoothcut Can Opener 
IN CANADA BY G. H. WOOD & COMPANY, 


Rraonches throughout Conada 


oh awow Nemerson 


for the best in ATTACHMENT PLUG CAPS 


DISTRIBUTED LIMITED 
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Manufacturers — ELECTRICAL WIRING DEVICES — RUBBER 
83-91 HIGHWAY 29, HILLSIDE 5, N.J. +* Wa&Averly 3-1818 
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It’s the Follow Through that Pays 
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Les Walden holds fluorescent unit from his “sock” window lighting arrangement— 


light outlines the plate glass at night, attracts customers. 


This installation (two 


windows cost about $250, saves electricity), does a better job than other methods 


of display lighting, according to Walden. 


firm moved a few doors down street 
into a better, roomier sales room, and 
remodeled. Newspaper advertising 
with pictures will entice the appli- 


| ance-hungry public into the new loca- 


tion, according to the Waldens. 
Keep Salesmen Straight 


“Once we get them into our sales- 
room, we try to secure names, and 
each salesman knows that he is to 
follow up on his names, and we ask 


| prospects to mention names of sales- 


men they have talked to,” continued 
Les Walden. “We try to keep a unity 
between the salesman who originally 
contacted the prospect and the close 
of the sale. The prospect feels better 


| about it, we think, and it is a great 











help to us, too.” 











Sidney Michael and Leo Ul, Walden 
servicemen, adjust shelving in a walk-in 
cooler, one of the units in this firm's 
newest line, commercial refrigeration 
equipment. This huge unit is displayed 
on one side of the store sales floor. 
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In former years this firm also used 
trucks and crews for “prospecting,” 
and the likelihood of this coming about 
soon again is not remote, according 
to the Waldens. The trucks would 
haul refrigerators, vacuum cleaners 
and washers, for instance, following 
up women solicitors for demonstra- 
tions. Where a demonstration was 
asked for, a couple of men would take 
the appliance into the home and set 
it up. Some one in the crew would 
demonstrate, and all this effort usually 
resulted in a sale. 

“Sure, we'll start crews out again,” 
affirmed Les Walden. “You've got to 
do everything in the book, when the 
going gets a little rougher. Another 
thing we go for is qualified direct 
mail advertising—none of this hit or 
miss stuff. We use prospect names 
gained from other means of advertis- 
ing, through telephone calls, through 
satisfied customers, through walk-in 
trade.” 


Direct Mail, Too 


The direct mail plugging consists 
of more than circularizing of pam- 
phlets and folders secured for brand 
advertising. Walden’s also writes a 
personal letter, signed by Les Walden 
as sales manager, and thus ties up 
national advertising with a local dealer. 

A record bar was added to the 
Walden lines during the war, but 
again it has served mainly as a pros- 
pect-puller. Of late, it has hardly 
paid the light bill, according to C. H. 
Walden, because the record shops of 
downtown Erie have garnered most 
of the trade that went to appliance 
stores, as such, when the trade was 
at its best. Nevertheless, Walden’s 
continues to operate a very attrac- 
tive record bar, tying it in with radio- 
phonograph combination sales, and 
getting names of record buyers to 
add to prospect lists to be followed up 
by salesmen. The record bar is set 
off in one corner of the store with 
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a highlighted sign of stand-out letters. 
Although the remodeling of the 
store has gained a more pleasant in- 
terior, with inlaid linoleum flooring, 
pastel decorating and brilliant fluores- 
cent lighting, Walden’s searched for 
something different to pull traffic from 
the main thoroughfare just outside 
the front door. Les Walden finally 
hit upon a “sock” way of window 
lighting which has made the two show 
windows unique in _ northwestern 
Pennsylvania appliance stores. 


Simple and Cheap 


“It’s as simple as anything,” he 
said, “and it is inexpensive to operate, 
too. In fact, it constitutes a savings 
over the old way we had of spot- 
lighting displays and the show window 
areas. 

“Tt consists of lining the window 
glass with fluorescent lights, or in- 
stalling the tubing around the perim- 
eter of the window sections, just as 
though you were framing the window 
with a pencil line of light. We did 
the whole job for about $250. Each 
show window takes nine 40-watt units, 
or about 360 watts per window. We 
formerly used about twice this amount 
of power, and we didn’t get near the 
‘sock’ out of it. This does a better 
job and saves us money.” 


Keep It Shiny 


There is the additional advantage, 
Les Walden said, of keeping you 
aware of the condition of your win- 
dow glass. You’ve got to keep it 
washed and shiny when you frame it 
for the public every night. So now 
someone in the store has the daily 
chore of shining up the Walden Co. 
windows. 

In addition to a full line of traffic 
appliances, this store now handles 
Crosley, Kelvinator and other refrig- 
erators. Gas, wood and oil ranges 
are also carried. It is planned to 
carry a full staff of eight outside 
salesmen when conditions are more 
normal. Personnel presently consists 
of, besides C. H. Walden and his son, 
Les, Dora Patsy, sales clerk; Edward 
Alexander, Edward Woods and Har- 
old Shoen, salesmen; and Leo UI and 
Sidney Michael, servicemen. End 


They Divided 
.. . And Conquered 
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“Right now, we are operating 
within a 30-mile radius,” says Mr. 
Wininger. “Of course, it is our de- 
sire to increase this-radius even more. 
By a glance at our service trucks, you 
can see they are self-sufficient for 
many calls for quite a time. We find, 
if necessary, the trucks can be equipped 
to operate independently of the store 
for as much as three or four days. At 
this time, we are considering the feasi- 
bility of equipping them with short- 
wave radio to cut down needless mile- 
age and loss of time. Let me say that 
in all our plans, we have had the help 
and advice of our distributor and in 
return, we are trying to build up a 
model General Electric outlet.” End 
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All Set to Go 
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of the firm had a hand in choosing 
the lines eventually featured, as Cul- 
len’s went to work on past-sold pros- 
pects, announced appliance selling 
plans and got an enthusiastic response 
in all cases, 

Good merchandising display ideas 
come only from experimentation, ac- 
cording to Mr. Minor. Thus the firm 
tested a batch of ideas before instal- 
ling its facilities. Gas lines, heavy 
duty power wiring, hot and cold water 
were provided for everything ; even the 
individual samples of each leading ap- 
pliance line which greet the customer 
as he steps through the doorway. In 
the separate radio shop, a _ typical 
18x10 foot knotty pine paneled shop 
facing the window front, Cullen’s pro- 
vided for 86 electrical outlets, so that 
any radio shown snaps into life at 
the throw of the switch. There is no 
tiring wait or unscrambling of wires 
in this store. Likewise, the 80-odd 
small appliances next door are all 
separately plugged in; with hot plates 
ready to boil water, mixers whirring 
away, heat lamps glowing and roasters 
giving off heat. The same policy was 
followed through with one of the most 
unusual departments, a 14x10 foot 
lamp shop, which contains 74 electrical 
outlets to give 74 table model lamps 
instant life. The lamp department, a 
franchised line, is expected to provide 
a “home owner appeal” all its own, 
according to Mr. Minor who feels that 
not enough appliance stores carry 
lamps. 


Other Wares 


In the rear of the store, past the 
separate small appliance and lamp 
shops, are hardware, paint, house- 
wares and wheel goods departments 
which Cullen’s believes will help to 
draw potential appliance buyers long 
after the buyers’ market is a thing 
of the past. Each of the separate de- 
partments has overstock space in 
cabinets below the display shelving, 
ample for an average two days’ selling. 

Both hardware personnel and spe- 
cialty appliance men will sell on the 
floor until appliance inventories permit 
the store to go “outside” according to 
the management. Specialty outside 
men are being trained, and will be 
given a rich list of prospects all of 
whom have long been customers of 
Cullen Lumber Co. and are well sold 
on the firm. . Each man will be as- 
signed a territory with approximately 
the same sales potentialities; and 
through special compensation and 
profit sharing plans, will find his job 
far away better than anything the 
prewar appliance field could offer, ac- 
cording to Mr. Minor. 

The store will be open late each 
evening until necessary operating 
hours are determined, and will count 
on both its eye-catching prominence 
and concentrated newspaper advertis- 
ing to bring in new friends. With the 
novel building putting appliances “out 
in front” to hundreds of motorists 
daily, arid the constant demonstration 
facilities available everywhere, Cullen’s 
feels it can’t miss. End 
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= G. Ss. SPRING CLUTCHES 


@ Mrs. Housewife doesn’t know much about 
clutches but she can quickly decide whether 
your ironer will stand the final test .. . 
performance in handling the family laun- 
dry, week in and week out. 





CONTROL 
SHOE TO ROLL 


The clutches you use in your ironer have 
much to do with ‘her decision. For satis- 
factory “in-the-home” performance, many 


\ makers of ironers choose 

L.G.S. SPRING CLUTCHES 
L. G. S. allow instant disengagement and 
engagement with minimum effort ... even 
under full load. They can be incorporated 
into the design of your ironer to perform 
the following: shoe to roll control . . . roll 
rotation control . . . roll speed control. 
Recent redesigns have resulted in marked 


economies over pre-war production costs. 


Write today ... send your specifications 
SPEED to... 


CONTROL 


THE SPECIALISTS IN CLUTCH ENGINEERING 


CONTROL 
ROLL ROTATION 





'L.G.S. SPRING CLUTCH CORPORATION 
DIVISION OF 
CURTISS-WRIGHT CORPORATION 








| HOLT ROAD AT FARNSWORTH « INDIANAPOLIS 6, INDIANA J 
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For a Lot of Cooking 
- In a Little Space 


DISPLAY — SELL 





EVERHOT PATEN 
Interlocking 3-Heat Switches 
permit use of higher heatsin both 
burners at the same time, - 


Wattage 275-—500—1100 
in each burner 


“Get Hot 
With 


EVERHOT RANGETTE 


@ Only 2214” long, 1534”deep, 7” high, weighing 24 
Ibs., Everhot Rangette will deliver hotel quality broiling, 
quick frying, fast, uniform toasting, boiling, and with the 
beautiful roomy oven (extra) roasting and baking. 


@ Here is the cooking unit for the compact home of 
today. It does everything. Beautiful enough to take to 
the table for hot toast, cakes, rarebits and dishes to be 
served right from the Rangette. 


@ Catalog No. 820. Porcelain enameled top deck. White 
baked enamel body. Hinged, removable griddle. Remov- 
able pan with 2-position broiler rack in oven drawer. 
Baffle or reducing plate for square burner. Two 3-heat 
switches with interlocking mechanism. Attached heater 
cord. AC 1550 watts. DC available. Chrome-plated steel 
oven (extra) No. 824. 


Designed, engineered and now in production in a plant 
that has specialized in compact cooking units for over 
50 years. See your wholesaler. 


PROMPT DELIVERY 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO . . . ESTABLISHED 1884 


EVERHOT 
PRODUCTS 


ROASTERS .. HEATERS. . APPLIANCES 
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Tailored to Fit the Business 
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ords, sold at a counter_ which leads 
the customer in a gentle curve from 
music into appliances. Records, as 
definite attracters of traffic, have been 
placed so that they will lead traffic 
into the electrical departments, where 
it is needed. The record department is 
one of the most complete to be found 
anywhere. A group of self selection 
racks featuring albums and single rec- 
ords alike, is in the center of the 
floor for self selection. An unusual 
canopy, extending over the counter 
and wall racks, is indirectly lighted 
and helps to tie the department to- 
gether architecturally. Six record 
booths, completely air conditioned and 
equipped with record players, are ac- 
cented by two shadow boxes and one 
spot display, filling a space over the 
stairway which leads to the 400 sq. ft. 
of storage space in the basement. Two 
popular listening posts and a chil- 
dren’s corner complete this section. 

The area for appliance display gives 
the effect of spaciousness and beauty. 
Various shades of green and yellow 
are used throughout. Individual dis- 
plays of major appliances, separated 
by modernistic partitions, provide a 
certain amount of privacy for selling 











Part of the first-night crowd in radio and record department. 


talks. Four individual framed wall 
fixtures feature small heating appli- 
ances. A modernistic counter, com- 
pletely wired, is for the convenience 
of demonstrating smaller appliances. 
A handy office and closing room in 
the center of the major appliance dis- 
play is a convenience for both cus- 
tomer and salesman. To the rear of 
the room is a complete model kitchen 
and home laundry with all appliances 
in operation, for demonstration. Half 
way back along the wall of this sec- 
tion is the individual feature which 
has attracted most attention from vis- 
itors—an electrically lighted miniature 
aquarium, flanked by artistic plant 
arrangements. 

At the head of the decorative stair- 
way from the mezzanine to the second 
floor is the radio department, with 
spot displays of appliances and radios 
in various recessed niches on the 
way up. The finish of the staircase, 
as of store fixtures everywhere, is of 
blond wood in curving design, which 
lends itself effectively to such fea- 
tured displays. 

Typical of all departments of the 
store is the arrangement of the radio 
stock, with not more than one set of 














View of small appliance counter, electric range in background. The aquarium, one 
of the store's highlights featured in pre-opening advertising can be seen in about the 
center of the picture. A portion of the front window can be seen at the right. 
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each model on display. The store ex- 
pects to carry a large stock and fore- 
sees that there will be times when 
they may wish to dispose of radios 
(or other items) in large numbers 
during a short “sale” period. Even 
under such pressure, however, they 
expect to keep their floor clear, with 
single model displays, so that cus- 
tomers will always feel that they 
are getting something exclusive, not 
just one item of an overstock which 
the store is trying its best to get 
rid of. In order to make this pos- 
sible, storage space for all articles 
is provided directly behind the sales 
area where they are on display. In 
the case of radios, this is a sizable 
storage room directly behind the 
sales room, used also for other items 
sold on this floor. In other parts 
of the store, as has been indicated, 
wall display cases are matched by 
storage cases directly behind them in 
the walls, where surplus stock is kept. 
Large appliances are stored on a 
mezzanine platform in the shipping 
room and in the basement directly 


training in educational music, then 
sent to a school which will teach 
him about band instruments. Next 
he will be given special preparation 
for selling radio, following this up 
with about three weeks of supervised 
experience in the main appliance de- 
partment, so that he will be familiar 
with all of the merchandise of the 
store. May’s believes in taking ad- 
vantage of the excellent specialized 
instruction which the manufacturers 
offer—and they send their men to a 
complete series of such _ schools. 
Service men may be sent back to the 
Bendix factory or to the shops of 
whatever line the firm handles in order 
to learn at the source how to handle 
repairs on the equipment the store 
carries. 

In hiring men, Mr. Butler says 
the prospect is always asked, “Do 
you want to sell on commission?” 
The firm wants the applicant to say 
yes, because that indicates that he 
has ambition and believes that he 
can make a good return for himself 
when left to his own initiative. On 
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below the area where they are sold. 

The store maintained its advertis- 
ing in volume throughout the war 
period—with newspaper ads as the 
most important, followed closely by 
radio and the direct-by-mail bulletins 
already referred to, which go to 
schools and larger customers. 

Off the store room on this second 
floor is a space now used as a powder 
room which may later be divided to 
provide a teaching room with piano 
for the free use of local music teachers 
who can sign up here for pupil ap- 
pointments. In anticipation of this 
use, the room has been constructed 
with a soundproof finish. 

The firm has a large staff and ex- 
pects to add more. There are now 
four or five salesmen in the electrical 
department, with three salesmen now 
in training. This means a thorough 
selling preparation. They are sent 
to take business and sales courses 
offered by the University of New 
Mexico and then may be sent on east 
to take the sales course offered by 
the General Electric Co. It is ex- 
pected that there will be some special- 
ists, in local selling, but the road men 
are not departmentalized. Entering 
the store, the man will be given special 
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the other hand, May’s does not pay 
its salesmen on a commission basis, 
because they do not believe that com- 
mission selling can be controlled. Men 
who get their sole income in this 
Way are not interested in the non- 
profit phases of selling, which, from 
the standpoint of the long range wel- 
fare of the business, may be very im- 
portant. Experience so far has in- 
dicated that best results are obtained 
from a basic salary of about $200, 
plus bonus. Exact figures have not 
yet been worked out, but the part- 
ners believe in some form of profit 
sharing with their employees. Sales- 
men readily make from $300 to $400 
monthly, and often much more. 
Business has been carried on while 
the construction of the store has been 
under way. Completion has been 
timed to be ready just about the 
time a volume appliance business de- 
velops. Of course, the cost has been 
more than expected. Originally esti- 
mated at $48,000, the remodeling in 
the fall of 1946 had already cost in 
the neighborhood of $75,000, with 
more expense to come. But the struc- 
ture as it is now completed really 
is tailored to fit the needs of the 
business. End 
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LUMINITE 


REG, U. S. PAT. OFF, 


SAFETY 
PILOT PLUG 


This quick-selling, triple-duty Safety Pilot Plug Is the newest hit in the modern 
LumiNite linc of electrically lighted switch plates. It's an ideal nite-lite plus 
an easy-to-find two-way plug plus a cap for appliance cords—all three in 
one attractive, low-cost unit! The soft-glowing, piastic-encased, low-wattage 
neon lamp is always lighted, visible in the darkest corner. Economical, too, 
using less than two cents’ worth of electric current per year! Lasts for years 
without a burn-out. Just plug it in, and plug into it! No wires to connect 
(unless used as a plug cap for appliance cords). 
Packed in handy, display cartons of 10 plugs 
each. Write for details today on LumiNite prod- 
ucts, and the free merchandising aids. 


ASSOCIATED PROJECTS CO., 80 E. Long St. 
Columbus 15, Ohio 
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Outlet and Switch Lights 
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You’re leaps and bounds 
ahead in efficient protec- 
tion when you deliver 
appliances in a Webb 
Slingabout. This unique, 
easily slipped on jacket is 
made of rugged, padded 
canvas lined with layers 
of soft flannel that pro- 
tects appliance finishes 
from damage. Strong sling 
provides safe, secure grip 
in lifting, carrying and 
maneuvering appliance 
through narrow spaces. 


No messy unpacking to 
litter customer's prem- 


ises. Slingabouts can be 
used repeatedly. 


WEBB MANUFACTURING COMPANY, 




















Yd | 2918 N. 4th St., Philadelphia 33, Pa. ; 
4 Send Slingabout prices for: { Refrigerator | 
7 | Make Check ae | 
rr reezer 
o= | Model No. Wash ; ! 
Ss a | NAME eeu 
| ADDRESS ; 
| cory STATE \ 
SEND : 
TODAY every move td a SAFE move 
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THEY'RE ON 


HER 


(BETTER PUT 'EM ON YOURS) 








“HOME-MAKERS LOOK FOR 


TOP LINE TO MAKE 
THEIR HOUSES HOMES”’ 











Room Heater: Chill-chasing 
cylinder-type electric heater 
that gives instant 3-way heat 
whenever and wherever SHE 





Automatic Iron: The super 
lative streamlined and super- 
sized electric iron—lightweight 
and completely 
automatic for smooth, quick 
ironing. Fabric indicator dial 


Churn: The electric churn | 


that takes the work out of 
butter-making. Child-easy 
operation. 


LY 


Water Heater: The 
thrifty, completely au- 
tomatic electric water 
heater—gleaming white 
baked enamel finish 


and fast heating. aa 





Attic Fan: The breeze-build- 
ing, all-metal attic fan that 
makes home a c-o-o-l hot- 
weather haven. 
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Trade-Mark Reg. U.S. Pat. Off, 
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TENNESSEE VALLEY 
9:0; 0.0 29 ste 8, Con 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 











Yankee Trader 





The only servicing he does is on 
Davidson-sold merchandise and the 
monthly servicing profit rarely ex- 
ceeds two figures. His profits must 
come from sales. 


Assets for Volume 


To turn a $300,000 annual volume 
he has these assets: a good location 
on the main street of Worcester (pop. 
200,000), well-trained salesmen, a 
record of eight years in the same loca- 
tion, loyal customers, and an aggres- 
sive selling attitude. 

Worcester, despite its size, is pretty 
much a one-street city. It is a big 
industrial center of varied industries 
which stays on a fairly even keel even 
during periods of depression. David- 
son’s is on Main St., but not in the 
section of the highest rents. He gets 
plenty of store traffic, but not so much 
that he has “to clutter up the store 
with a lot of traffic appliances.” Actu- 
ally there are few small appliances 
in the store. He has Frigidaire ranges 
and refrjgerators* Easy, Maytag and 
Bendix washers, Hotpoint and Uni- 
versal ranges, Bendix ironers, Gen- 
eral Electric and Eureka cleaners, and 
RCA, Philco and Zenith radios. 

His small appliances bear Toast- 
master, Sunbeam, Hamilton-Beach 
Knapp-Monarch, and Proctor im- 
prints. 

Although everyone in the store sells 
if the occasion demands, the bulk of 
the orders are written by Al Savard 
and Frank Shean. Al has been with 
Davidson for 17 years, first worked 
with him in a utility. Frank has been 
with him for three years. Both are 
experts in the delayed-approach sell- 
ing characteristic of Davidson’s policy. 
Walter Leach, the office manager, is 
an ex-G. I. on-the-job-trainee and has 
been in the store for a year. David- 
son’s secretary is his daughter, Doro- 
thy, who has worked with him for 
seven years. Sadie Kazarian, who 
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has been a Davidson worker for three 
years, is combination cashier and 
salesgirl. Sales training is accomp- 
lished by means of evening sessions 
once or twice a week under David- 
son’s own tutelage. In addition, as 
in other firms, the staff benefits from 
the training visits of distributors and 
manufacturers. 


Outside Selling Plans 


The present sales staff concentrates 
on inside selling, but at the time this 
was written Mr. Davidson had a re- 
quest in for two G.I. on-the-job- 
trainees, whom he proposes to start at 
$25 a week, who will combine both 
inside and outside selling. They’ll 
start off gradually, taking a corres- 
pondence sales training course, talk- 
ing to customers in the store, making 
two customer service calls per day 
each on purchasers of Davidson appli- 
ances and two calls on prospects. 
When they have appointments in pros- 
pects’ homes they’ll be accompanied by 
Al Savard or another skilled sales- 
man who will act in the capacity 
of an adviser. When the initial two 
trainees become absorbed into the 
organization and complete their basic 
courses, two more will be engaged. 

On the subject of salesmen’s com- 
pensation, Davidson has definite ideas. 
He pays them both a salary and com- 
mission rather than a straight com- 
mission because he believes in the 
human desire for the security en- 
gendered by the knowledge of some 
sure income. “You must give a man 
some money at the end of the week 
when he goes home,” he declares. 
“Even if he is making a lot on a com- 
mission basis, it makes him feel good 
to get some cash in his pocket every 
week. However, a supervisor who 
works for me who can’t make $6,000 
a year, or a salesman who falls below 
$75 a week, just isn’t doing a job.” 

The baking powder that makes the 
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"| WANT A BUILT-IN RADIO!" 





cake of profits rise is aggressive sell- 
ing. Davidson’s merchandising policies 
are simple and clear, the product of 
many years of experimentation. 
“Here,” he avows, “the customer is 
king. He always was king—even dur- 
ing the war. I ran all over the coun- 
try looking for ranges during the war. 
I found enough to build up my range 
business and to make good friends 
of a lot of customers.” 

Eighty percent of all servicing is 
done free. It’s Davidson’s aim to 
keep his customers happy. He has 
one service man whom he pays a 
salary and mileage on his truck. Radio 
repairs are farmed out to a reliable 
concern and he makes a sincere effort 
to stand back of the guarantee on all 
merchandise sold. 

His whole organization and sales 
policy is keyed, he says, to a buyer’s 
market. “We feel that we are mer- 
chandising now—not waiting until 
1948,” is his summation. 

His display rules are simple. He 
likes his store kept clean and he likes 
masses of appliances. “Show the cus- 
tomer the model he wants, not the 
model you want to get rid of,” he 
says. He won’t sell his floor models 
for this reason. “If they want me to 
sell them a floor model I tell them 
that if I did that it would empty the 
store—and then I’d have to put cots 
in and turn my business into a room- 
ing house.” 

Even deliveries are planned to im- 
press the customer. A piano moving 
organization delivers all Davidson’s 
console radios. When they bring the 
set into a customer’s home and he 
sees the thick movers’ blankets with 
which it is wrapped and observes the 
almost loving care with which the 
movers handle it, he is impressed. 
More important, he knows that he has 
purchased a fine and beautiful musical 
instrument. In that moment, even be- 
fore the serviceman has installed the 
set, he becomes a satisfied customer. 

When he first moved into his Main 
St. store Davidson did three things 
which he thinks are important in in- 
viting the customer. He dropped the 
high show-window ledge so that the 
windows are almost part of the display 


floor and he removed the round glass 
sidewalk lights from the pavement. 
The latter, he claims, gets slippery 
when wet, and no woman will stand 
on them just to look in a store win- 
dow. An equally simple expedient was 
the removal of the single step in the 
doorway. “Make it easy for the cus- 
tomer to come in,” he says. “It’s 
easier if she doesn’t have to step up.” 

He’d rather carry deluxe merchan- 
dise than standard models. Sometimes 
he accepts standard ranges when de- 
luxe models are unobtainable, buys 
the deluxe fittings separately and at- 
taches them himself, because he be- 
lieves it’s easier to sell something with 
features. 


Believes in Ads 


He believes strongly in consistent 
advertising and allocates four percent 
of his budget for newspaper ads, run- 
ning them once or twice a week. 

Any radio advertising done, he feels, 
should be carried over and above the 
newspaper budget, not affecting the 
allocation for newspaper advertising. 

His preoccupation with tomorrow 
and next year is reflected in the atti- 
tude of his salesmen.: “I never even 
remember what I sold yesterday,” says 
Al Savard. “I’m thinking of what I 
can sell today and tomorrow and next 
week.” Upstairs, there are about 3,000 
feet of floor space, today devoted to 
a few servicing facilities and a welter 
of packing boxes and merchandise. To- 
morrow that may be a second display 
floor. 

About that future, Bill Davidson 
has this to say, “Our sales plan has 
been worked out on the near approach 
of hard selling. Operations from here 
in will be concerned with demonstrat- 
ing fully what the appliance can do 
for the customer, itemizing fully the 
price in terms of service to the pur- 
chaser. We’re not just going to sit 
here and see what happens. I have 
picked a sales goal for 1947 in terms 
of sales of individual appliances and 
total net profit. Never again in the 
history of the business will sales costs 
be so low as they are now. I wouldn’t 
be surprised to see a volume of $400,- 
000 in 1947.” End 
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Zuich Salesr- Easy Haudling 








Each lamp individually packaged 
in a specially designed carton— 
@ carton that protects all parts 
from possible damage, yet 
leaves the lamp ready for de- 
livery to the customer. Packed 
6 of a style in a sturdy Master 
Carton. All VERPLEX Lamps are 
furnished complete with 6” 
plastic reflectors, all-metal 
sockets and push-through 
switches. Retailing from $3.95 
to $9.95 


Write for Catalog 
New York Office 


225 Fifth Avenue 


Los Angeles Office 
Merchandise Mart 


Minneapolis Office 


PIN-UPS ¢y VERPLEX 


Here's a truly decorative Two-Purpose Pin-Up Lamp 
made in three colors—red, green and bronze. This 
is just one of the many attractive Pin-Up Lamps 
made by VERPLEX. Designed by talented artists, 
fabricated by skilled craftsmen, VERPLEX offers 
a wide choice of Pin-Up Lamps—one to suit the 
taste of every customer. 


. 






















At Essex, 
Connecticut 










@ for home bar or kitchen. 
Crushes ice for chilling 
fruits or desserts, making 
ice cream, cold drinks. 

A “must” for ice bags. 


NUMBER 1 
SELLER 








J/--NEW VOGUE MODEL 


First all-enclosed No-Drip Ice 
Crusher. “Water-fall” design 
matches Vogue Juice-O-Mat. 
Chrome top and handle. Chrome 
Selector Dial for crushing ice 
fine, medium or coarse. Baked 
enamel body. Large removable 
plastic cup. And...it’s portable! 


> MANUFACTURING CO. 





KANSAS CITY, MO. 
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the market... 


1,000,000 
-@ HOMES 


the product... 


Air lear 
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A NEW DEVELOPMENT IN AIR PURIFIERS 


NO CHEMICALS « NO MOVING PARTS « NO 
REPLACEMENTS * NO RADIO INTERFERENCE 


oe prefer AIR CLEAR for many reasons. 
It destroys all unpleasant odors electrically —in the 
kitchen . . . in the living room . . . wherever odors occur. 


AIR CLEAR is easy to use . . . brings fresh, clean air at 
the flick of a switch— high for instant clearing of air— 
low for maintaining air freshness. 


And AIR CLEAR is attractive; its smartly-styled Catalin ° 
cabinet adds to the appearance of any room. 


Colorful counter displays, booklets and newspaper 
mats tell the complete story for you... draw a 
sales outline that carries you through the year 
"round. Write today for full information. 


GENERAL OZONE CORPORATION 
17 West Sixtieth Street, New York 22, N. Y. 


New York * Chicago 
Manufacturers of ozone generating equipment for homes... hospitals... 


garages ...cold-storage warehouses... refrigerated cars... walk-in coolers 
... ait recirculating systems. 


ar Shite Or 
Ger Ye wien Dollar Marker / 
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Service First — Sales Follow 





learned repair, installation and service 
work from the ground up and, as he 
expresses it, “grew up with most of 
the electrical equipment on the market 
today.” 

He opened his present store in Sep- 
tember, 1945, in one of the best loca- 
tions available in Frankfort. The build- 
ing is well designed for the display 
and sale of electrical appliances, but 
in the future as now, a major part of 
his business will come from the big 
service and repair shop maintained in 
the rear of the shop. 

In fact, the backbone of Mr. Par- 
rish’s business is the four-man installa- 
tion, demonstration and repair crew 
which serves his customers in the 
Frankfort area. Beginning as he did 
by performing practically all the work 
himself, Mr. Parrish has been able to 
train this crew of workmen as they 
were added to the payroll. Now, he 
considers each of them a specialist in 
the repair and service field. 


Eight Cardinal Rules 


Eight cardinal rules were established 
long ago by Mr. Parrish to make his 
repair and service business pay off. 
He claims that any dealer who follows 
these eight simple but effective rules 
will find an automatic increase in his 
future sales. They are: 

1. Bend over backwards to give 
service and satisfaction. This means 
literally staying with the appliance 
until you are sure the customer likes 
what he has bought and is set to oper- 
ate it. If the customer can’t operate 
it properly, he’s not going to like it, 
and if he doesn’t like what he has 
bought, he’s not going to like the man 
who sold it to him. 

2. Service all sales to the limit. This 
means following up your sales to be 
sure the customer is satisfied. It takes 
only a minute to pick up the telephone 
and ask somebody if he’s getting the 
kind of service he expected from his 
purchase. If he doesn’t have any com- 
plaints, he appreciates your inquiry; 
if he does, then is the time to do some- 
thing about it. 

3. Keep your charges in line with 
the quality of your workmanship. Poor 
repair work deserves poor pay, as any 
one of 140,000,000 residents of the 
United States will tell you at the drop 
of a hat. Good work, on the other 
hand, inspires confidence in the firm 
which does it and results in future 
sales for that firm. 

4. Stress repairs and service rather 
than replacements. And you thereby 
prove to the customer that you’re not 
just trying to build up extra profits. 
You may not make as much as on some 
individual jobs, but in the long run 
your profits are better. 

5. Make every service man a sales- 
man. The minute your service men 
contact a customer, they become the 
living embodiment of your firm and by 
their actions, attitude and ability, your 
firm will be greatly judged. Regard- 
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less of what question is asked, the 
service man should have an intelligent 
answer for it. 

6. Do the job when you say you will. 
After all, your customers’ time is as 
valuable as yours and many a dealer 
loses many a customer by not realizing 
it. If anything happens to prevent you 
from doing the job at the specified 
time, make every effort to contact the 
customer and explain why. Nothing’s 
worse than a promise that can’t be 
kept. 

7. No job is too small to merit good 
workmanship. The method and tech- 
nique used in installing a new tube 
in a second-hand radio can result in as 
much good will and future business as 
the method and technique used in over- 
hauling a refrigerator. Mighty oaks 
from little acorns, etc. 

8. Guarantee your work. A doctor 
must, or he loses his patient; a lawyer 
must, or he loses his fee. If your work 
is good, stand back of it. 


90-Day Guarantee 


In carrying out these eight rules, 
Mr. Parrish has many times proven 
their worth and established their value 
in building up his business. As an ex- 
ample, he points to a 90-day uncondi- 
tional guarantee which his firm makes 
on every repair job it undertakes. As 
the appliance is repaired and pro- 
nounced ready for use again, a small 
tag is wired to it which reads: “This 
appliance has been thoroughly recondi- 
tioned by our service department and 
is guaranteed free of defects for 90 
days from date —————.” 

When the guarantee was first intro- 
duced, Mr. Parrish recalls, his service 
men were a bit critical of it. Ninety 
days is a long time, they reasoned, and 
even many a new appliance can get 
pretty well battered up in that space 
of time. But Mr. Parrish stood pat— 
if an appliance was a good one to 
start with, it is still a good one, and 
whatever parts need repairing or re- 
placing can be made as good as the 
original by good workmanship. 














"SURE A HEAT PAD. | SHOULD SIT AROUND 
ALL DAY WHILE YOU GALLIVANT AROUND! 
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“GET GOING, HERMAN—THAT VACUUM 





CLEANER SALESMAN IS HERE AGAIN!" 





“The guarantee has worked out 
wonderfully,” he says, “and the men 
now admit the idea was sound. The 
only qualification we make in our 
guarantee at all is a line to the effect 
that it is voided by tampering or mis- 
use of the appliance. 

“We have had to take some of them 
back, of course—they couldn’t all be 
perfect—nevertheless for the most part, 
the guarantee stands up because we 
repair the equipment with it in mind.” 


Handling Trade-Ins 


The firm’s major lines are Laun- 
derall, Apex, RCA, University, Cros- 
ley, Carrier and Deepfreeze. A fair 
business is conducted in trade-ins, 
mostly radios, according to Mr. Par- 
rish, and the firm has no set price on 
such trade-ins but allows whatever it 
believes to be a fair price on the article. 

“We try only to break even on the 
resale of a trade-in,” he says. “As we 
receive a used appliance, we put it in 
good shape if possible and sell it for 
its cost plus the reconditioning price. 
If it can’t be repaired, then we just 
junk it. But our trade-in business 
isn’t very extensive in appliances other 
than radios, and such used _ articles 
are put on display here in the store 
after reconditioning and sold on in- 
quiry without advertising. Possibly 
the day will come when the used 
appliance business will increase 
heavily. If it does, we'll handle them 
along with the rest of the trade.” 

There was a time when Mr. Parrish 
could get little or no new merchandise 
to sell and parts were just about as 
scarce. He promptly climbed into his 
automobile and drove far and wide 
throughout the states of Kentucky, 
Ohio and West Virginia, buying what- 
ever he could, wherever he could. He 
gathered up enough scarce parts to 
keep his repair business going and to 
maintain his record for service to the 
25,000 residents of his trading area. 

The space allotted to showroom ‘dis- 
play at the Electric Appliance Com- 
pany is kept small purposely at the 
present time, according to Mr. Parrish, 
although he expects to add to the 


building and to provide increased dis- 
play facilities in the future. Emphasis 
is placed upon service work in the 
store arrangement, although an attrac- 
tive record and radio department is 
featured as a traffic puller. The store’s 
major side-line is enamel, and a large 
display of this commodity is main- 
tained as a background at the rear of 
the shop. 


The Distaff Side 


Not the least of the factors which 
have contributed to the success of the 
Electric Appliance Company, is the 
presence of Mrs. Parrish, whom her 
husband describes as “our own home 
economist.” Mrs. Parrish is the firm’s 
demonstrator and instructor, and every 
major appliance buyer gets the benefit 
of her advice and instruction at the 
time the appliance is installed in his 
home. 

Mrs. Parrish also aids her husband 
in the advertising, bookkeeping and 
regular conduct of the business. At the 
time of her demonstrations, she has 
many times proven herself an excel- 
lent salesman by suggesting to cus- 
tomers the purchase of new appliances 
which will save the housewife many 
steps and much drudgery. At the 
store, she keeps the record files of ap- 
pliances sold, the model, serial, con- 
dition, etc., and from this file, come 
many of the prospects for new sales. 

“We use various methods of adver- 
tising,” Mr. Parrish says. “We send 
out many fillers by mail, advertise in 
the local newspapers and over Station 
WFKY here in Frankfort, through a 
disk jockey program but we’ve found 
that our best advertising is that done 
by word-of-mouth from satisfied cus- 
tomers. Is it any wonder then, that 
we've gone after this angle on the 
heaviest possible scale? 

“There’s no substitute for service 
and satisfaction. These two factors 
have built our business and we can 
keep going on them even if we never 
made an appliance sale. However, just 
the reverse is true and we're selling 
plenty of appliances because of them.” 

End 
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NOTE : Days and weeks of waiting turn 
into mere hours when you specify 
Air Express for supplies and re- 
placement parts. Low rates, too, 
which include special pick-up and 
delivery service in principal U. S. 
towns and cities. 


Enjoy “next door "convenience 
with all your suppliers 
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It doesn’t matter where the supplies and replacement parts 
you need are located. They can be delivered to you in hours 
when you specify Air Express. Air Express gives you same- 
day delivery between many towns and cities. Even overnight 
coast-to-coast shipments are now routine. 


Air Express is a better value than ever at today’s low rates. 
Planes are bigger and faster and schedules more frequent. 
So, serve your customers better, and keep profits high, too! 
Use the speed of Air Express regularly. 


Specify Air Express-its Good Business 


@ Low rates include special pick-up and delivery in principal U.S. 
towns and cities. @ Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

@ Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action. . . . Write today for Schedule of Domestic 
and International Rates. Address Air Express, 230 Park Avenue, 
New York 17. Or ask for it at any Airline or Railway Express Office. 
Air Express Division, Railway Express Agency, representing the 
Airlines of the United States, 






GETS THERE FiksST-——— 
Rates are low 


For example: to Air Express 
a 22-lb. shipment 1100 miles 
costs only $7.43. 10-lbs. for 
$3.58. Other weights--any dis- 


tance — similarly inexpensive. 
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VENTILATION PROSPECTS 


by mi 4 HL, iar ae} 


IN YOUR TERRITORY 








NEED 


6° 





FANS 


Homes, plants, restaurants, sbops—tight in your territory—will 
need the low-cost, trouble-free cooling of “Buffalo” Fans during the 
stifling hot months. “Buffalo” Fans are easy to sell, easy to install, 
easy to service. Each is built to handle its rated job to perfection— 
rigidly tested to meet specifications—husky, quiet running, high in 
efficiency. There are “ventilation profits” waiting for you—and 
you're safe in dealing with “Buffalo”, makers of better fans for over 


balf a century! 


BREEZO FANS 





oe BREEZ-AIR ATTIC FANS 

For providing cool comfort in the home, these 
fans, installed in the attic, withdraw stale, 
heated air quietly, at trifling cost. For sho 
ventilation, specify the BELT-AIR model in 
5 sizes up to 19,000 cfm capacities. Or, for 
continuous service commercial and industrial 
ventilation, install square panel Type “NV” 
HEAVY DUTY BREEZO FANS. 7 sizes, 
to fit the job. 


Full information on request. 


Breezo Fans have die-shaped steel blades, 
balanced to assure smooth running, heavy 
duty motors. All steel construction of panel 
arms and bracket. Complete range of sizes 
from 8- to 24-inch. Ideal for continuous op- 
eration handling gases, fumes or vapor, or 
for ordinary ventilating service. 


BABY VENT SETS 








A universal portable fan for ventilation in 
hard-to-reach places and for exhausting gas, 
smoke, odors, steam, etc., from hooded vats, 
toilets, telephone booths, industrial process 
rooms. A compact, high-delivery fan. Com- 





plete range of sizes. 


a 4 


BUFFALO KITCHEN VENTILATING FAN 


Made in popular 8” size, this kitchen fan 
has inner and outer draft-proof doors which 
keep chilly air out in cold weather. Quiet 
motor has sealed bearings which require no 
lubrication. Box is adjustable to fit walls of 
any thickness. Ask for Bulletin 3222-D. 





Don't delay! Find out now about our liberal dealer 
and distributor terms—write or wire: 


BUFFALO FORGE COMPANY 


205 MORTIMER STREET 


BUFFALO, N. Y. 


Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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“I'M BEGINNING TO UNDERSTAND WHY YOU WERE NAMED ‘MISS REFRIGERATOR OF 








Small Craft Warnings Hoisted 





employment. If prices are too high 
in relation to wages, they restrict 
the market and reduce employment. 
The rise in prices since the middle of 
1946 greatly reduced the purchasing 
power of a large majority of the 
people. 


A Typical Example 


Let’s take an example:—John Doe 
earns $60 per week. His war savings 
are now spent and he has already 
obligated a portion of this income for 
time payments. If he further increases 
his time payment obligations he may 
soon be unable to meet his payments. 
That means repossessions. 

After paying for rent, food, cloth- 
ing, medical care, etc., he has just so 
much to spend for things other than 
absolute necessities. At present high 
prices he can’t buy much. Soon goods 
will begin to back up and manufac- 
turers will start laying off men and 
reducing purchases of raw material. 
Then the raw material workers will 
lose their jobs and so on. If prices 
were lower he could buy more. Goods 
would keep moving. Raw materials 
would keep moving. Men would keep 
working. 

Our industry has done a lot of brag- 
ging about increases in volume. But 
reports say we only increased the 
DOLLAR value. We produced about 
the same number of units as pre-war, 
but they sold for more money. By the 
Council’s yard stick this isn’t good. 
They say it would have been better 
for us to have sold more for less 
dollars. 

Even if we had produced and sold 
more for the same dollars that would 
be good for it would mean more of 
everything including jobs. Thus we 
see that consumer purchasing power 
is not just dollars—not just more pay 
in the envelope. It’s the ability to 


CONTINUED FROM PAGE 35 





buy more goods. It depends not only 
on the amount of pay in the envelope, 
but also on the price of goods. 

There are those who believe that any 
business as large as General Motors, 
General Electric, etc., is bad for our 
economy. They contend these large 
concerns will never voluntarily give 
up their power to control prices. 
They believe that it would be better 
to divide these big concerns into small 
units whose prices would have to be 
competitive. 

I admit that I used to listen to this 
thinking. But now I see that Big 
Business is not bad simply because it 
is big. Big Business can be good for 
our economy. It can produce more at 
lower prices which would benefit every- 
one. It will only be bad for our econ- 
omy if it chooses to be bad. It will 
be bad if it holds prices up and lets 
production and jobs decline. 

The Council says that if large indus- 
tries follow a big volume, low margin 
policy we can avoid a deep recession. 
But, and here is where we come in, 
the cuts will have to be spread all 
along the line with all cooperating 
equally to maintain mass purchasing 
power. 

Before the OPA was abolished big 
business kept telling us that when 
production gets going employment an¢ 
purchasing power would expand auto- 
matically. That all we had to do to 
keep business on an even keel was not 
to interefere with production. 

It hasn’t worked out as big business 
promised. Prices have increased more 
rapidly than income. Mass purchasing 
power is drying up. There is grave 
danger that goods may start backing 
up in the not too distant future. 

We did learn some things from the 
war. We know that government 
spending, if it is huge enough, does 

(Continued on next page) 
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e No need to clutter up the 
attic with make-shift car- 
penter jobs which just bare- 
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wHy DO IT THE HARD WAY? 


ly pass as suction boxes when you make those attic fan installations. 
Sell the simplified Health-Aire Suction Box that takes only a few 
minutes to install. Streamlined and light in weight, the Health- 
Aire Suction Box looks attractive and keeps fresh air flowing 
through homes or business places without loss of air or wasted 


power. 
e@ Also available . 


. Health-Aire ceiling shutters, designed especially 


to go with these new rust- proof aluminum Suction Boxes. 


Boxes. 





e Sell your customers the easy way . . . easier 
assembly, easier installation, greater sir-condi- 
tioned comfort. It will pay you. 


© There is - Health- Aire Fan for every need... 
ideal running mates for Health-Aire Suction 


Johnson Fan & Blower Corp. 


Dept. EM 1319 West Lake St., Chicago 7, Ill. 

















HEDGEMASTER 
Portable 
















Reasonably priced 
- complete catalog 
and prices upon request. 


@ Exclusive HEDGEMASTER double 
action provides unequaled perform- 
ance and long service. Nothing to 
obstruct shrubbery from entering the 
cutting blades nor to limit the size 
of stalk to be cut. Duo position cut- 
ting head may be locked in two differ- 
ent positions . . . 10'/2"" cut and well- 
balanced design . . . equipped with 
14" Reach-Ezy insulated handle . . . 
Powered by Universal motor for use 
on AC or DC current . . . weight 
approximately 5 Ibs. . . . 7/2" blade 
for heavy duty 
trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC. WISCONSIN 


To Boost Your Sales! 


pKassOny 


Roto-sho 


ELECTRIC TURNTABLES 


TURNS 
THREE 
TIMES A 
MINUTE 
* 

Carries up 
to 200 Ibs. 
Ce more interest in your displays 
by activating them with ROTO-SHO 





. . . It does a powerful selling job at low 
cost. All steel, supplied with 18” table, 
and attractive build-up fixtures are avail- 
able too. For 110 Volts A.C. Your whole- 
saler can supply you for immediate deliv- 
ery. Why not write us TODAY for 
complete new catalog! 


gee DIE AND STAMPING Sosy 
262-A Mott Street ©@ New York 12, N. Y. 








For Quality 
& Quick Delivery 


Create many new, satisfied customers 
by filling their water heating needs 
with the DURA-MATIC. We are now 
producing three sizes: 30 gallons, in 
new, beautiful table-top design; 40 and 
52 gallons, in standard and flush base 
models. All have twin heating elements 
to satisfy varying hot water needs. 
Approved by Underwriters Laborator- 
ies, Power Companies. 

Choice dealer franchises yet available. 
Write today for details, descriptive 
folder. 


GENERAL PRODUCTS CO., INC. 


DEPT. E6 FREDERICKSBURG, VA. 











The ACTION Display-Way 
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produce full employment. We know 
that through price control, production 
control, allocation, etc., price levels 
can be held in check. We do know 
that, manufacturers’ promises to the 
contrary, prices did move up sharply 
after the OPA was abolished. 

The Council says that the govern- 
ment can’t keep out of our economic 
life unless big business acts on a com- 
petitive basis. This may mean that 
big business will have to put the public 
interest ahead of their stockholders 
and profits for a short time. Person- 
ally, I think they will. I am willing 
to put my faith in the Fords, the GE 
Wilsons, the GM Wilsons, the Hoff- 


mans, et-al. 


Time to Reduce Prices 


There is a definite campaign under 
way to reduce prices as this is writ- 


ten. It might be well defined by the | 
time this article is published. Of | 


course, this campaign is aimed at all 
industries, not particularly at our in- 
dustry where price increases have been 
moderate and profits nothing to get 
excited about. According to reports 
the distilling industry had a return 
of 41.1% on its net worth for 1946. 
Department stores returned 20.8% 
and the radio and electrical equip- 
ment industry 8.9%. 

But it isn’t just a question of which 
industry should or can best afford to 
start the price reducing trend. It’s 
a matter of leadership. Few people 
look to the distilling industry for lead- 
ership. They do look to steel, auto- 
mobiles and electrical appliances. 
That is why it’s so important that these 
industries lead the way, even to the 
temporary discomfort for their stock- 
holders. Better a little reduction in 
prices now than a lot when it’s too late. 

All this means that we dealers are 
in for some stormy weather. One way 
or the other—reduced prices and dis- 
counts or a business recession—we 
are going to get it. Now is the time 
to recognize these storm warnings, 
trim our sails and get the decks clear. 


What Backbone? 


There used to a lot of talk about 
the small enterpriser being the back- 
bone of our national economy. You 
won’t find a single mention of small 
business in the Council’s report. The 
Council thinks that big business holds 
most of the keys to our immediate 
economic storehouse. They seem to 
infer that if business conditions are 
good for Mr. John Q. Public the 
small enterpriser will get along OK. 
But even at best we dealers will have 
problems—lots of problems. Our 
leadership is challenged. We must 
change our ideas, practices and 
methods. 

We must reduce our cost of oper- 
ation and improve our selling. We 
must do all these things and more 
if we are to maintain our leadership. 
Can we do it? Do we accept the 
challenge? Do we accept our part of 
the responsibility? Do I hear a loud 
chorus of yeas? You bet I do. 

In subsequent articles I will enumer- 
ate some of the many problems we 
dealers face in “these changing times,” 
and offer some suggestions on how we 
might overcome some of them. End 











with the 


nylon-cushioned 
jewel tip... 


WH, the miracle plastic, pro- 
vides a gentle, floating “knee-action” ride 
for the sapphire tip, effectively diminish- 
ing needle scratch and surface noises. 

Enthusiastic listeners report finer tonal 
qualities and more life-like reproduction 
of favorite records with the new Webster 
Nylon Needle. 

Stock it, display it now. Its outstanding 
performance will multiply your customers’ 


record enjoyment and your needle sales. 


WEestER 
Free, attractive lucite 


display with initial 
order to help you mer- 
chandise the Webster 
Needle profitably. 





weester ff} cuicaco 


5610 BLOOMINGDALE AVENUE, CHICAGO 39 


The Choice of Music Lovers 


PRESENTED BY 
THE MAKERS CF 
WEBSTER 
RECORD CHANGERS 
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MARQUETTE 
HOME FREEZERS 


Designed to Attract... 


Marquette Home Freezers are the center of 
attraction on your display floor. They command 
attention with their gleaming white Dulux enamel 
finish and contrasting black trim, polished alum- 
inum name plate and door lifts. Beautifully styled 
Marquette Home Freezers will win feminine hearts 

. and make more sales for you. 





Engineered for Efficiency .. . 


Marquette Home Freezers are truly dependable. 
You'll be Proud to point out to your customers 
Marquette's fine workmanship and materials. Triple- 
Sealed doors and Scientific Thermo-Breaker for 
positive, airtight seal and efficient operation. 
Hermetically Sealed Unit for trouble-free opera- 
tion. Cabinets are Heavily Insulated and Hermet- 
ically Sealed. Marquette’s many merchandising 
features make them easy to sell. 


Priced to Sell... 


Everyone takes pride in demonstrating Marquette 
Home Freezers because they are really BUILT to 
sell! All Marquette Home Freezers are designed 
for Fast Freezing as well as Storage. Customers 
are quick to recognize Marquette'’s exceptional 
value. 

GEARED FOR ACTION . .. Marquette is set- 
ting new production records every month. Mar- 
quette backs you up with National Advertising. 
Set yourself for a profitable Marquette Dealership 
...+ go Forward with Marquette... Write or 
wire Today! 








MARQUETTE APPLIANCES, Inc. 


wi i 14, Mi. 4 
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Service and repair men in the Jarvis shop are as neat and well dressed as the 


salesmen. 
overalls? 


The Human Touch 





play tables, made with a step-ladder 
effect and hinged, permitting easy ac- 
cessibility to storage compartments 
under the display surface. These com- 
partments keep merchandise free from 
dust and permit quick replacement of 
items sold from the display, eliminat- 
ing time and effort consumed in re- 
placement, and guaranteeing complete, 
full displays at all times. The ar- 
rangement also carries out another 
idea of Mr. Jarvis that the customer 
sees only one or two items of a kind 
on display. It is a psychological fact, 
he contends, that a customer is more 
interested in one single article than 
he is in six or eight of the same 
article, 


Telephone Solicitation 


As an electrical appliance dealer, 
Mr. Jarvis knows that the telephone 
is just as big an asset to him now as 
it was when he was a fourth-estater. 
He does a lot of telephoning and with 
successful results. 

“In a city the size of High Point, 
which has about 40,000 population,” 
he explains, “telephoning can be done 
in sections with very good effect. 


CONTINUED FROM PAGE 45 


After all, they reason, why must service men wear dirty or torn 





For example, we have found we can 
call a few persons in a section and 
tell them about the arrival of an item 
in which they might be interested, 
and we will receive triple the num- 
ber of calls from people in that sec- 
tion, because the persons we orig- 
inally called pass the news on to their 
neighbors. When we receive a re- 
quest for an item we are unable to 
supply, we do not hesitate to try to 
locate the item for the customer at 
some others appliance dealer’s shop.” 

This unorthodox method of help- 
ing the customer not only makes for 
good will with other dealers, as well 
as providing reciprocal calls, it also 
pays off in future business. A card 
index record is kept in the office 
showing the equipment desired by 
the customer. As merchandise is 
received, reference is made to the 
record and the customer is notified 
of its arrival. If the item has been 
obtained. elsewhere, the customer 
usually is glad to pass on the informa- 
tion to his neighbors and friends, and 
when the supply of the item is ex- 
hausted, the City Appliance Co. wait- 

(Continued on next page) 
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“WHEN | THINK OF ALL THE NIGHTS | USED TO SPEND HERE, CLEANING UP THIS WORK—" 
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ing list grows larger with the names 
of potential new customers. 
. 
These fast selling Service Policy 
. 
low cost items Soon after the store was opened 
4 by Mr, Jarvis in January 1946, a 
will mitel 4s) radio and appliance service depart- 
ment was set up, and today four 
PRO F IT al R YO lj | workmen are required to handle the 
. business of this section. Mr. Jarvis 
uses the service department as a 
stepping stone to new appliance sales. 
Timely, sure-fire sales items now His service men, who appear as natty 
and well dressed as salesmen, con- 
available! Quality products that sell tinually stress the point to customers 
on sight—merchandised to give you that articles purchased from the store 
j in of fit! For d will be serviced in the proper man- 
a plus margin of profit! For domes- ner. As a valuable business builder, 
tic, industrial and laboratory use... Mr. Jarvis emphasizes to his entire 
everyone's a potential consumer! staff that any complaint, regardless 
of the nature or size, must be taken 
care of immediately. 
“When there is a complaint—any 
kind of Ege a an item sold IN REFRESHING CLEAN AIR 
or serviced by this store, even though 
we may know the fault is not with 20 AIR CHANGES HOURLY WITH A 
OA, OS SUNS ONE 8 SS Se ae eS SPLEND-AIRE PortaBie ELECTRIC VENTILATOR 
and to see if the customer can be 
. . = ” “a ALL YOUR CUSTOMERS will want the comfort and convenience of th 
— Model No. W-1 — a pe wad possible, — — new way to ventilate any room Costs only a fract of built 
says. a every a aa we a - systems Adjusts to fit all windows — quickly installed — move it 
every effort to satisfy him too, 1f the to any room. 20 air changes hourly in average size room. Keeps 
n e HOT PLATE porn not too great. At this par- wail "A — “ bet Peake iinal ‘es allie Te ash ee nt 
d Sturdy, one piece metal construction with ticular time customers do not expect ‘ee ame lowered, One-Veor Guortntes, Ti 
m “ ° _s ° : foot cord 
" genuine Nichrome element. 600W- to be given the consideration they 3 MODELS: — SMALL. MEDIUM. LARGE 
ag 115V AC-DC. Nickel plated finish. To would get in normal times, and they Attractive Finish: Chrome and choice of Dark Blue, Curto 
Cota Gt. occ ccccccccccecccce $1.75 — agreeably surprised when they Gray, Bresnahan Green, Pastel Blue or Green, Ivory, White 
a get it. NOW AVAILABLE — Details, Prices, Discounts, upon request 
Tn 
‘ mes METAL-TEX CORPORATION 
7 © Loenng DEPT. E, 1600 JUNCTION AVENUE, RACINE, WISCONSIN 
0 ‘ 
0 Mr. Jarvis lets no grass grow un- 
t der his feet. His shop, while on High 
” Point’s main street, is not in the prigtln dl 
. city’s main shopping district and he . i a cat 
‘ Mode! Wo knows he must be alert continually nag empey ere mg 
11 to maintain his place in the mer- with both hands free. Binding in 1-inch 
chandising sun. His stock of ideas sections permits instant pick-out and 
30 & COVERED ELEMENT PLATE . age re wr wr 1 if y replacement. Each section has its 
d is tar trom ex lausted and if anc place, cannot slide. To change sheets, 
i Compact, safe, sturdy. Element is en- when the going gets tough, he be- you handle only 1 section; section 
- tirely enclosed in metal. With attractive lieves he’ll be able to cope with the ee 
is nickel plated finish 600W-115V AC- situation. The story simply  illus- as your needs demand. 
e BE, Th satel Chocncccdccccees S188 trates how a dealer wW ith the human 
d touch can rapidly climb to the front 
. ; in business. End 
er 
A- 
id 
<- 
t- soir 
ox ttn TP ite ~ 
| Save Time, Temper, Money! | 4 37% 
Model No. WC-101 Rd Do you use loose leaf data in buying, selling, speci- f, 4 SIMPLE AS 
* {| fying? Then you need EVER READY. Every cat- Z 
4 alog sheet is instantly available and in place. No —S A i C 
& CHROME COFFEE BREWER | delay, no annoyance, no chance to mislay any sheets B 2 
For all glass coffee brewers. One piece or to miss related sheets and items. Each section 
Sant, fh ; ¥ No : holds one inch of punched sheets. Each section stays 
proof, heavy metal construction. | in place, yet is removed or replaced instantly. 
handles or legs to break or burn off. 4 Remove any single section for page replacement 
Fn ; f ws without disturbing the balance of the whole set. 
Heating unit easily removed to facilitate | EVER READY is lifetime built, handsome. Tens ye i ae 
cleaning. 600W-115V AC-DC. In of thousands in use. Order yours today! close section C. Replace section 
é _ i eee wees GE fe ee ee 
gleaming Chromium plate. To retail : 
ORDER TODAY! ALL SHIPMENTS EXPRESS 
Ks ostktiwavdeeweacscesuds . : 
$2.15 Geneve Mfg. Co., 421 Stevens St., Geneva, Ill. t 
Gentlemen: Please ship me: x 
All packed 24 to the carton. a---Ne. 12 EVER READY Holder. 15 in. wide, Compony.....-.---occececececcee on ncccecee R 
Available for 220V on special order. bee in, bee bs. - = manly a, t 
Jork green ed enamel. Capacity, 12 sec- Att. of 
Gang, WOR wings ond Zenciions: SEAS Ee, Orem eownsnsemneenencceseseaant ny 
The Jarvis service and repair department is onesie. 08, Be sido, 1a0gtn doar Cane CR aensrtigmenntgnietilieiain ‘ 
RC. VICTOR MANUFACTURING CO. maintained as a stepping stone to new ity, 24 sections. $8.50 Ea. a 
ecocnuee semis ost appliance sales. These service men empha- ----Add'l Sections, $1.00 Eo. CMY --wnvnvenncercnerenne SUM a-c22nceee-- * 
size to customers that articles purchased at NOTE: Check Kalamazoo 4-post (), Ring Binder 3-post 0) i 
the store will be serviced in the proper MONEY BACK GUARANTEE! 28 
manner. Pes 
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Model No. 26—6'4" high —18'2" long — 2-25 watt standard lamps 


TEMPT THE BUYING PUBLIC with this 
new ultra modern plastic illuminated dealer 
display sign . . . Skillfully developed and engi- 
neered by one of the foremost designers in the 
display field, evolving into an entirely new ap- 
plication of light and plastic . . . Styled to classic 
beauty. Your message is distinctively portrayed 
in a beautiful glow of vivid colors ... Your 
inquiry will our design talent to your desk. 





DISPLAY STYLISTS TO NATIONAL ADVERTISERS 


RAYMOND M. PRICE AND ASSOCIATES 


Designers e 
2636 SOUTH MICHIGAN AVENUE e CHICAGO 16, ILLINOIS 


Manufacturers 











...for volts, amperes, or watts with 
this one small, compact instrument 


Here is the first appliance tester ever made that gives you volt, 
ampere, and wattage readings all from one small, compact instrument. 

Model 390 slips easily into a large pocket, weighs only a pound and 
a half, is designed for hard, continuous service. 

The range of uses for this volt-amp-wattmeter is almost unlimited in 
checking line voltage, current drain and power consumption, the three 
simple tests which will diagnose most cases of electrical trouble. In fact, 
none meee | any household electrical appliance that has a motor or a 

eating element, can be tested by the 390, as well as certain industrial 
installations, 

You mérely plug Model 390 and appliance to be tested into the Break- 
In plug furnished—voltage will read. To read watts or amperes, simply 
press one of the two buttons at bottom of the panel. 

Aside from its unique features, Model 390 has no equal among appli- 
ance testers in quality alone. The famous Simpson quality makes invest- 
ment in the Model 390 an investment that will return a rich yield in 
satisfactory service through the years. 


USE MODEL 390 FOR TESTING 


Refrigerators Motors 

Deep Freezers Electric Heaters 
Washing Machines Radio Sets 
lrons Lamps 


Vacuum Cleaners 
and all similar appliances 


Toasters 


Ranges—A. C. Current, 60 cycles. 

Volts: 0-150, 0-300. 

Amperes: 0-3, 0-15. 

Watts: 0-300, 0-600, 0-1500, 0-3000. 

Size: 3" 
1/p Ibs. 

Shipping weight 3 Ibs. 


Price, with Break-In plug 
and leads $39.50 
Leatherette carrying case, 
with leads compartment 4.00 
Genuine leather carrying 
case, with leads com- 
partment 8.00 


x 5%"" x 2'/2 Weight 







SIMPSON ELECTRIC COMPANY 
5200-5218 W. Kinzie St., Chicago 44, Ill. 
In Canada Bach-Simpson, Ltd., London, Ont. 


Simpson Model 390 
Volt-Amp-Wattmeter 
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Make Your Own Market Survey 





provements that obsolete their old re- 
frigerator. The sharp freezer shelf 
is one advantage that will knock out 
old jobs. The fact that too many fami- 
lies have purchased too small a model 
in the beginning will also help. Some 
shrewd guessers feel that fully a third 
of the refrigerators already in use 
will be replaced. 

“Every dealer should make his own 
market analysis based on his history, 
experience and local conditions,” ad- 
vises Mr. Ritt. “Here is a field in 
which the distributor and manufacturer 
should combine forces to set up a guide 
which will aid their established dealers 
and eliminate setting up new dealers 
who might be doomed to failure. Chain 
stores do not open up stores blindly; 
they know beforehand pretty well what 
to expect.” 


A Utility Estimate 


A Mr. X, who has spent his lifetime 
in the utility business, and has rung 
the bell a couple of times in Exec- 
TRICAL MERCHANDISING with his esti- 
mates, gave his opinion and that of his 
company on what the next five years 
held in the way of possible appliance 
sales. Because his firm, a northern 
one, reaches over a wide territory 
which contains both cities and hamlets, 
his experience runs a fairly wide 
gamut. 

“On the cooking load,” says Mr. X, 
“you must separate straight electric 
from gas competition territory. The 
possibilities are not alike in the two 
areas. This factor is not so important 
in the refrigeration field.” 


Refrigerator Possibilities 


To set up a guide which will permit 
anyone to use as a yardstick, Mr. X 
scaled down his yardstick to a thousand 
customers. His estimates follow: 


CONTINUED FROM PAGE 53 





At a 15 year life, allowing for 5 
years’ dearth, replacement market 
should approach a total of 500. It must 
be remembered that some of this will 
come at the expense of loss in possible 
increase from existing customers. 
Naturally these are in the low income 
group and must be sold reconditioned 
rather than new refrigerators in large 
part. 

“Therefore,” says Mr. X, “I estimate 
that the maximum sales per thousand 
in an existing customer area for the 
next five years to be: 


Replacements ............- 500 
New customers ............ 225 
Existing customers ........ 150 

WD cccshaaeers tenes 875 


A larger portion of the distressed 
replacements have already been made 
in 1946 and 1947, says Mr. X, and at 
least 20 percent of the easy market, 
or those who have connections, have 
been satisfied. Customers who buy 
new houses in many cases may not 
buy from local dealers. So actually 
as of today the maximum potential for 
local dealers is not 875 per 1,000 cus- 
tomers, growing to 1250 at the end of 
1951. It is 875 less 225 new homes, 
less 75 used box sales to low income 
groups or a total of more like 575. 


The dealer will do well to consider 
whether or not the utilities in his ter- 
ritory sell gas as well as electricity. 
While ExectricAL MERCHANDISING 
says that the range saturation for the 
country is 13 percent, in the opinion of 
some it is not over 8 percent in ter- 
ritory where gas ranges are sold. In 
the electric territory where Mr. X is 
familiar there exists about a 20 per- 
cent saturation on electric ranges and 
as a consequence he has figured out a 





1,000 customers (electric-only territory) 


Growth in customers, over 5% per year or 250 
No. of customers in 5 years 1250 
Number of present refrigerator owners 750 
Increase possible from existing customers—I5% or 150 
Increase due to new home blidgs., 90% of 250 225 
Total possible new users 375 
Replacement Sales 

Based on 10 year life, 10% of 750 75 per year 
Based on 15 year life, 62/3% of 750 50 per year 
Based on 20 year life, 5% of 750 38 per year 





Prices of new refrigerators have a 
bearing on customers’ opinion as to 
when the refrigerator is worn out. 
While there are five years of wear not 
replaced, in the opinion of Mr. X, 
prices will soon become over peak and 
gradually drop. The net effect will 
be replacements on or about a 15 year 
life basis. New developments such as 
frozen food compartments will prob- 
ably accelerate this later to about a 
10 year life basis, but not for 1947 or 
1948. 


potential per thousand meters on two 
premises—straight electric or gas ter- 
ritory. 
Straight Gas 
electric territory 
Present saturation 


{about 20%) ...... 200 50 
Possible saturation, new 
RN acon areas 150 100 
Increased use in existing 
NOUR ves. coaps cians 300 100 
Replacements—5 years. 100 50 
Total potential.... 650 300 
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Here again, says Mr. X, prices will 
slow down both growth and replace- 
ments. Again it must be remembered 
that new home builders will rarely buy 
from local dealers and they, too, will 
do some of the remodeling that will 
include a part of both replacement 
sales and existing customers. So out 
of the 550 maximum for 5 years, per 
1,000 meters, the local dealers will 
be fortunate if they get 100 per year 
and it will take real selling to do it. 


Water Heaters 


If the local utility has a good off 
peak rate with progressive selling, the 
local dealer should approach 75 per- 
cent of his total range sales, says Mr. 
X. This appliance has more possi- 
bilities than is generally recognized 
and has added advantages that there 
are many range users who are poten- 
tial prospects. 


Home Freezers 


Upon the return to normal market- 
ing conditions it appears the residen- 
tial field will fall into two groups—l, 
the refrigerators with added sharp 
freezer space and 2, the home freezer. 
Refrigerators with sharp freezer 
shelves will especially fit in today’s 
apartments and small homes. The next 
broad market will be the 4-6 cu. ft. 
home freezer and of course the gen- 
tleman farmer will need 12 to 24 cu. ft. 

Mr. X hazards a guess that the 
home freezer sales should average a 
little better than 1 percent per year for 
the next five years, providing that not 
more than 10 percent of the 1,000 cus- 
tomers do not live in apartments. It 
will take a couple of post-war years to 
really analyze the possibilities, he says. 


Washers 


For a few years there will be about 
an even break between washers and 
refrigerators, thinks Mr. X. He be- 
lievs the word “automatic washers” 
has a magic ring to its name but on 
the other hand there was not so much 
work to the old standard washer, and 
it is less expensive to own. 


lroners 


Women hate to do their ironing 
even more than their washing, says 
Mr. X, but necessity forces them to. 
Flatirons still sell about 20 to 1 to 
ironers, and the flatiron is one appli- 
ance today that has reached the buyer’s 
market. His guess is that the trade 
will continue to sell about 10 re- 
frigerators to one ironer. 


Attic Fans 


The attic fan has a great possible 
market in regions where the days are 
hot and the nights are cool. Mr. X 
goes overboard for it even though he 
lives in a cooler part of the United 
States. “I know of no one who has 
an attic fan in a two story house who 
would be without it,” said Mr. X. “It 
certainly can be sold through user 
leads. Installation costs are a selling 
obstacle but there are great possibili- 
ties for this appliance for the small 
dealer, in that he is ideally situated 
to make installations. For the United 
States, Mr. X feels that you should 
be able to sell one attic fan to every 


10 refrigerators, but he reminds you 
it is work in the beginning. 


Vacuum Cleaners 


The vacuum cleaner is already at 
the end of the sellers’ market, in the 
opinion of Mr. X. It is largely a 
replacement item but it has a large 
pent-up demand and the new versatility 
of later models present a good sales 
story. The trouble is too many users 
own old noisy machines, that run, and 
do not realize that they are obsolete 
or inefficient. 


Radio-Television 


Radios of the portable variety are 
past the sellers’ market stage, thinks 
Mr. X. Manufacturers are flooding 
the market, prices must soon drop or 
the market will dry up quicker than 
you think possible. Here is an item 
that has nearly reached top saturation 
possible. New features such as record 
changers, FM and short wave, along 
with wire recording, are knocking out 
the old models, but it is a big job. 

“With television, it is really frighten- 
ing when you begin to study the effect 
it may have on our future,” says Mr. 
X. “If I were a dealer I would spend 
every bit of my time studying this ap- 
pliance. The popular appeal will be 
there the same as radio had in the 
beginning.” 


Portable Lamps 


A good all year round door opener, 
with a seasonal demand that fills in the 
winter valley. About one home in 
every three or four buys a lamp each 
year, and it’s an entree to new homes. 


Gas Competition 


In communities where there is a 
progressive gas company, electric 
major appliances are going to have 
real competition in the future. Usu- 
ally rates make it advantageous to use 
gas for space heating, cooking and 
water heating. Electric refrigerators 
have the jump on gas, but it can’t 
be ignored. 

The big job, agreed Mr. X, is to 
figure out what your community will 
do in the way of business and pick the 
type of appliances that fit your store 
and method of operation. A wise 
choice now will help you make hay 
in the next two or three years to come. 

End 
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“THE HONEYMOON'S OVER—DO A REAL SELL- 
ING JOB OR | WON'T BUY IT!" 
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All it takes is good display 
to sell these three by 


FARADAY 


THAT'S WHY FARADAY OFFERS EFFECTIVE SELLING AIDS WITH 
EACH OF THESE DEPENDABLE, NATIONALLY KNOWN PRODUCTS 





noWmasler 


REG. U. S. PAT. OFF. 


= 


B 1 





It’s a stopper—full color, 
3 dimensions, with a 
flashing light that makes 
the Broilmaster elements 
glow. The overall effect 
is that the luscious steak 
in the picture is piping 
hot, ready to eat! Broil- 
master cooking is un- 
matched by any other 
method for flavor and 
convenience. Broilmaster 
is also a handy electric 
grill that boils, toasts and 
fries; 


"45° rede 


Price 





ALL-APPLIANCE CORD SET 
Plugmaster fits 
in your store 
because its pat- 
ented, self-ad- 
justing plug fits 
all of your cus- 
tomers’ appli- 
ances — iron, 
toaster, waffle 
baker, coffee 
maker, etc. This 
exclusive fea- 
ture dramati- 
cally demon- 
strated by 
unique dis- 
play that 
enables 
customer to try 
Plugmaster on nine 
different ty pe termi- 
nals! Plugmaster 
ends cord worries, 
sells on sight. 


















$y39 


Fair Trade 
Retail Price 








FARADAY CHIMES 


with tones of warm welcome 


Here’s the chime 
line that is not 
only engineered 
for positive trou- 
ble-free action, 
but matches in 
styling any of 
your customers’ 
decorating 
schemes. Eleven 
beautiful models, 
in tube and bar 
types, meet every 
price require- 
ment. Effective 
Faraday display is 
wired, equipped 





s 95 with transformer 

and up push-buttons, 

Fair Trade ready to plug in so 
Retoil Price y plus 


customer can test the 
six different chimes. 


Write for full information. 





FARADAY 


ELECTRIC CORPORATION 


ADRIAN, 


MICHIGAN 





> 
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3730 North Southport Avenue, Chicego 13, Illinois 


JOBBERS: WRITE DIRECT OR TO FOLLOWING FACTORY REPRESENTATIVES 















Spring Sales 
With The Amazing 
New Heat King Rangette 


Heat King Rangette is sweeping the country 
because it offers more features your customers 
want. Its gleaming white beauty... its extra large 
size... its precision engineering assure top 
performance and quick turnover. 





Heot King Rangette is easy to sell because it 
combines all the advantages of an efficient 
2-burner range with a convenient metal utility 
cabinet. Full 35” high, 18” wide and 9%” deep. 
Cabinet has utility drawer and dividing shelf. 
Lifetime guarantee. Priced to retail at $31.98. 
Immediate delivery. 


M.&J. PRODUCTS, INC. 


KAUFMANN KLIKA & RELIANCE 
DISTRIBUTORS ASSOCIATES SALES 
328 Church Street, 1138 M. E. 2nd Ave. 1752 W. Adame (40 Bearer Street 
Mow York, mY Angeles. Cast. Hew York, % ¥. 




























America’s Only Soldering Iron 
WITH BUILT-IN 
THERMOSTAT 


SEVEN TIP STYLES 


° 2 : efficiency. Not only that, but 
each Kwikheat Iron gets hot 

. ready for use .. . within 90 

) seconds after plugging in. Seven 
> different tip styles adapt the iron to 


almost any job . 


soldering tool. 
See Kwikheat Demonstrated 


HOT IN 90 SECONDS 


45 
T T T 
ae : 


KWIKHEAT 


THERMOSTATIC SOLDERING IRON 
Sound Equipment Corp. of Calif.e 3903 San Fernando Rd., Glendale 4, Calif 


















EXPORT: 


R. F. BAER 


A scientifically 
engineered ther- 

mostat built into 
each Kwikheat Iron 
automatically main- 
tains the proper tempera- 
tureformaximum soldering 


. the handle design 
protects the hand from contact with 
hot metal parts. Not since 1883, when 
soldering irons were first electrified, have 
there been so many improvements in one 


90 
> 
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POLAR 
FREEZ 


America’s Popular Freezer 






MARK OF 





SCHELM 


BROTHERS INC. 


EAST PEORIA, ILL. 






Pioneers in 


= 
F ood Freezing inary 


Equipment... 
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‘or APPLIANCES 


Rolls like baby bugsy on 4 
big (Dual) 8” rubber tires; 
resilient, quiet, durable; 
Chrysler Oilite bearings. 
Easily handles refrigerators 
and all appliances up to 1000 
Ibs., 54” ht.; 24” nose; 13’ web 
strap. Also handles crates, 
boxes, bags, etc. Model 88R 
$31.95 f. o. b. Send back ex- 
press collect if not satisfied. 
“ : > ge ee Friday. 
Clip th 

HANDEES CO., Dept. EM-6, Bloomington, lil 


mM BARREL TRUCK 


ORDER MONDAY-—Get FRIDAY 


Loads itself without op- 
erator rocking barrel to 
get nose under. Ne strain 
or lifting whatever. 
Sliding hook. 1000 Ib. cap. 
10 x 2% molded-on rubber 
tires — finest ever made. 
Timken bearings. $38.75 
f. o. b. Return express collect if not pleased. 
Over 15,000 Handees trucks sold by mail. 
Clip this. 

HANDEES CO., Dept. EM-6, Bloomington, lll. 


The SPITFIRE 


ROTARY ELECTRIC LAWN MOWER 


@ Lightweight 
@ No greasing—no oiling 


@ Cuts heaviest grass 
and weeds 


Heavy duty ball bearings and spun 
glass insulated motor. Wheels are 
rubber-tired ball bearing. Blade 
is adjustable for cutting height. 
Special grass spreading 
feature distributes the 
cut grass and prevents 
windrowing. 


Plug in “SPIT- 
FIRE” and cut 
lawn whtle yout 
neighboris still 
trying to start 
his gasoline 
engine. 


DISTRIBUTORS WANTED. CONTACT 
NATIONAL METAL PRODUCTS 
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For those who sell 
the home market... 


1 ... here is good news. Speedway Blue Line 
i) Tools are back. Thousands of them are being 
j delivered to dealers each month. 


Each is a practical useable tool, built for 











? 
eee 4 work. Each is of improved design, is correct 
“Less Dri) in speed and has a specially wound, long 
$1295 life Speedway tool motor. Com- 


prising a clean line of nation- 

ally known tools of types that 
are bought by home owners, hobby- 
ists, garages, schools, farmers, and 
workmen every day—they sell ir 
volume in every community. Write 
for Dealer Proposition. 





Write for catalog sheet 
and discount schedule 








Drill Stand 
(Less Drill) 


- 


SPEEDWAY MANUFACTURING col 


1827 S. 52nd AVENUE e CICERO, ILL. 





Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed—quick! practical!—to handle the great variety of electrical main- 
tenance and repair work TODAY—from this well-known electrical library. 
You can, too! 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW—to install all types of motor and generator units—to inspect and repair motor 
starters and generators—to diagnose motor and generator troubles—to figure new 
windings for old cores, DC and AC windings—to test armature windings, test induc- 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly 
symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 











No money down—special price—easy payments—FREE trial Samson United Corp........... 28 
-Oil Burner Supply Co...... ’ ignate 
McGRAW-HILL EXAMINATION COUPON wt od yoctiny .... That’s why you should designa 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. Schelm Brothers Inc........... 218 one place as your Salvage Corner. 
Send me for ten days’ free examination the Electrical Maintenance and Repair Searchlight Section ........... 222 Collect all your waste paper there 
Library. If satisfactory I will send you $1.50 in 10 days and 3.00 monthly until the 7 | ie eee 223 — 
price of $16.50 is paid. If not wanted I will return books postpaid. (To insure prompt Seth Th Clock 127 before you bundle and turn it m. 
shipment write plainly and fill in all lines.) er omas joc Serene ee ween 
tie 7 ag es Maget sian - If you’re in doubt about how to 
benseacunesessb0tcndestgncaseecdadesecdecesngndsudibabshbbacsiedsuassbibeaess “ tri : aS ea al . 
Ne II 60665606 c00ndnnddnndeckndscdcodeeeseactouessetcedsvobensebeeseneneta oo ae " ' get it packed up, call your local 
RIN oii csbGN ks horse Rcdckcicesunds pan cheenas Readies bh ecko cana newspaper or Salvage Committee. 
GORGGRT co cecocccceeccccccccocscceccccessecccceeceseseeneesseeneteeenccesccenessse (Continued on page 221) 
Ry ee a en Feder es EM-6-47 
For Canadian price write Embassy Book Co., 12 Richmond St. E, Toronto 1 or 
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JOBBERS - DEALERS 
MFGS - AGENTS 


CHILL - AIR‘: 


NOW AVAILABLE 





@ Install in few minutes .. . 
lowers temperature 10° to 
18° .. . perfect for homes, 
apartments, offices, etc. 


National Automat Con- 
version Gas Burners, also 
available. A.G.A. listed for 
all gases. 


Write today 
NATIONAL ENGINEERING 


AND 


MANUFACTURING COMPANY 
213 W. 19th St., Kansas City, Mo. 


























Victory did not end the paper 
shortage. Need for waste paper is 
as great as ever. 


Why? Because supplies must 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
these take double and _ triple 
wrapping to withstand long sea 
voyages and tropical climates. 


Meanwhile, demand for domes- 
tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential 
protection of almost everything 
made in our factories. 














2 mm 


PAGE 220 


JUNE 1, 1947—ELECTRICAL MERCHANDISING 















NOW! 
THE 
PERMA- FILTER 

BOWL 


Permanent * Sanitary x Economical * Convenient 


Sell-on-Sight 
Housewife's 


Delight 


An Aluminum Upper 

Vacuum Bowl with 

Patented Built-in Stain- 
less Steel Filter 


Guaranteed for the Life of the Bowl 
Fits Standard 6-8 Cup Wide Mouth 
Lower Bowls 


JOBBER INQUIRIES INVITED 


SPUN ALUMINUM 
PRODUCTS CO. 


565 Fifth Ave. 
NEW YORK 17, N. Y. 








r 
is 

















DEALERS for the Housewife 
THE APPLIANCE FOR HOME 
FLOOR POLISHING 


TOADROY Friction 


ELECTRIC FLOOR 
POLISHER 
e Light Weight (13 tbs.) 
¢ 9-inch Brush 
* Easy to Use 





* Sturdy Construction 
* Powerful New Principle 
Motor (gear-in-head) 
* Direct Drive — no belts 


or pulleys 
> immeorate DELIVERY — If 
(= you don't know your distrib- 
TOADROY vtor, write today. 
os TOADROY MANUFACTURING CO. 
“Your Floors Dept. P-38 
Reflect You’ Wellington, Kansas 





NEW HAVEN QUILT & PAD CO’S. 


PADDED COVERS 


FOR SAFER, EASIER HANDLING! 





/ Refrigerator C 
Speeds up deliveries. Rettgoret | te ‘10 
side, moleskin lined. =e , 


cme ole I parts. Com. 
piste Podded cover ng hamess. 
er for all 












































new Haven Quilt & PAO C0. 


i 
2 84 Franklis, St tg ~ i a ee 
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SEPCO Electric Water Heaters 
are exclusively designed by 
our research engineers. tor 
years of rugged, efficient serv- 
ice. SEPCO-MADE means “ 
made to last! 


AUTOMATIC 
ELECTRIC 


AUTOMATIC ELECTRIC HEATER co., INC. 
































q) See 


= E F:[h- 


He 


~ 


Offices and eerie Pottstown, Pa. 











a true all- 








‘This refrigerator con: 
_ furnished in oaheors ‘aes 






















22 CU. FT. COMBINED 
FREEZER-REFRIGERATOR 


Many families are looki oe 
more refrigerator space song, Js : 
can give it to hee with this 
new. 


refrigerator in every respect — 
with standard mechanical parts, and equipped — 
with a heavy duty compressor. Improved 
chromium hardware, chromium plated shelving, — 
and new stainless steel frozen food com 
ment, plus the ice maker — make the “M 


purpose 
and freezer combined. 


This. new tasif. coats Ceily-slightly: shots mahi 
acer refigerton conning i half 
the space of the “M. * f oe 


ae ce 


WITH THIS GIANT 


, “Modern” unit. 
The “Modern” i is a quality 


gg! ae ieee 


ator —a refrigezator 



















= 






U. Gra nt Supp 


| of the *‘Modern"’ 


U. $. Grant Supply Co. 


1154 S. Hill wg An “Angeles 15, Calif. 
Please send me complete information on the profit possibilities, 






freezer-refrigerator. 





1154 S. Hill Street 
Los Angeles 15, Calif. 


NAME 





STREET 











STATE 
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SELLING OPPORTUNITY OFFERED 





A PROMINENT midwest manufacturer with 


the best known name in the major 
appliance industry, backed by a _ strong 
national advertising program, requires a 
sales executive to travel nationally. He must 
have an excellent background of merchan- 
dising and sales experience and leadership 
qualifying him to direct a sales force. He 
must be married, age 40 to 50. His earnings 
must have exceeded $10,000.00 per year, above 
all cost of travel. It is the most widely 
sought appliance for the American home. If 
you are interested in making a move, or feel 
that you have been held back from promotion 
by your present employer, then give this 
offer some thought Your reply will be 
treated confidentially. Send comprehensive 
outline of background and experience indi- 
cating previous earnings to RW-133, Elec- 
trical Merchandising, 520 N. Michigan Ave., 


Chicago 11, Ill 


SELLING OPPORTUNITIES WANTED 





WANTED PROJECT exclusive products by 

nation-wide Independent Dealers Electrical 
Appliance League. Write Ideal Sec’y., Fair 
port Harbor, Ohio 


MANUFACTURERS—IF you are interested in 

active distribution of your products to the 
jobbing trade in Kansas and adjacent terri- 
tory by an experienced representative con- 
tact the Central Sales Agency, 2320 Mossman, 


Wichita 6, Kansas. 








OUTSTANDING 

OPPORTUNITY 

For Top Flight 
SALES REPRESENTATIVES 


Nationally known manufacturer of 
motor equipped Electrical Appli- 
ances, including PORTABLE WASH- 
ING MACHINE, established ap- 
proximately 60 years, seeks Repre- 
sentatives calling on Department, 
Furniture, Hardware, Electrical Ap- 
pliance and General Merchandise 
Stores. 


Advertising, Selling and 
Merchandising Aids 
Supplied. 


Sectional territories open from Coast to 
Coast to Sales Organizations qualified to 
do an outstanding job. 

For full consideration kindly furnish 
references including names of products 
handied, territory and approximate num- 
ber of active accounts, together with 
recent photo. All replies confidential. 
Our men know of this ad. 


RW-134, Electrical Merchandising 
330 West 42nd Street, New York 18, N.Y 

















SOUTH AFRICA 


Factory representative and distributor with 
twenty-five years’ selling experience, full 
covering South Africa and Rhodesia, wi 

highly qualified sales staff and facilities, 
requires a few high-grade lines direct with 
manufacturers, 


LINES COVERED: 

REFRIGERATORS, WASHERS & IRONERS 

(Private brand or nationally known brands) 

RADIO SETS 

RADIO PARTS 

OTHER ELECTRICAL HOUSEHOLD APPLI- 
ANCES 

KITCHEN UTENSILS AND HARDWARE 
MANUFACTURERS ALREADY REPRE- 

SENTED AND PRODUCTS DISTRIBUTED: 
NATIONAL DIE CASTING COMPANY, 


Chicago, Ill 
TUNG-SOL LAMP WORKS INC.., 
Newark, N. J. 
REPUBLIC STAMPING & ENAMELING CO., 
Canton, Ohio. 
SOLAR MANUFACTURING CORPORATION, 
New York. 
OHIO CARBON COMPANY, 
Cleveland, Ohio 
REFERENCES: 
U. S. DEPARTMENT OF COMMERCE, 
New York, 
DUN & maeeen, 290 Fifth Ave., 


ew or 
FENCHURCH EXPORT CORPORATION, 
37 Wall Street, New York. 


Advertiser will visit the United States dur- 
ing June, July and August, 1947, and will 
go anywhere to interview interested, actual 
manufacturers. Will place substantial orders 
forthwith and quarantee further turnover. 


In the meantime write: 


M. T. S. DESSELSS. 


c/o Standard Bank of South Africa, Ltd. 
67 Wall Street, New York 5 








Manufacturers 
Agent 
Offers 
Aggressive, Active, 
Representation 


in the great Southwest com the 
states of Arizona, New Mexico and South- 
west Texas including the Texas Panhandle 
territory. 

This great area offers great tential 





WHERE 
To Buy 


Parts, Services & 
Accessories 

















due to fast increasing pulation, and 
great natural and agricultural resources, 
giving it higher purchasing power than 
ever in the past. 

I know this area, its ple, its deal 
and distributors, they know me. In less 
than two years, I built a jobbing business 
from nothing, to sales of $70,000.00 per 
month. a 

I want several top a. ey ap- 
pliance lines in this area. o the 
whose lines I take on, I can offer the 
following qualifications. 

A thorough knowledge of appliance mer- 
chandising both wholesale and retail. A 
realization that the honeymoon is over, 
and that from now on it will require real 
selling, backed by constructive jobber and 
dealer cooperation from the factory rep- 
resentative. 

Mr. Manufacturer if that type of repre- 
sentation fits into your picture and needs, 
please let me hear from you. 


Louis E. Diehl 


Formerly President Diehl & Lehman Inc. 


4415 Cambridge Street 
El Paso, Texas. 








IRONER - MANGLE COVERS 


Draw String Covers—18" to 48" 


Also Pads and Intermediate Covers 
New price sheets sent on request 


LOVELL RINGER ROLLS 


Made Up Rolls—Ready to Install 


Lovell Made Up Rolls cost no more 
Display rack & three rolls $4.25 


OHIO WASHER COMPANY 


1223 Superior Ave., Cleveland 14, Ohio 




















WANTED 


NATIONAL DISTRIBUTOR 


Philadelphia Manufacturer of Elec- 
tric Heaters, both attractive in 
price and appearance, wishes to 
contact live wire distributing 
organization who can handle com- 
plete output. . 


RW-132, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 





EXPANDING NEW ENGLAND 
DISTRIBUTOR 


Seeking additional lines. Offices, warehouse, show- 
room in the heart of Boston business district. Lines 
on issi or fi jially able to handle own 
accounts. Salesmen now actively covering New 
England territory. 


RA-131, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 





i 


This Z stamp is a mark of quality 
on any rewound 


ARMATURE 


It Designates Perfection 
In Skill and Workmanship 


Look For It 
ARMATURE ENGINEERING CO. 


60 Bergen Turnpike 
Ridgefield Park, N. J. 














WEST COAST 


Well established Manufacturers’ Agency, calling 
on electrical jobbers, seeking high grade line of 
supplies. Intensive coverage of entire Pacific Coast 
area by six capable men. ice and warehouse 
facilities available. References furnished. (2) 


PLASTRIBUTORS 
1817 Industrial St., Los Angeles 21, Calif. 








1036 BROADWAY 


Handel's Rebuilt Vacuum Cleaners 
AVAILABLE ONCE AGAIN! 


All Leading Brands At Lowest Prices 


Write for our free illustrated catalogue. 
_ BRAND NEW TANK & UPRIGHT VACUUM CLEANERS FOR 
IMMEDIATE DELIVERY AT JOBBERS DISCOUNT 


Handel Vacuum Cleaner Co. 


BROOKLYN, N. Y. 


CANADA 


Canadian Firm with 25 years experience selling to 
Electrical Jobbers, Chain and Department Stores 
from coast to coast is desirous of contacting Ameri- 
can manufacturers interested in representation or 
distribution in Canada. 


RA-972, Electrical Merchandising 








—(—= Be ARMATURE 
WINDING 
, re in Vacuum Cleaner Armature winding 


for 15 years. Perfectly wound! Ask the men who 
vse them. No increase in price since 1941. 


ELECTRIC SWEEPER SERVICE CO. 
2034 EUCLID AVE. CLEVELAND 15, 0. 








A FRANTZ PARTS JOBBER 


WRINGER ROLLS AND 
WASHER PARTS FOR ALL 

















330 W 42nd St., N York 18, N. Y. MAKES 
rete rac GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 
WANTED 
Wash. Mach., Vacuums, mo- SPECIALTIES 


tors, sewing machs., parts, etc. 
any condition. Write 


OWENS SPECIALTY CO. 
26 W. Ortega St. Santa Barbara, Calif. 








Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Boards Pads 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, 0. 





illustrated. 





BRAND NEW SURPLUS 


NOMA 


ELECTRIC CONVECTION HEATERS 


Each of these brand-new NOMA Heaters is tagged with the original 
OPA Ceiling Price Tag and the original NOMA Heater tag, as 


Specifications: 1000 Watts, AC or DC, 100-125 Voit. 
with on-off switches. Size, 22” long, 1842” high, 6” wide. All 
heaters individually packed in cartons—shipping weight, 20 Ibs. 


Price in lots of six to twenty-five............$6.00 
Price in lots of twenty-five to one hundred... .$5.75 


SURPLUS VALUE CENTER 


Equipped 





noma > 


ELECTRIC COMVECTION 




















Write for prices 
on larger 
a quantities, 


4602 ST. CLAIR AVE. 
CLEVELAND 3, OHIO 


This 
WHERE TO BUY 


Section 


supplements other advertising i0 
this issue with these additional 
announcements of products and 
services essential to efficient and 
economical operation, mainte 
mance and service. Make a habit 
of checking this page, each issue. 


Classified Advertising Division 


ELECTRICAL 
MERCHANDISING 





— 
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UNDISPLAYED RATE: 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 





qs 4«©6=6p WH ERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch ie 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 























WASHING MACHINES NEED THESE SPECIAL 


LOW- SPEED 
LUBRICANTS 


GEAROL e FIBEROL 
TRANSOL 


A correct Lubricant for Every Machine 
‘ . Attractive 3-color Lithographed, 
Sealed Cans. 
Write for this FREE colored Oil and Display Chart, 

also name of your Nearest Jobber. 


SERVALL CO., 3570 Gratiot, Detroit 7, Mich. 



































*} WASHING MACHINE PARTS & 





REPLACEMENT PARTS FOR ALL MAKES 
BOSS « GAINADAY ¢ LAUNDRY QUEEN 
SUNNYSUDS ¢« WOODROW, Etc. 


Agitators V-Belts 


Fibre Grease 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


rantz 2+: 


SLEVELA NS 5, © B® 


EAST 9 Srd CT &itta 








RUBBER UPHOLSTERED 
8 


HAND |. <2 
TRUCKS 






WASHING MACHINE PARTS 


“Any Part For Any Washer” 


sletialslthiclanicl ae: 11} SAFEGUARD 
Leading Manufacturers Your Profits! 
Use ORANGEVILLE 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 PENNA 


TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen eabi- 
nets, etc. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Desecrip- 
tive circular and prices on request. 


« ORANGEVILLE MFG. CO. 
Manufactures complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 

















Ohio 





Z in 
ynal 
and 
and 
inte- 
abit 
sue. 


The NEW 
“YEATS APPLIANCE DOLLY" 


Aluminum frame, caterpillar type “STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 














COMMERCIAL and INDUSTRIAL 
VACUUM CLEANERS 


for HOTELS, THEATERS, STORES, OFFICES, HOSPITALS, BUILD- 
INGS, SCHOOLS. Also FURNACE AND BOILER CLEANERS. Write 
for illustrated catalog. Prompt deliveries. Priced from $115.00 


up, f. o. b. Harrisburg, Pa. 


ARMATURES EXCHANGED OR REBUILT 


for vacuum cleaners, tools, drills, small appliances and other 
fractional h.p. motors. Known from coast to coast for quality 


and service. 


Penn Appliance Distributors 


126 S. SECOND ST. 


HARRISBURG, PA. 














Use National 


CLASSIFIED ADVERTISING 


for bringing business needs or opportunities 
to the attention of men associated in admin- 
istrative, executive, management, sales and 
responsible technical, engineering and operat- 
ing capacities with the industries served by 
McGraw-Hill publications. 


For advertising rates or other information address: 


Classified Advertising Division 


McGRAW-HILL PUBLISHING CO., Inc. 








ING 


SMALL ARMATURE 
SPECIALISTS 


Drills —.. Vacuum Cleaners 
Waxers, etc. 


Modern equipment-expert mechanics. 
Prompt service on rewinding of all 
small armatures. Moderately priced. 


NATIONAL 
Vacuum Cleaner Supply Co. Inc. 
131 West 14th Street N.Y. C. No. 11 


WASHING MACHINE 
FLEXIBLE COUPLINGS 





@; ~——=+@ 








The machined brass bushing F-L-O-A-T-S 


One plece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque. 
Insulates between shafts. 


Available now in: 144” to 9 lengths. 
Phone Dorchester 2350 
FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicage 37, 








OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 
Send for our price list featuring 
safety float valves, fittings, etc. 


SARN-OIL BURNER SUPPLY CO> 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 





RE Our 132-page REE 
F Catalo 4 of F 
Washing Machine & Vacuum Cleaner 
Parts. Save money by ordering all your 
supplies from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 

















CHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIC HEATING ELEMENTS. 

simple anyone can make repairs in your broken 
or burnt-out electrical appliances—irons, toast- 
ers, stoves & etc. Guaranteed nothing like it. 
From ovr mines to your appliances. $1.00 ‘per 
package. $7.50 per doz. Stick form 25c. $2.00 








WASHING MACHINE PARTS 


“For any and all makes" 


Most complete stock in N. W. 
Prompt Service 








er dee. Minnesota Appliance Parts Co. 
330 W. 42nd St., New York 18, N. Y. 914 South Mains eS Pore Werth 4, Texas 191 W. 7th St. Ap St. Paul 2, Minn. 
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Demand for radio-phono consoles is 
greater than ever before, mainly be- 
cause recorded music has become a 
must in every home; and youngsters 
under eighteen have a big say not 
only in the type of radio to be pur- 
chased, but also in the type of discs 
that find their way into the family 
record albums. 





Kodachrome by Dave Rosenfeld 





‘Rebuilding the Sales Staff" 


Saul Poliak's new book is an 


exhaustive, dispassionate and 


timely analysis of a big problem 


Readers of this magazine know by 
now that, with fewer and fewer prod- 
uct shortages, as well as less money 
in the consumer’s pocket to be spent, 
selling is fast becoming an art again. 
Saul Poliak, a veteran in sales train- 
ing, knows it too, and his hook “Re- 
building the Sales Staff” (McGraw- 
Hill Book Co., Inc., $4.00) is an at- 
tempt to help firms who find themselves 
somewhat bewildered as to how to go 
about the task of training a force 
of capable salesmen. The first word of 
the title, however timely, is a little 
misleading because the book can be 
of real use to a firm which has never 
engaged in the process of sales train- 
ing before. 


Broad Ground Covered 


Space does not permit much more 
than a listing of the subjects which Mr. 
Poliak covers. From the thesis that 
salesmanship is not a gift but an ac- 
complishment requiring training, he 
goes on to insist that realizing the 
potentialities of ordinary men is in the 
long run better practice than trying 
to build an all-star staff. He next 
points out the methods of recruiting 
men, and suggests sources for their 
discovery. From there he continues to 
the function and use of application 
blanks, checking of references, and 
drawing up of salesmen’s contracts. 

A considerable portion of the book 
deals with the interview technique for 
selection of salesmen: kinds of inter- 
views, testing of subjects during the 
interview, and use of weighted personal 
histories. 

Mr. Poliak gets to the heart of his 
subject when he discusses methods of 
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training, because he prefers to place 
greater emphasis on what the man is 
taught than on personality traits. He 
discusses the formation of the program 
itself, the necessity for continuous 
training of salesmen, and the system 
used to carry out the program. 

The author describes two ways of 
carrying out a sales program. The 
first is based on field observation by 
researchers and prospective salesmen 
to see how established men sell when 
they are using normal procedure. The 
second, known as the “group ap- 
proach,” is a conference method of 
sales analysis, in which all levels of 
the organization take part, but which 
does not involve direct contact with 
selling procedures. The advantages 
and disadvantages of both are dis- 
cussed. 

The last section of the book deals 
with the actual inculation of material 
which is apart from field work at first 
hand—actual training techniques, the 
use of a sales manual, visual aids, etc. 


Has Wide Application 


“Rebuilding the Sales Staff” is 
worthy of a place on the shelf of the 
dealer who finds this problem one of 
his big headaches. While it is true 
that the book seems slanted for the 
most part toward the manufacturer 
with an extensive sales force, it is so 
exhaustive a treatment of the subject 
that almost anyone concerned with 
selling is bound to find things of in- 
terest to him in it. Then too, its open- 
mindedness is refreshing in a field 
where simplified, hide-bound formulas 
have too often been depended upon to 
get results. —JAMES BOLGER 


INTERNATIONAL COVERAGE BY 














ELECTRICAL 
MERCHANDISING 


Vol. 77 No. II 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Office, 330 W. 42nd St,, New York 18, N. Y. 

H. W. MATEER, Heo e L. E. MOFFATT, Editor e LAURENCE WRAY, Managing 
Editor e ANNA NOONE, Appliance News Editor « MARGUERITE COOK: Director 
of Research « Aides BOLGER, Assistant Editor * ROBERT W. ARMSTRONG, News 
Editor * HARRY PHILLIPS, Art Director « DEXTER KEEZER, Director a Dept. * 
W. W. MacDONALD, Consulting Radio Editor * TOM F. BLACKBURN, Chicago 
Editor, 520 N. Michigan Ave If * MARTHA M. ALEXANDER, Editorial Assistant, 
Chicago * CLOTILDE GRUNSKY, San Francisco, Editor, 68 Post St. * HOWARD ra 
EMERSON, Associate Editor, Pacific States, 68 Post St, San Francisco * AMASA B. 

WINDHAM, Southern Editor * JOHN CHAPMAN, World News Editor. 
agg! C. HAHN, Marketing Socios e L. P. CANTY, New York & New England e 
. WERTH, LOUIS W. ROM Chicago, Ii * J. L. PHILLIPS, Cleveland, I5 ° 
F COYLE,’ Philadelphia, . DONALD ©. HANSON, Los Angeles, 14 © RALPH 
MAULTSBY. Atlanta, 3 ¢ T. H, CARMODY, San Francisco, 4. 


JUNE 1, 1947 


The Pains of Normalcy..............sesccccecerees By L.E. Moffatt | 


Small Craft Warnings Hoisted ............-..- By C. M. Davidson 34 
First of a series of three articles on the present and future of the 
appliance business. 

Boosting the Dealer's Business ..................220eeeceeeeeees 36 
Southern Appliances Inc., Charlotte, N. C., keeps dealers on toes. 
I nics c hail cinpuvbebeunnenn By R. W. Armstrong 38 
W. J. Davidson Corp., Worcester, Mass., asks a third down on future 

deliveries. ~ 

Something New Should be Added...........By Tom F. Blackburn 40 
A quick look at a veteran radio dealer's operation. 

Homemaker's Holiday...............-.:.ssccceececensecccoesees 42 
Philadelphia Evening scat s Homemakers Center exhibit draws 400 
women a day. 


Strong Backs and Weak Minds pnncndeeclainnncibearersises rine 44 


Some delivery equipment that is safe and strength-saving. 
Ns i oe aeccensbeubpabnckes 
How E, G. Jarvis, High Point, N. C., built a business. 


ESSINGTON POOR ET 46 


An army of families living in trailers wait only until their husbands 
finish college and they. get a permanent home before buying the 
appliances they need. 


I Gi ae iaig cnx xnenesn as zadeasacascenseisaseccaes 48 
How Barnard's, Kansas City, sells radios and records. 
Deed Fy TN FUN GI oo ones cnesecccceresercisvenencs ". 50 


C. H. Walden & Co., Erie, Pa., turns prospects into customers and 
keeps them. 


Tailored to the Business....................... By Clotilde Grunsky 5! 


May Music Co., Albuquerque, N. M., designed their new store 
around the merchandise. 


Make Your Own Market Survey ....................cee eee ee ees 53 
An expert advises dealers. g 

They Divided ... and Conquered.................000+eeeeeeees 54 
Britt's, Orlando, Fla., shares profits with its employees. 

I a nite cree tech eeneiese iadincaccassiendvnceees 59 
New layouts and ideas in Cullen's new store, Oklahoma City. 

Sein Fie. i RT vcr csstcnesiceccncsnisicncsesseess 60 
This policy worked for Electric Appliance Co., Frankfort, Ky. 

lt Pays to Keep Records..............-.--.++. By Howard Emerson 64 
Grabe Electric Co., Tucson, Ariz., did a $750,000 business last year. 

DIB Sk snvok cide tach untdcccsadenersenvensenesientscesonmuaeses: 97 

Electrical Appliance News—New Products...............--++ 133 


A McGRAW-HILL PUBLICATION 


JUNE 1, 1947—ELECTRICAL MERCHANDISING 




















Jo your washer salesmen 
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OST WOMEN ARE BUYING wringer-equipped washers. Price and 
performance are right. The big volume is in wringer-type washers. 


So why not tell your customers what other women are doing? 


know these facts 

















WITHOUT LOVELL 


WITH LOVELL 


ESSURE DOES IT! Women want cleaner, whiter 
washes. Lovell Pressure Cleansing Wringers flush out 
dirt particles that otherwise might remain in the 
fabric. Microphotos prove it! Make sure your salesmen 
know the facts about Lovell Wringers. And why not set 
up a demonstration on your sales floor? Show your cus- 
tomers how quickly and efficiently Lovell Wringers work. 
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DELICATE FABRICS. Lovell Wringers provide 
adjustable pressure for every type garment. 
Just the right pressure for everything from 
blankets to delicate fabrics. 














L WRINGERS DO 90 PER CENT 
of the heavy lifting. The wringer 
acts as a conveyor, lifting garments 
with almost no effort! Lovell 
Wringers won’t break buttons or 
jam zippers. And oil-less, rustless 
bearings prevent staining of wash. 














FEATHERTOUCH RELEASE. Lovell’s Feathertouch Pres- 
sure Release Bar is designed for greater safety. Show 
your customers how it protects the feeding zone, how 
quickly it can be reached and how surely it works. 


























RUGGED DESIGN. Lovell’s heavy steel frames are built 
to resist strains. Efficiency and long years of service are 
built into every part of the Lovell Pressure Cleansing 
Wringer—and Lovell’s reputation for quality stands 
behind every Lovell Wringer. 

















NEW LOVELL CONTROL-O-ROLL 
COMING SOON. An even better 
Lovell Wringer soon will be 
available on leading brands of 
washers. Watch for the new 
Lovell Wringer with instinc- 
tive Control-O-Roll action and 
automatic wringer positioning! 
























Wringer-type washers are your bread and butter .. . the 


best are Lovell-equipped 
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Nature’s fabulous wonder . . . the lustrous pearl growing inside an oyster 
... has a special meaning for Kelvinator people. 


It’s a reminder that the inside story on the Home Freezer is really 
what makes the sale. For it’s this inside story that supports the sales- 
man’s deep conviction that Kelvinator’s hidden features—no less than 
the obvious—give longer life and greater consumer satisfaction over 
the years. 

For example, take the refrigerating coil that blankets all four inner 
walls of the cabinet and freezer-section bottom with frigid cold. As a 
result, every particle of stored food is within 7-1/32 inches of a sub-zero 
surface, assuring fast freezing and safe storage. 


Then, too, Kelvinator’s exclusive, revolutionary, new condenser 
design permits additional food storage space . . . up to 40% more! Be- 
cause of this construction, Kelvinator’s 6 cu. ft. freezer is no larger in 
exterior dimensions than the conventional “‘4’’. 


And, most important of all, there’s the matchless Polarsphere refrig- 





erating unit. In millions of home installations, commercial ice crea 
cabinets and beverage coolers . . . its incredibly trouble-free perform 
ance challenges comparison! 


It is basic values such as these—present in both Kelvinator products 
and policies—that build in those who sell, the conviction that wins sale! 


THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


AVISION OF NASH=-KELVINATOR CORPORATION + DETROIT 32 M i HIG 
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‘Chicago Summer Markets Ready 
or 40,000 Appliance Buyers 


Showings, July 7 to 19, in Merchandise and Furniture Marts 
expected to mark return to normalcy. Buyers price cautious, 
but sellers see no break. Housewares Market cancelled. 


By TOM F. BLACKBURN 


The potato pancakes are back on 
the menu in Henrici’s restaurant in 
the Merchandise Mart, beautiful girls 
will direct buyers to the space they 
want to visit, and in many ways the 
July 7-19 Summer Markets in the 
Merchandise Mart will reveal what 
the late President Harding used to 
call “normalcy.” 

This, despite the fact that many elec- 
trical appliances are still on alloca- 
tion. Everybody is cautious about 
prices, feeling that there are likely 
to be adjustments both ways. A last 
minute look-see revealed there were 
plenty of pressure cookers and irons 
in the Merchandise Mart. Motors 
are holding back washer production. 
Buyers reported they are still trying 
to get rid of off-brand merchandise. 
Nevertheless, manufacturers talked to 
did not look for any price breaks, in- 
asmuch as they were buying metal at 
warehouse prices and it was not going 
down. 


“Natural” Market 


Executives at the market feel that 
while the Philadelphia show in April 
took some cream off the bottle, it 
isn’t going to hold back a lot of folks 
who feel the Middle West is a natural 
for markets 

An attendance of at least 39,000 is 
expected. 

For features, the authorities expect 
to expand the series of press confer- 
ences to include retail outlets this 
season. Last year talks to the press 
by manufacturers were a success and 
already dated 
manufacturer, 
facturer, a mail 


up are a small town 
State Street manu- 
order representative, 
and an out-of-town retailer who, in 
addition to the manufacturers, will hold 
symposiums with writers. 

Between 20,000 and 25,000 buyers of 
home equipment will see the more than 


150 displays of home appliances at the 
Summer Market at the American Fur- 
niture Mart, July 7-19, 1947. At the 
January, 1947, Market, 25,086 buyers 
were registered. Summer showings 
traditionally bring fewer merchants 
than the winter exhibitions, but with 


interest keen in new merchandise, Mart 
officials are forecasting a heavy at- 
tendance through most of the two 
week period. 

3ecause hotel reservations are hard 
to get for the opening of the Market, 
many are postponing their visits until 


the end of the first week or the be- 
ginning of the second week, July 14. 

Manufacturers and distributors will 
see buyers from every state in the 
union, and several foreign countries. 
Principal executives find the Market 
one time when they can see most of 
their principal accounts and discuss 
not only merchandise supply but mer- 
chandising and advertising plans and 
the business outlook. Inventories are 
higher than they were in war years, 
the merchants are agreed, but are 
just about normal for “prewar.” If 
they don't go higher, they have little 
to fear. What bothers many of them 
is that the goods that are selling are 
fresh new merchandise, while the old 
goods stay around. Stores are never 
over-inventoried on things in demand. 

So with many a post-war item com- 
ing slowly on the market, dealers are 
more interested in the fresh new mer- 
chandise than ever. 


Cancelled 


Ted Bauerle’s brain child, Chicago 
Houseware Markets, scheduled for 
July 13 to 18 at the Navy Pier, was 

(Continued on page 19) 


Housewares Markets 
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Appliance and Radio Exhibitors at Chicago 


AT THE FURNITURE MART Ice Cooling Appliance Co. ........ 810 Tappan Stove Co. eons soe ORG TOE, cnet ckersawccgoes tim 
International Oil Burner Co. 512-A Tennessee Stove Works | sibs sae 825 
NAME SPACE lronrite lroner Co. 511-B Toastwell Mfg. Co. ............. 2953 Landers, Frary & Clark......... 1479 
rr 930 LaSalle Lighting Products, Inc. 
A. & J. Mfg. Co. 548 Jacobs, F. L. Co. 17/92-93 Heater Div. ............... 1492 
Admiral Corp. 526-27 Jacobs Mfg. Co. 17/35 United States Stove Co. ..... _ 17/36 Lewis Electric Mfg. Co......... 1168 
Agricola Furnace Co. 548 United Stove Co. ... 549-8 Lisk-Savory Corp. ............ 1402 
Allen Mfg. Co. 510-6 Kaiser Fleetwing, Inc 17/124-5 Union Products Mfg. Co. .. 17/68 
Altorfer Bros..Co. 541 Kamkap, Inc. . 17/118-19 Manning, Bowman & Co........ . 1466 
American Stove Co. ... 518 Karbon Kleen Co. 17/72-A Warwick Mfg. Corp. ....... .17/N McGraw Electric Co.., 
Appliance Industries of America ..17/125 Kehm Corp. 17/39 Welbilt Stove Co. ........ . 520 Toastmaster Prod. Div.......... 1455 
Appliance Mfg. Co. 510-A Kellogg Switchboard & ‘Sepely Westinghouse Electric Co. 50! Metal Ware Corp., The..........1411A 
Appliance Parts Co. 17/72 Co. 17/112-13 Motor Products Corp. 
Armstrong Products Corp. 17/65 Kelvinator 514-15-A Young Corp. .. . 17/87 Deep Freeze Div...............1447 
Athens Stove Works 624 Kemper Furniture Corp. 17/108-09 
Automatic Washer Co. 513-A King Refrigerator Co. 17/ 126-27 Zenith Radio Corp. . 544-B Nash Kelvinator Sales Corp. 2220 
Auto Stove Works 546-A Kitchen Queen, Inc. 17/121 National Enameling & Stamping Co. 
Knox Stove Works 513-B Elec. Div. . 1422 
Barlow Seelig Mfg. Co. 530 & 17/106-7 AT THE MERCHANDISE MART National Sewing Machine Co. 1468 
Barton Corp. 549-A Lear, Inc. 547-B New Home Sewing Machine Co. _. 1450 
Bendix Home Appliances, Inc. 503 Saiaeail 514-15-A Adel Precision Products Corp. 1172 Nu-Enamel Corp. 11-109 
Bendix Radio Division 545-D Lewyt Corp. 17/63 Aluminum Goods Mfg. Co... .. 1124 Nutone, inc. .... 1451 
Ben Hur Mfg. Co. 528 onli, Qin tn 17/57 Aluminum Specialty Co. 1170 
Blackstone Corp. 544-A Lonergan Mfg. Co. coe eee SIDA American Central Div. Peerless Mfg. Corp..... 1485 
Lonergan, Vincent J. 2953 Avco Mfg. Corp. .. 1476 Poulsen & Nardon, Inc........ 11-105 
Calkins Appliance Co. 17/48 Apex Rotarex Corp............... 1472 Presco Co., The.... a 1492 
Calkins Corp. 17/86 McAllister-Ross Corp. ..... 513-A Associated Projects Co. 1240 Proctor Electric Co. eee . 1473 
Caloric Stove Corp. 519 Maguire Industries .... 638 ‘ 
Clark Water Heater Co. 511-8 Maine Mfg. Co. ..... 635 Bellaire Enamel Co., The. 1124 Regina Corp. .......... 1124 
Clements Mfg. Co. 17/69 Major Home Appliance Co. 536-B Bersted Mfg. Co. of 1467 Renown Stove Co... oe ene 1487 
Cole Hot Blast Mfg. Co. 17/73-74 Matmatic Mfg. Co. 17/85 Revere Clock Co............ 1422 
Coleman Co. 525 Merit Made, Inc. 17/84 Camfield Mfg. Co. 1405 Rival Mfg. Co., Not Inc.........1454A 
Comstock-Castle Stove Co. 546-B Metalier Co. 17/59 Casco Products Co. pa 1492 Round Oak Corp.......... ANG 
Conlon Corp. 504 Modern Refrigerator Co. -17/100-01 Chamberlain Co. of America 1124 
Coroaire Heater Corp. 17/M Mearce Stove Co. __.. 17/40-41 Coolerator Co., The. 11-107 Samson-United Corp. ...... 14-104 
Cribben & Sexton Co. 537-A Moore Corp. - 504 Sanford, D. E., Co. e 1405 
Crosley Corp. 535-36-A Morton Appliance Co. 631 Davis Mfg. Co. 1488 Seal-Sac, Inc. . oes 14-119 
Crown Stove Works 531 Dazey Corp. 1405 Sessions Clock Co. ee .. 1409 
Nineteen Hundred Corp. 508-B Dearborn Stove Co. 1490 Sheffield Instrument Co..... 14-10! 
Dearborn Stove Co. 17/32 Noblitt Sparks Industries . 17/69-70 Deep Freese Div. Silex Co., The.............. 14-109 
Detroit Vapor Stove Co. 521 Norge 521-22 Motor Prod. Corp.............. 1447 Smith, Alva, Mfq. Co....... — 
, Dexter Company 513-B oo , Dominion Electric Mfg. Co. 1422 Smith, F. A. Mfg. Co... .. . 1422 
Dixie Foundry Co. 524 Son-Chief Electrics, Inc..... 1414 
Dormeyer Co. 2953 eee ~ , — Easy Washing Machine Corp...... 1237 Southwestern Household Equipment 
Dortch Stove Co. 512-8 Ohio Stove Co... 19/4448 Eldredge Sewing Machine Co......1468 BI Seton na asin nates, vo NB 
Duo Therm Div. 517 eee Eureka Williams Corp., Spartan Co., The... eer 
Eureka Vacuum Cleaner Div. 1475 Sperti, Inc. eo 
Eagle Foundry Co. 547-A a — Co. i “a Everedy Co., The... ieseaeer 11-112 Standard Gas Equipment Corp. . 1489 
Easy Washing Machine Corp. 507 Siete pa 17/49 a  eerrererre ree 1422 
Emerson Radio & Phono. Corp. .. 509-B oe Pehl a Cl Di 511-8 Farber, S. W., Inc. 1419A Superior Electric Prod. Corp.....1!-Il6 
Estate-Heatrola 523 “ween hig a om aaah Flex-| Lite Mfg. Co. 1498 Swartzbaugh Mfg. Co. 1498 
Eureka-Williams Corp. 514-B nae etek ¥" “ Cc , 5 9A Florence Stove Co.. 1459 Swing-A-Way Steel Products. ..... 143 
Evans Products Co. 540-B eS ee woe * a Free Sewing Machine Co. 1450 
Farnsworth Radio & Tele. Co. 535-B Pressed Steel Car Co. - 633-348 Taylor Instrument Co....... _ H=106 
Frigidaire 508-09-A General Electric Co., Telechron, Inc. rere: 1440 
Frozen Foods Products, Inc. 17/98-99 Quaker Mfg. Co. 516-B Air Cond. Div. 1127 _ Toastmaster Prod. Div. 
General Electric Co., McGraw Elec. Co..............148 
Galvin Mfg. Co. 17/56-A RCA Victor Distr. Co. : 235 Electronics Div. 1123 Trauger, Roy F., & Assoc.......... 1488 
General Electric Co. 538-39-A Refrigeration Corp. of America ... 523 General Mills, Inc............... 1453A 
General Ozone Co. 17/64 Roberts & Mander Corp. . . 546-D Geuder, Paeschke & Frey... 1492 Vacuum Can Co..... ... 14-101 
Gibson Refrig. Corp. 537-38-B Roper, Geo. D., Corp. ........... 529 Gold Seal Coffee Brewer.......... 1488 Varick Electric Mfg. Co., Inc... . IIIb 
Grand Home Appliance Co. 17/53 Vischer Products er 
Grand Rapids Metal Cabinets 830 Sanitary Refrigerator Co. 528 Hobart Mfg. Co... ‘ 1492 
Gray & Dudley Co. 515-8 DO TNR vstenscnesctsencds 17/N Hotpoint, Inc. ................... 1457 Wagner Mfg. Co................/#l 
Hamilton Mfg. Co. 17/88-89 G. |. Sellers & Sons Co. .... 1536 Waring Products Corp..........-- 1405 
Hardwick Stove Co. 1530 Sentinel Radio Corp. ......... 17/L Intercoastal Co. __. ... 14-101 Waverly Products Co. —— 
Health-Mor, Inc. 17/57 Siegler Enamel & Range Co. 1118 International Appliance Corp. 1414 Wiley, Joseph H., Organisation 
Holland Rieger 542 Sparks-Withington Co. ..... « SVP “ RE rere _ 4101 
Hoover Co. 510-A Stewart-Warner Corp. ....... 17/55-56 Keating, C. S., Associates......... 1124 Williams Oil-O-Matic Div. 
Horton Mfg. Co. 5II-A Stiglitz Furnace & Foundry Co..17/60-62 Knapp-Monarch Co. ............. 1483 Eureka Williams Co... — 
Howard Radio Co. 17/K O. A. Sutton Corp. . 17/66-67 Kordite Corp. 1492 Winsted Hardware Mfg. Co.....- 140s 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from 





THE EAST 


By Robert W. Armstrong 





HE ATTITUDE of many dealers 

toward the home radio market is 
beginning to approach that of the 
mountaineer whose grandmother had 
been sick for some time. One day he 
was asked how she was and he replied, 
“Wak she don’t seem to be feeling 
any pain now.” 

“That’s fine,” his questioner said. 
“She sure must be getting better.” 

“Wouldn’t say that. She’s been dead 
three days.” 

Many dealers have quit worrying 
about it. The radio business is terrible, 
they say. All right, so it’s terrible. 
So what? Price cutting is no longer 
regarded as an amazing phenomenon. 
It has become the accepted practice, 
a conventional means of doing business. 
New York store windows are showing 
signs reading, “A liberal trade-in al- 
lowance on your old set.” One Boston 
report said that a distributor of a fa- 
mous make was unloading between 100 
and 200 consoles to dealers at 50 per- 
cent off list. Dealers of Westchester 
County, New York’s Gold Coast area, 
recently ran a full-page advertisement 
in several suburban newspapers, offer- 
ing reductions up to $60 on two models 
of a name-brand manufacturer. Checks 
with some of the cooperating dealers 
disclosed that they got few if any calls 
for the sets. 


Who Knows What? 


The interesting thing about it is that 
nobody seems to know why. “Maybe 
it’s psychological,” one dealer offered. 
Another thought it was because people 
had filled their “must” demands. A 
third, probably hitting closer to the 
mark than most, claimed it was be- 
cause radios had been over-priced to 
start with and that customers had be- 
come distrustful. 


Even FM is having its troubles. Up. 


Boston way a distributor said that he 
was “scared to death they’ll send me 
more FM.” He only gets a few now 
and finds little demand for them. The 
reasons: FM has been over-sold as a 
simple radio that the customer only 
has to plug in to get good results, when 
actually it needs expert installation; 
there are only three FM stations in 
the Boston area; two of them on the 
new band and one on the old; the 
Programs of all three are “lousy.” 
However, in contrast to all the diffi- 
culties of the radio industry in general, 
that fair-haired boy, television, is still 
bringing home a good report card. 
Dealers say that they can’t get all they 
can sell, especially in the lower-priced 
table models. They also report that 
supply and demand are about equal on 
consoles. Active demonstrations in 
Philadelphia, for example, seem to be 
holding the public’s interest. Over 100 
men blocked the sidewalk in front of 
Wanamaker’s one recent afternoon to 
Watch a televised baseball game. 


Refrigerators Spotty 


Deliveries on wanted major appli- 
ances continue spotty. Some districts 
report favorable increases in refrigera- 
tor deliveries, others bewail small 
drops. The decline, where there were 
declines, were attributed to the short- 
age of steel, particularly enameling 

(Continued on next page) 
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THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 





HEN Fred Wolfe called the 
office of the Brocton, IIL, 
Weekly Review (pop. 449) and placed 
an ad with Publisher Walter B. Clapp, 
he did something as significant as the 
return of the swallows to San Capis- 
trano. 
That ad signified that the pipeline at 
last was full, and the time has come 
when appliances must be sold. Leaf 


HE MOST popular words in the 
South during the past month 
were: “What’s the price?” Indeed, the 
whole subject of prices was a moot 
question from the banks of the Poto- 
mac to the Texas cactus fields. And 
few persons got satisfactory answers. 
Consumers have been loud and in- 
sistent in their grumbles over. the 
amounts shown on the price tags; 



































“CAN'T YOU GET ME A DISPLAY THAT'S MORE COMPETITIVE?" 








through the small town papers of this 
country and you will see that appli- 
ance advertisements have been as 
scarce as virgins in a Shubert chorus, 
as the saying goes. Fred Wolfe who 
calls his business the Wolfe Auto 
Supply, and has a new location at 111 
South Central St., in Paris, Ill, is 
not exactly a dealer who gets the first 
break on deliveries. 

Ready for immediate delivery, at 
Wolfe’s, publicity says, are home 
freezers from 234 to 16 cu. ft., four 
brands. Forty-gallon electric water 
heaters can be had for $109.64. He 
has an automatic washer ready for 
immediate installation. Three brands 
of console radios are ready for carry- 
out customers. A tank-type vacuum 
cleaner is on the floor, ticketed for 
immediate sale. Electric mixers and 
a limited quantity of washers are there. 

A paradox to this situation was the 
testimony the same week in Washing- 
ton by a representative of the Amana 
Society who testified that while steel 
might sell at the mill for $80 a ton, 
it was costing his firm $265. 

Until this situation gets ironed out, 
it looks as if all the Newburyport plans 
for cut prices by dealers are going 
to bump up against a stone wall. . 

In Chicago the news was mixed. 

(Continued on next page) 
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manufacturers and distributors are in- 
dulging in an excess of shoulder shrug- 
ging, and the retailer continues to be 
the whipping boy. If something doesn’t 
happen soon to change prices in the 
appliance business, many dealers be- 
lieve they are going to be caught be- 
tween the well known devil and the 
equally repulsive deep blue sea. 

After a careful survey of sub-Mason 
and Dixon territory, it is hard to see 
how consumer resistance can teach a 
higher peak than the one at which it 
now stands. Atlanta dealers report 
they are being snubbed every day by 
would-be buyers who state flatly they 
can’t afford equipment they need badly. 
In the Shenandoah Valley of Vir- 
ginia, sales of small appliances are 
common and shop windows are gutted 
with signs reading: “Now $2.98—re- 
duced from $4.95,” 
don’t buy. 


Shrinking Waiting Lists 


In Memphis, there are still waiting 
lists for refrigerators and washers, 
but few names are being added to these 
lists. Only Jacksonville and New Or- 
leans are still in the slap-happy stage, 
but reports from these areas must be 
discounted to an extent, since .they 
are both semi-tropical cities and the 
arrival of hot weather has boosted 

(Continued on next page) 
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THE FAR WEST 
By Clotilde Grunsky 





CHOES from President Truman’s 

speech urging a general lowering 
of prices are still drifting about news- 
paper columns and resulting in a dollar 
emphasis in advertising and publicity 
headlines. There has been little gen- 
eral lowering of prices in any depart- 
ment on the West. Coast, however, 
and practically none in the electrical 
field. This is natural enough, for the 
reason that, much as retailers would 
like to see a lowering of prices, they 
cannot afford to cut down present mar- 
gins. The natural cuts which come 
from increased summer production of 
foodstuffs and other natural causes 
in varied lines have of course all been 
hailed as a repsonse to the President’s 
appeal. “Sales” in the retail garment 
industry have resulted in a practical 
price lowering in this field, while 
still allowing the retailer a chance to 
resume the higher level without apol- 
ogy as conditions warrant. 


Some Radio Price Drops 


Salt Lake reports some radios sold 
at lower price levels, as also does Los 
Angeles. But San Diego presents an- 
other angle of the picture which is 
that, although prices have not been 
reduced, the public has been waiting 
in the hope that they might be, with 
the result that business volume has 
dropped. -This area reports some can- 
cellation of orders on the part of 
cautious dealers. 

San Francisco jobbers report some 
pulling in of horns on the part of 
dealers, who are placing their orders 
more cautiously, particularly in the 
field of radios, some traffic appliances 
(particularly irons), gas ranges, and 
electric water heaters, on all of which 
deliveries are very nearly normal. 
Refrigerators, electric ranges, home 
freezers, all laundry equipment and 
such traffic items as mixers and toast- 
ers, are still in substantial demand, 
however. 


No Buyer's Strike 


On the whole the public in the 
West has accepted the price situa- 
tion without question. The electrical 
industry had never advanced its prices 
beyond reason and so does not now 
face any “strike” on this basis, par- 
ticularly where wanted appliances and 
well known brands are concerned. 
What is evident is that the customer 
now intends to wait for the make and 
type of appliance he particularly wants. 

The inventory situation is spotty, 
with stock building up on dealers’ 
floors in certain items, while others 
sell as fast as they come in. Lamp 
“pipelines” are now pretty well filled 
up, except for 6-watt lamps and 
1-2-300’s, which are still short on 
dealer shelves, Fluorescent sales are 
up 30 per cent and the supply in this 
field still falls short of meeting the 
demand. 


FM Promotions 


The whole West, particularly the 
Pacific Northwest, is becoming “FM” 
conscious with the opening of several 
FM stations. One Portland Jobber, 
addressing a group of dealers, urged 
them to: “Announce in your store, 
your window and in your advertising 
that FM programs will be heard in 

(Continued on page 8) 


PAGE 3 





The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PRECEDING PAGE) 





THE EAST 
(Continued) 





steel. One dealer reported gloomily 
that, although he is a “key dealer” 
for one make of refrigerator, he has 
received no more than eight boxes 
in one popular model since January 
1. From the same manufacturer 
he has received about 10 wringer 
type washers. Other manufacturers 
of washers have been providing him 
with up to 25 per month. A 
Connecticut dealer, on the other 
hand, spread himself in a big grin as 
he remarked that washer and re- 
frigerator deliveries in May exceeded 
April totals by about 20 percent. He 
was not so delighted about ranges, 
however, remarking that they have 
slipped since April. 


The Price Problem 


Consumer price resistance appears 
to be growing everywhere, although 
it is not yet serious with respect to 
major appliances. The reason that 
dealers are not concerned, of course, is 
because of the limited supply of 
merchandise. But the handwriting is 
on the wall. It shows up like this: 
Assume a dealer has 15 washers (or 
what have you) and 20 people enter 
his store to buy. Five of those pros- 
pective customers may say, “It’s too 
darn much money,” and walk out. But 
the dealer still sells his washers to 
the other 15. The question that’s be- 
ginning to itch in the minds of some 
of them, however, is, “What is going 
to happen when I have 100 washers? 
Will enough people turn up their noses 
so that I won't be able to sell them?” 

The same criticism of high prices 
coming from dealers applies to cleaners 
as well. The status of that market is 
indicated by the recent attempt in New 
York to move a well-known make by 
offering a trade-in on the customer’s 


old cleaner. It just didn’t pull. One 
Philadelphia distributor, however, re- 
ports cleaners “going well.” 


Ad Psychology Change 


A growing number of dealers are 
getting cagy about advertising “im- 
mediate delivery,” some replacing it 
with “early delivery,” others letting 
the customer take the hook and play- 
ing with it until they find out how 
long they are willing to wait, then 
sinking the barb with a “special 
favor” of early delivery. They have 
found out that people want what they 
think they might not be able to get. 

There is a slow but perceptible in- 
crease in trade-in business and the 
trend toward an increase in time-buy- 
ing continues unabated, one dealer re- 
porting that it had increased 15 per- 
cent for him in the past two months 
alone. 

The clothes dryer market appears 
to be limited in domestic scope, but a 
Long Island dealer advises merchants 
to contact operators of self-service 
laundries and sell them dryers on the 
basis of being able to take care of 
customers on rainy days. 





THE MIDWEST 


(Continued) 





One department store man ran a bar- 
gain ad on cheap gas ranges and con- 
fessed that the publicity was a flop. 
“They wanted higher quality stoves 
than this, apparently,” he said, “but 
they don’t want to pay the price.” His 
store had developed an epidemic of 
shoppers who act as if they are on a 
buyers’ strike. As a result, the strategy 
of his salesmen has swung over to 
justifying the price for the job it is 
going to do. It is a known fact that 
a washer would more than pay for 
itself in a home even if it cost the pur- 





STORYTELLERS Grace Deibig and Ted Malone were televised recently over sta- 
tion WABD as they disclosed the features of Westinghouse's new personalized kitchen 
and laundry planning service (EM, May 15, '47, page 6). Ted is Westinghouse's 
radio commentator and general good-will man and Miss Deibig is eastern director 
of the company's Home Economics Institute. 











STEERING Eureka Williams Corp. to bigger profits, they hope, are these mem- 
bers of the new distributors’ steering committee which met recently with sales 
managers of the Eureka division at the company's offices in Bloomington, Ill. At 
the head of the table is George T. Stevens, executive vice-president, and clockwise 
from him are Gerald O. Kaye, Bruno-New York; John B. Lanigan, Eureka western 
sales manager; A. Van Anthwerpen, Radio Specialty Co.; George Wagner, Eureka 
central division sales manager; Fred M. Bultman, Kain & Bultman; James J. Shea, 
Lone Star Wholesalers; and Nicholas Schneider, N. Schneider & Co. 
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chaser $250. For you can still do 
laundry at one-third the cost, per 
pound, that it will nick you if you send 
it out. 

Radio, which always takes its year- 
ly dip in March, is right now on the 
dull side of the market and the news- 
papers are carrying a rash of adver- 
tisements. Dick Hirsch of Hudson- 
Ross, Chicago, has been pounding away 
most steadily. This firm gives names 
and brands in its bargains. A $210 
radio-record player originally listed at 
$210 is quoted at $149.95. However, 
most of the advertisers go anonymous 
on brand names, but their price flashes 
are in there just the same; $257.10 
radio-record player now $169.95. Table 
models, same, regularly $134.50, now 
$89.95. 

One department store ran a page of 
the lesser known table model record 
players, cutting the $134.95 price to 
$67.47. - 

In Milwaukee where thrifty Ger- 
mans like to plank their cash on the 
line, there were also clearance sales 
of “famous name radios,” with tabul- 
ated lists of “what you save.” 


Milwaukee Sells Washers 


Milwaukee seems to be farther along 
in washer sales than other towns, with 
trade-in sales of 22 washers, all na- 
tionally advertised makes, at prices of 
$79.95 to $169.95. A private label 
washer there was cut from $99.95 to 
$89.95, by a department store. 

In the tradein-field up to $20 trade 
allowances were being given by one 
store on 1947 model washers, ready 
for immediate delivery. 

Vacuum cleaners in Milwaukee, 
probably nailed to the floor, were 
being advertised at $49.50. 

One firm tossed in a slick new 
word which advertising copywriters 
will benefit from. It is “repriced.” 

That a lot of our city population 
lives in crammed in quarters may be 
seen from the advertising of table 
model electric stoves. They are ad- 
vertised to brew the morning coffee or 


cook complete meals, and are plug-in 
devices. The two veterans in every 
garage will give three cheers when 
these things reach the market in quan- 
tity. 

The Middle West retail appliance 
field is divided into two groups as this 
goes to press: Those who sit back dis- 
mayed at the ebbing feverish demand 
for appliances at any price; and those 
dealers who are starting to buckle 
down, develop strategy and techniques 
that will show families how they can 
buy, and how prices are justified in 
line with the present times. 





THE SOUTH 
(Continued) 





ventilating and air-conditioning sales 
to record proportions. 

Another factor which entered into 
the merchandising picture, particularly 
in North Carolina and Georgia, was 
the arrival of a record drought. Rain 
failed to fall in many rural areas for 
several weeks, at a time when moisture 
was vital to the planting and growth 
of money crops. Naturally, the farm- 
ers retrenched and its effect was felt 
keenly in the appliance business as 
well as in other fields. 


Deliveries Spotty 


The delivery situation was spas 
modic and no two areas of the South 
were in complete agreement about it 
Mississippi felt like the illegitimate at 
the family reunion, with a chorus of 
“they aren’t giving us anything 1 
sell” but Alabama and Georgia dealers 
found they received more deliverits 
in May than in November 194, 4 
record month. Retailers in Tenme> 
see and North Carolina reported the 
situation about the same as last m 

Despite the GI bill and a rise in ur 

(Continued on page 8) 
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Increasing Competition Predicted 
At Southeastern Exchange Meeting 


Adequate wiring stressed as load builder; 


Home lighting called source of profit; 


Speakers see increase in buyers’ resistance 


The all-important subject of con- 
sumer buying resistance was a recur- 
rent topic with speakers who addressed 
the recent Residential and Home Serv- 
ice Conference of the Southeastern 
Electric Exchange at Birmingham, 
Ala. The conference, held at the 
Thomas Jefferson Hotel, attracted 
more than 150 delegates from southern 
utilities and electrical organizations. 

H. E. Cox, vice-president of the 
Birmingham Electric Co., set the tone 
of the meeting when he declared in 
his welcome address that “in the next 
few months, products of all kinds are 
going to appear in the stores and our 
greatest competition will come from 
products such as automobiles and fur- 
niture.”’ 





HOSTESS: Miss Edith Hitchcock, home 
service director, Alabama Power Com- 
pany, was hostess for the conference and 
presided over several of the sessions. 


With a theme of selling better home 
wiring, Miss Frances Armin, director 
consumer education, National Adequate 
Wiring Bureau, New York, told her 
listeners at the first session of the 
conference: “We in the electric world 
will have only ourselves to blame if 
in a few years, the same conditions 
exist in adequate wiring as exist 
today. 

“A good adequate wiring job is a 
good public relations job,” Miss Armin 
continued. “All across the country, 
the builder is meeting resistance in 
buying. A good strong consumer pro- 
gram will give him a fine backing. 
We have had an inferiority complex 
about adequate wiring because it hasn’t 
any glamour, but experience proves 
buyers will gladly pay extra for 
adequate wiring.” 

Miss Armin declared home service 
representatives should not be engi- 
neers but first of all, should be able 
to talk the layman’s language. The 
load in an adequately wired house in- 
creases 20 percent faster than in an 
inadequately wired home, she said. 


Source of Profit 


Harold Green, manager, industry 
promotion and training division, lamp 
department, General Electric Co., 
Cleveland, spoke on home lighting pro- 
motion. Mr. Green declared that “of 
all the magnificent services which elec- 
tric companies presently provide for 
the American homemaker, home light- 
ing offers the greatest single source 
of further increase in your profit load.” 


Five Year Plan 
During the next five years, accord- 
ing to Mr. Green, kilowatt hours for 
home lighting can be increased 78 per- 





CHATTING during an intermission in the conference sessions are left to right, J. E. 
Sutherland, vice president, Alabama Power Co.; Miss Verne Miller, Frigidaire home 
economist; Miss Elizabeth Parker, home service department, Georgia Power Co., 
and that perennial attendant on all electrical conferences, George Durbin, of 


Frigidaire. 
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cent by the studied application of such 
factors as mass education (newspapers, 
radio, etc.) ; home calls; skill in de- 
veloping and maintaining retail out- 
lets, and special sales activities. If 
there were such a thing as an average 
home, he said, in 1t would be found 
26 light sockets resulting in approxi- 
mately 1250 watts of connected load, 
consuming approximately 400 kw.-hrs. 
per year for lighting. By estimating 
three cents per kw.-hr., it will be 
found the average family is paying a 
trifle over three cents per day for the 
electricity which dispels darkness in 
its home. 


Home Laundry Dope 


The first afternoon session heard 
talks by M. R. Rodger, utility sales 
manager, Bendix Home Appliances, 
South Bend; Miss Mary Ling Hayley, 
supervisor of home economics educa- 
tion, Alabama State Department of 
Education, Montgomery, and E. M. 
DeRamus, sales manager, Air Engi- 
neers, Inc., Birmingham. Mr. Rodger 
stressed new ideas and plans which 
his firm has worked out for home 
economists in advancing the use of 
home laundries. According to Mr. 
Rodger, the day is approaching when 
the automatic home laundry will be 
as widely used and accepted as the 
sewing machine, the radio and ordi- 
nary lighting fixtures. 

Miss Hayley spoke on the use of 
electrical equipment in high school 
economics departments throughout her 
state. She urged more frequent meet- 
ings between teachers, home service 
personnel and manufacturer’s repre- 
sentatives, to iron out questions aris- 
ing from the use of such equipment. 
She also advocated the use of appli- 
ances in the schools as nearly like 
those used in the home, as possible. 


Dishwashers and Wives 


One of the highlights of the meet- 
ing was the address by Mr. DeRamus, 
whose topic was “The Electric Dish- 
washer-Sink”. He started off by de- 
claring he had used his own electric 
sink since 1933 and was therefore in 
position to speak with authority on 
his subject. 

“Every magazine in America has 
carried information on the electric 
dishwasher—as news,” said Mr. De- 
Ramus. “No other product has had 
so much free publicity. If authors 
make money by giving people infor- 
mation on what they want, then we 
in the electric business can do the same 
thing by selling them what they want. 

“Why don’t you begin telling your 
customers now—why wash dishes for 
your husband’s next wife? Also you 
can tell ’em there’s only one way to 
keep from getting dish-pan hands and 
that way is to keep your hands out of 
the dishwater.” 

The second day’s session heard Mrs. 
Julia Kiene, manager, Westinghouse 
home economics institute, Mansfield, 





OPPORTUNITY: Miss Frances Armin, 
director consumer education, National 
Adequate Wiring Bureau, spoke on the 
opportunity for putting across an ade- 
quate wiring program open to home 
service personnel. ° 


Ohio, outline the use of brochures and 
eye-appealing designs in promoting 
kitchen planning. Mrs. Kiene illus- 
trated her talk with several colored 
slides. “Suiting The Freezer To The 
Family” was the topic of Dr. J. G. 
Woodroof, food technologist, Georgia 
Agricultural Experiment Station, Ex- 
periment, Ga. He pointed out that re- 
quirements of families vary in different 
sections of the nation, and warned 
against an over-optimism in the sale 
of freezers for the near future. At 
present, Dr. Woodroof said, freezer 
sales are confined to families in the 
upper 10 percent income bracket, but 
the future is bright for wider accept- 
ance. 


Heat Pump and Farm Wiring 


Dr. William M. Murray, Jr., of the 
Southern Research Institute, Birming- 
ham, discussed new phases of the heat 
pump in heating the home of tomor- 
row, and listed the results of con- 
tinued experiments by his organiza- 
tion toward this end. He was followed 
by Mrs. T. F. Maynard, Winder, 
Ga., who spoke on _ what elec- 
tricity means to the farm wife. Mrs. 
Maynard was one of the farm women 
selected by the Georgia Extension 
Service and the Georgia Power Co. 
to participate in a time and motion 
home laundry study in 1945. She told 
the results of her 24 week experiment 
and the records kept on it, pointing 
out that with an electric washer, she 
increased her wash 120 percent; used 
40 percent less water and saved H 
hours in time and several miles i 
walking. 


"A Personal Revolution" 


“Electrification is the biggest thing 
that has happened historically to the 
farm home,” said Mrs. Maynard. “It 
brings about a personal revolution—@ 
revolution of women. It goes right 
inside the home and changes the 
home’s physical routine, the spirit 
and outlook on life and the value to 
society. Farming is a family business 
the children being of much help whet 
they are older. Electricity makes tt 
possible for us to take better care of 
our small children so that they will 
healthy enough to do a good day’ 
work when they get old enough. 


Other Speakers ; 

The concluding session was high- 
lighted by talks by Miss Kathen™ 
Fisher, director, Good Housekeeping 
Institute, New York; Miss Frances 
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LISTENERS: E. T. Moore, director of residential sales, Virginia Power Co., and 
John W. Tally, secretary of the Southeastern Electric Exchange, were on hand for 


the Birmingham conference. 


Fortenberry, home service director, 
Mississippi Power & Light Co., Jack- 
son, and W. B. Parrott, sales depart- 
ment manager, Ebasco Services, Inc., 
New York. 

Miss Edith Hitchcock, home serv- 
ice director of the Alabama Power 
Company, was hostess for the confer- 
ence and presided over several ses- 
sions. Others who presided and in- 
troduced speakers were Mrs. Lois P. 
Wilcox, supervisor of home economics, 
Birmingham Electric Company; Miss 
Fern Snider, home service director, 
Georgia Power Co.; Mrs. Routh Neill, 
home service director, Kingsport Utili- 
ties, Inc., Kingsport, Tenn., and Miss 
Leonora O’Neal, home service director, 
Gulf States Utilities Co., Beaumont, 
Texas. 

Two luncheon meetings were held 
and were highlighted with informal 
talks by L. M. Smith, vice president, 
Alabama Power Co., and C. L. Oster- 
berger, Louisiana Power & Light Co. 





4-H BOOSTER: Miss Frances Forten- 
berry, home service director, Mississippi 
Power & Light Co., told her hearers 
about the success of 4-H electric club 
groups in her native state. 
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Seal of Approval 
For Coffee Makers 


Manufacturers of coffee making de- 
vices which are practical, simple to 
operate, easy to clean, brew in a rea- 
sonable time, and do not impart a 
foreign taste to the coffee may be 
awarded the seal recently established 
by the National Coffee Association. 

On June 22nd consumers will hear 
ot the Seal of Recommendation for the 
first time in a full-page full-color ad 
in the American Weekly. Copy will 
urge consumers to look for the seal 
on the coffee makers they buy, that 
It is difficult to make good coffee un- 
less the full capacity of the brewing 
device is used, and that various size 
brewers should be utilized for varying 
amounts of coffee, 

The public announcement of the seal, 
timed to hit the June bride retail 
market, is the result, says the Coffee 


Association, of many years of indus- ~ 


try work to solve the greatest coffee 
Problem facing consumers, that of 
Proper preparation of the beverage. 
“quipment manufacturers are re- 
Ported to be cooperating with the pro- 
Sram and submit their devices directly 
to the association for testing by an 
independent research laboratory. De- 
vices already awarded the seal are 
now available to retail buyers. The 


seal may be displayed on the device 
itself and/or in advertising material. 
If a manufacturer offers the device for 
sale in several different sizes, each 
one must apply for the seal individu- 
ally. 


Fowler Distributors 
See Two New Models 


Distributors from 11 western states 
met recently at the Multnomah Hotel 
in Portland, Ore. for an unveiling 
of two new water heater models of the 
Fowler Manufacturing Co. They were 
told of the company’s 1947 dealer help 
program which includes radio, outdoor 
and newspaper advertising, literature 
and display material. Magazine ad- 
vertising is also scheduled. 

The company now has a $70,000 
warehouse under construction adjoin- 
ing the factory and recently installed 
a 300-ton press. During 1946 the 
Fowler plant produced and sold two 
and one-half times more water heaters 
than in any pre-war year and expects 
to increase production by fully one- 
third during 1947. 

The two models introduced to dis- 
tributors included Jiffy Junior, a five- 
gallon heater, and a table-top size 
heater. 
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Admiral Springs 
New Lines of Radio 


The radio division of Admiral Corp. 
held a showing in Chicago, May 9, 
that offered the public something new 
in the way of inventions, models and 
lower prices. 

Admiral, which specializes in record 
changing models, displayed a new tone 
arm with a snap-in cartridge which 
utilizes a new principle in electronics. 
By means of a type of rubber de- 
veloped during the war for airplane 
de-icers, the manual impulses of the 
pickup points are transformed into 
electronic impulses. It makes un- 
necessary either crystals or special 
electronic tubes, which have been used 
as converters until now. The pickup 
point of metal and the energy con- 
verter are contained in a factory- 
sealed plastic cartridge which can be 
quickly replaced by the owner of the 
set. Each cartridge will yield several 
years’ service, according to Admiral 
engineers. The rubber was developed 
by B. F. Goodrich. 

Changes have been made in the 
Admiral record changer. It adjusts 
immediately for 10-in. or 12-in. rec- 
ords, or can be adjusted manually. 
Record change is made in 33 seconds. 
For the tone arm is claimed a free 
wheeling action that permits manual 
movement of the arm even during the 
cycle change. 


New Models, New Prices 


Nine table models, AC-DC, were 
shown, ranging in price from $22.95 
to $24.95. Two portables ran from 
$49.95 to $54.95. 

Four radio-phonographs were shown 
in the price bracket from $79.95 to 
$99.95. There are five consoles in the 
new Admiral line. which range from 
$129.95 to $289.95. Two battery sets 
were presented, priced at $44.95 and 
$37.95. Admiral also carries a record 
cabinet at $34.95. 

“Offering the line at this time was 
the result of a study of what the radio 
market needed,” said Dick Graver, 
radio sales manager. “The trade has 
been asking for lower prices, and 
Admiral has planned a group that gives 
the public the figure it expects.” 








Scheduled Meetings 


JULY MARKETS 
Furniture and “Merchandise Marts, 
Chicago, Ill. 


July 7-19 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 


Summer Meeting 
Grand Hotel, Mackinac Island, Mich. 
July 14 and 15 


LOS ANGELES MARKETS 
Los Angeles Furniture Mart 
July 28—August | 


SAN FRANCISCO MARKET WEEK 

Western Merchandise Mart, San Fran- 
cisco, Calif. 

August 4-9 


UPPER MIDWEST MARKET WEEK 
Municipal Auditorium, Minneapolis, 
Minn. 


September 23-26. 


Continental Convention and Show 
Management, Inc., Syndicate Bldg., 
Minneapolis. 











Christmas Cheer: Sylvania 
Lops Tree Lighting Prices 


A reduction of over 24 percent in 
the price of fluorescent Christmas tree 
lights has been announced by Lewis 
Gordon, assistant to the vice-president 
in charge of sale@~of Sylvania Electric 
Products Corp. 

A string of seven lamps, which for- 
merly sold for $6.50, will now cost 
$4.95 and the list price for individual 
bulbs will be 45 cents instead of 60 
cents apiece. Experience in produc- 
ing these comparatively new-type 
lights has made it possible to reduce 
their price, Mr. Gordon said. Lamps 
are white when not in use but light 
up in five pastel colors. They have 
a screw type base and burn about 
1,000 hours, need no special auxiliary 
equipment to operate. They are dis- 
tributed by Miller Electric and Royal 
Electric of Pawtucket, R. I. and 
Leo Pollock Co., New York City. 








THE OPEN CRATE waits for the first RCA Victor television console to roll off 
the assembly line at the Camden, N. J., plant. It had a long wait while Joseph B. 
Elliott (left), vice-president in charge of RCA Victor home instruments, Henry 6. 
Baker (center), general sales manager of the department, and Alan M. Mills (right), 
merchandise manager, played with the new model. The set, model 64! TV, retails at 
about $795. (For complete new Product description see page 16.) 
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Latest in Home Lighting Shown 
By IES Residence Lighting Forum 


Electrical Women's Round Table of N. Y. 
Hears Forum Lighting Experts. 





LIGHTING SPECIALISTS: Lillian E. Eddy, (left) G. E. Lamp Div., and chairman of 
the Lighting Forum, acted as chairman of the Round Table Lighting meeting at the 
Herald Tribune Institute auditorium, May 13. Erna Fisher, Hartford Electric Light 


Co., told of the latest in lighting for the kitchen. 





LAUNDRY LIGHTING: Virginia Skinner, Long Island Lighting Co., had some inter- 
esting suggestions for “on the spot" lighting over ironers, washers and other equip- 
~ ment in the laundry and utility rooms, including complete fluorescent units in hinged 


reflectors which can also be mounted end-to-end 
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FOR “PLUS” LIGHTING: 
Certified Lamp Makers are 
using these circlines in floor 
and table lamps for “plus” 
lighting, Myrtle Fahsbender, 
Westinghouse Lamp Div., ex- 
plained. With the aid of 
colored slides she also showed 
many other interesting uses of 
fluorescent tube lighting in the 
living room. 








for a continuous line of light. 


Model | ,000 Launched 
At Two May Meetings 


Philadelphia got the break. 
Mustering its high brass to empha- 
size the importance of the occasion, 
Philco Corp. last month introduced 
its first commercial television receiver, 
model 1,000, to Philadelphia dealers 
and declared its intent to “concentrate 
our sales and installation program in 
the Philadelphia area for the present.” 
Speakers at the two meetings in- 
cluded Larry E. Gubb, board chair- 
man; John Ballantyne, president; 
Thomas A. Kennally, vice-president in 
charge of sales; James H. Carmine, 
vice-president in charge of merchan- 
dising; John M. Otter, general sales 
manager; and Sol Schiff and John 
Moran from Philco Distributors, Inc. 
Mr. Carmine pointed out that the 
decision to limit sales and installation 
to the Philadelphia area, Philco’s own 
back yard, was based on the com- 
uany’s intention to utilize the area as 
a training ground for both the entire 
local dealer sales and service organi- 
zation and for representatives from 


Philadelphia Dealers Get 
First Philco Television 


Philco distributors in other television 
broadcast areas. The training program 
has two phases: training all dealers 
with qualified service organizations, 
as well as independent service men, in 
installation and maintenance; and an 
integrated sales training plan. 

Introduction of model 1,000 was ac- 
companied by stepped-up programming 
by local video station WPTZ, Philco 
owned. 


Installation Supervision 


All installations, Mr. Carmine said, 
are being personally supervised by 
field engineers from the Philco service 
division, under the direction of Robert 
F. Herr, vice-president in charge of 
service. 

No public announcement of model 
1,000 had been made at the time of 
this writing, and Mr. Carmine stressed 
the fact that at present sets are being 
sold without demonstration, via the 
phone. 

Model 1,000, described by the com- 
pany as housed in a mahogany table 
cabinet, has five manual controls and 
an electronic control claimed to bring a 
pre-focused picture to the tube the 
moment the user switches to the de- 
sired video channel. 


The NATIONAL APPLIANCE AND RADIO PICTURE 








THE SOUTH 
(Continued) 





employment, both wholesalers and re- 
tail dealers are crying for competent 
employees, particularly in the service 
and repair field. Some dealers are 
working themselves 14 to 16 hours a 
day rather than trust this line to 
inexperienced or clumsy hands. In- 
cidentally, with stubborn customers 
refusing to part with dollars at an 
inflated price, service and repair busi- 
ness is at an all-time high. 

Mrs. Claghorn has learned to say 
firmly: “I won't pay any such price— 
just patch up my old machine and I'll 
see if it’ll carry me along for another 
month or so!” 





THE FAR WEST 
(Continued) 





your store daily. Send announcements 
to your old radio accounts, announc- 
ing daily demonstration of FM equip- 
ment.” Television, although it has 
received considerable publicity in Los 
Angeles, is still not selling. One 
dealer, who had ambitious plans for 
disposing of 500 or more sets, still 
has his first sale to make. Television 
reception is promised for the San 
Francisco area by January. 


In and Out of Business 


Jobbers’ credit desks report some 
failures among dealers and a general 
tightening up of the credit situation. 


CONTINUED FROM PAGE 4 





From San Diego, on the other hand, 
comes this report: “There have been 
practically no dealer failures over the 
past month, which is very surprising. 
It has been expected t'iat at least ten 
to a dozen dealers would fail during 
this period, but this has not happened. 
It is now expected that these failures 
will show up sometime in the future 
during an accumulated or mass failure 
of a large number of small! dealers. 
There are many dealers now on the 
C.O.D list.” What has happened in 
many sections of the West, where the 
number of dealers is obviously too 
large for permanent success, is that 
there has been a turnover in owner- 
ship, with a continuous feeding of new 
capital into stores to keep them going. 
In this connection it is interesting to 
note that there has been a 20 percent 
increase in the membership of the 
Southern California Dealers Associa 
tion and the record is still going up. 

Promotional selling is again tt 
ported from most areas. 


Deliveries in Phoenix are reported 
fair to good on large appliances, but 
from Albuquerque comes the report 
ihat deliveries of large a »oliances com 
tinue poor except for automatic lau 
dries, of which a sudden increase 4 
shipments is reported. Refrigerato’ 
deliveries have been slower than dut- 
ing the previous few months. Or 
large appliance dealer reports 8 
ting only one refrigerator and ™ 
standard washers during April. 
appliance deliveries, on the other nam 
are reported as “good” in New Mexio 
and “poor” in Arizona. Seattle say 
deliveries “Better.” Portland - 
“Fairly good, except for ranges, whic 
have been very slow.” Salt e 
says deliveries have “Stepped up, bit 
are still slow on large appliance, 
Boise says, “Good to fair on all lines. 
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REFRIGERATORS 


Space 
RR GR cco enceesvecves’s 526-27 
ee 535-36-A 
EE bbe tds vecesesecws 508-509-A 
General Electric Co............ 538-39-A 
Gibson Refrig, Corp........... 537-38-B 
CE dieskc cbs ce eweded 514-15-A 
SE 6cdbsnbw ee snoe bee ee 514-15-A 
"EO Ea ee ley 521-22 
SD, bdiernwk 60s evcdccecenne 128 
Pressed Steel Car Co.......... 533-34-B 
Sanitary Refrigerator Co........... 528 
Westinghouse Electric Co........... 501 

FREEZERS 
PR GR. 2c.cocccccosccvcas 526-27 
ak Se A is oa vccccctscuenes 528 
Gresley Gam. ccccccccccscces 535-36-A 
EE nntetans cowie cenaxd 508-09-A 
General Electric Co........... 538-39-A 
Gibson Refrig. Corp. .......... 537-38-B 
CE cccewceeseccevcees 514-15-A 
er 514-15-A 
Major Home Appliance Co......... 536-B 
DN vc bac eenseccesencscavcuves 521-22 
Pe: wane ceakerneueecnenee 128 
Refrigeration Corp. of America...... 523 
Sanitary Refrigerator Co........... 528 
NN cence sb oneee 17/K 
Westinghouse Electric Co........... 501 
REFRIGERATORS (ice) 
Ice Cooling Appliance Co........... 810 
King Refrigerator Co......... 17/126-27 
Maine Mfg. Company.......... 17/37-38 
Modern Refrigerator Co....... 17/100-01 
Sanitary Refrigerator Co........... 528 
DISHWASHERS 
General Electric Co.........-.- 538-39-A 
Kaiser Fleetwing, Inc.......... 17/124-5 
Kemthep, Ime. cccccccccccsccccs 17/118 
Westinghouse Electric Co........... 501 
DISPOSALS 
Generol Electric Co..........-. 537-38-A 
Westinghouse Electric Co........... 501 
DRYERS 

Bendix Home Appliances, Inc....... .503 
SD I nvdcesecesewana 544-A 
eer 508-09-A 
General Electric Co........... 538-39-A 
Hamilton Mfg. Co. ........... 17/88-89 
Nineteen Hundred Corp........... 508-B 
Westinghouse Electric Co........... 501 


LAUNDRY CABINETS & TUB UNTS 


Noblitt-Sparks Industries, Inc, ..17/69-70 


ELECTRIC BLANKETS AND QUILTS 


General Electric Co........... 538-39-A 


SMALL APPLIANCES 


Appliance Industries of America. . -17/125 


Calkins Appliance Co. ........... 17/48 
WIG an vinsccacvececi ...17/86 
| are 525 
a ee es 2953 
General Electric Co. .......... 538-39-A 
General Ozone Co. .............. 17/64 
Lonergan, Vincent J. ............. 2953 
Matmatic Mfg. Co. ............. 17/85 
Merit-Made, Inc. ............... 17/84 
Noblitt-Sparks Industries ...... 17/69-70 
Prentiss Wabers Prod. Co........ 549-A 
A NEM setae 17/49 
Titan Mfg, Co., Inc.............. 17/34 
Toastwell dc hed neeseninon 2953 
Westinghouse Electric Pac aanieos 501 





E 
i 4 i 
' ' 
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a eee te ee 
WASHING MACHINES 
Space 
Miraraee Bete GH. cc cccntcvecsccés 541 
Appliance Mfg. Co. ............. 510-A 
Automatic Washer Co. ........... 513-A 
Bariow Seelig Mfg. Co... .530 & 17/106-7 
PS. cébtescntecrvewese 549-A 
Bendix Home Appliances, Inc........ 503 
Blackstone Corp. ................ 544-A 
IS aig0-so 0 eecledraealennis 504 
SL Roo ccdecesvwces 535-36-A 
SE vc evsenacecceess 513-B 
Easy Washing Machine Corp......... 507 
SED Gate bbe mes cece oes 508-09-A 
General Electric Co........... 538-39-A 
re re 511-A 
Rs Bs MI as 6 occ ak eecen 17/92-93 
Morton Appliance Co. ............. 631 
Nineteen Hundred Corp........... 508-B 
FD 65.06 046.0005 06 0060800040 521-22 
Westinghouse Electric Co........... 501 
VOURD GO. ccccessccesecescces 17/87 
IRONERS 
Miter Bk. Gi iiss cccdcctwocs 541 
Armstrong Products Corp......... 17/65 
Automatic Washer -Co............ 513-A 
Barlow Seelig Mfg. Co............. 530 
Bendix Home Appliances, inc......... 503 
Blackstone Corp. ............++. 544-A 
Conlon Corp. cocccccccccccccccces 504 
Crosley Corp. cocsccccccccccs 535-36-A 
Sa nb 8:60 05 c5 00000600600 513-B 
Easy Washing Machine Corp........ 507 
Prighidalre ..cccccccccccsvcces 508-09-A 
General Electric Co............ 537-38-A 
Horton Mfg. Co. .......-----50- 511-A 
lronrite lroner Co. .............. 511-B 
Morton Appliance Co............... 631 
Nineteen Hundred Corp........... 508-B 
Sparks-Withington Co. ........... 509-B 
Westinghouse Electric Co........... 501 
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RANGES (Electric) 


Space 
ke Ae are 526-27 
NN I io da 6 nisin So ada.ee 535-36-A 
IE or ie ebdw nos sneaks 523 
SS Se 508-09-A 
General Electric Co........... 538-39-A 
Gibson Refrig. Corp. .......... 537-38-B 
PEE Davecneseevscancve 514-15-A 
BD basiGs seen nssavckwes 514-15-A 
PSR Ghe wiccteehesandenee 521-22 
Pressed Steel Car Co.......... 533-34-B 
Roberts & Mander Corp........... 546-D 
Westinghouse Electric Co........... 501 

RANGES AND STOVES 

Agricola Furnace Co. .............- 548 
Pe BE. Gs. tr ccscccserasies 510-B 
Amorteen Stove Ge... ......00scce08 518 
Armstrong Products Corp. ........ 17/65 
Athens Stove Works .............. 624 
Be EE nese cswaaeen 546-A 
Gemte Beek Geis oon cs cccccvces 519 
SS ads okie b<:0:0-4 sea 525 
Comstock-Castle Stove Co. ....... 546-B 
Cribben & Sexton Co............ 537-A 
oe TT Tree 535-36-A 
Crown Stove Werks ........scsecee 531 
Detroit Vapor Stove Co............ 521 
Cite Peery Ga. coc ciccccscneces 524 
Dart SOR Gis. ccc cc scccccsnes 512-B 
rr err 523 
Eagle Foundry Co. .............. 547-A 
Grand Home Appliance Co....... 17/J-31 
Geog & Gulley Ge... ..ccccccvcvcs 515-B 
Hardwick Stove Co............... 1530 
CE ee WING 5 os bec cweeveds 513-B 
Meare Gore coccccecceccevecseves 504 
MOTO occ cccccccccccccccsvvece 521-22 
Oakland Foundry Co.............. 546-C 
Odin Stove Mfg. Co.............4- 1438 
Gele BROWS GOs cccccccccetces 17/44-45 
Premier Steve Ge. ..cccccesccccs 514-B 
Roberts & Mander Corp........... 546-D 
Roeper, Geo, D., Corp... ccsccccce 529 
Siegler Enamel & Range Co......... 1118 
Tappen Stove Co.............. 539-40-B 
Tennessee Stove Works ............ 825 
Galtad Goevd Go, . oc vccvcnecvese 549-B 
Welbilt Stove Co. ..........eee00e -520 





RADIO AND PHONOGRAPH SETS 


Space 
eae 526-27 
Bendix Radio Division -:.......... 545-D 
re eee 535-36-A 
Farnsworth Radio & Tele. Co....... 535-B 
en re 17/56-A 
General Electric Co........... 538-39-A 
Ra ene 547-B 
Maguire Industries ............... 638 
Noblitt-Sparks Industries ...... 17/69-70 
I re aia, on o's ae kaccle 128 
RCA Vieter Distr. Co............... 235 
Sentinel Radio Corp. ............. W7y/t 
Sparks-Withington Co. ........... 509-B 
Stewart-Warner Corp. ........ 17/55-56 
Westinghouse Electric Co........... 501 
Zenith Radio Corp. .............. 544-B 

VACUUM CLEANERS 
Clements Mfg. Co. .............. 17/69 
Eureka-Williams Corp. ........... 514-B 
General Electric Co........... 538-39-A 
SS OEE FecSvicievcceches 17/57 
| PS eee 510-A 
ES Ae oe ee 17/63 
McAllister-Ross Corp. ........... 513-A 
Premier Vacuum Cleaner Div....... 511-B 
Westinghouse Electric Co........... 501 
FANS AND AIR CIRCULATORS 
General Electric Co........... 538-39-A 
International Oil Burner Co........ 512-A 
hE T hig editedisesasa ¢anark 521-22 
RE Serer ere 128 
ee, 17/66-67 
Westinghouse Electric Co............ 501 
KITCHEN CABINETS & SINK UNITS 
ES 6 cow av acweioase 535-36-A 
SEE knee hoot ara cenan’ 508-09-A 
General Electric Co........... 538-39-A 
RS Sitch a eth w ah oan wid 514-15-A 
Kemper Furniture Corp........ 17/108-09 
PE Ws ES: vee conse cicsecen 17/85 
Pressed Steel Car Co.......... 533-34-B 
Roberts & Monder Corp........... 546-D 
G. |. Sellers & Sons Co............ 1536 
WE ET MN BES bSes enssanecea 930 
WATER HEATERS 
nr 510-B 
Clark Water Heater Co........... 511-B 
EY. SN dereveciovescseseeun 525 
A ee ee 517 
Eureka-Williams Corp. ........... 514-B 
Beans Preteete Ge. oo. occccc ccc’ 540-B 
SS Se eee 508-09-A 
General Electric Co........... 538-39-A 
Lonergan Mfg. Co. ............. 513-A 
GRE 606s bens Sannnehs sonsovns 521-22 
Westinghouse Electric Co........... 501 
HEATERS AND CIRCULATORS 

Re Gh BR Give sc ce Miccuseciace 548 
Be SS. Skies tb c0eniu case 510-B 
Ammertewn Sieve Co. ..cccccccccccs 518 
Armstrong Products Co. ......... 17/65 
Cole Hot Blast Mfg. Co........ 17/73-74 
I ack cach nes a'n ak ediad 525 
Coroaire Heater Corp. ........... 17/M 
BNE, Boat d: tic escbwecccanee 517 
Eagle Foundry Co. .....cccccces 547-A 
BE heh stcd50schtees ald 523 
Bvens Products Co. ... 2. ccccccse 541-B 
Grey & Godley Ge... .ccccccccces 514-B 
Hardwick Stove Co, ............. 1530 
International Oi! Burner Co........ 512-A 
ee eee 17/35 
PO FEO Gs. oo o.c kc tes cece 17/72-A 
IR atin 53.06. 60d-4%0 oes 17/39 
Mme Steve Werks ......ccccscces 513-B 
TS eer rere 17/57 
Lonergan Mfg, Co. .............. 513-A 
Monroe Stove Co. ............ 17/40-41 
EPG ccc cccvcnceesedesiccceee 521-22 
Prentiss Wabers Prod. Co......... 549-A 
Geter Bis Giie oa dae ccdwesccus 516-B 
Siegler Enamel & Range Co........ 1118 
Stiglitz Furnace & Fdry. Co... ..17/60-62 
Tennessee Stove Works ............ 825 
United States Stove Co........... 17/36 
ee SE Wa. 0-05.80 eas onrsedarn 549-B 
Welbilt Stove Co. ................ 520 
Witte Mfg. & Sales Co......... 17/52-53 


THE WORLD’S HOME FURNISHINGS CENTER 





ELECTRICAL MERCHANDISING—JUNE 15, 1947 






PAGE 9 


| 


~ + -—_—_ 














YOUR CHANCES 
OF GETTING AHEAD 





OR 20 years we have $3,000 did in 1929, a young 
been whittling away YOUR man needs to earn over 
ia Scnaadaiiinn oe OUR CHANCES OF GETTING AHEAD $13,000 a year for 25 years. 
our economic structure. To see how your chances of getting on in the world That’s more than 21% times 


We have been cutting 
away the incentives to “get 
ahead in the world,” to in- 
crease production and to 
improve efficiency. Unless 
this process is reversed 
soon, we risk the sort of 
industrial stagnation that 
currently afflicts Great 
Britain so disastrously. 

* How far the whittling 
has gone is shown by the 
statement in the center of 
the page. It shows that 
everyone’s stake in work- 
ing harder and getting 
ahead has been reduced 
sharply since 1929. In that 
year, anyone who was even 
moderately successful 
could look forward to 
reaping the rewards of his 
success. If he earned $5,300 
annually over a period of 
25 years he could retire on 


have changed during the past few decades, the McGraw- 
Hill Department of Economics has calculated how much 
it now takes to save enough to acquire a retirement 
income or a comparable stake in a business, as compared 
to what it took in 1914 and 1929. 


The objective set is an income from investment equal 
to $3,000 a year in 1929 dollars. It is assumed that the 
savings required to yield this income are made over a 
period of twenty-five years. During that period it is also 
assumed that $4,000 per year (in 1929 dollars) is spent 
on living expenses.* 

Here is how the figures work out: 

Yearly 
Income Needed 


1914 $3,075 
1929 5207 
1947 ie 


It now takes more than four times as large an 
annual income as it did in 1914 to gain a com- 
parable stake. It takes well over twice as much 
as it did in 1929. 


Changes in three factors — federal income taxes, liv- 
ing costs, and interest rates — explain why the income 
needed has multiplied so. Here’s how these factors line 
up for the three years. 


Federal Income Taxes Interest Rate 
Married Man, 2 dependents Cost of High-grade 
Living (Index Corporate 
$5,000 income $10,000 income Numbers 1935-39) Bonds 





the income he would have 
needed in 1929. The same 
thing is true of acquiring 
a stake in a business. 


Why Try to Succeed? 

While the income need- 
ed for retirement today 
has increased 2% times — 
or by more than 150% — 
since 1929, the average 
person’s income has in- 
creased only 80%. So the 
average man’s chances of 
achieving success are real- 
ly slimmer now than a gen- 
eration ago. 

This 1929-47 trend is 
something new in Ameri- 
ca. The average person’s 
chances of getting ahead 
improved during 1914-29. 
In that period the dollar 
income needed for retire- 
ment or a stake in business 


a comfortable income of 1914 $10 $60 71.8 5% rose by 75%, but the aver- 
$3,000 per year. Or he 1929 $3 $40 122.5 5% age income rose by 100%. 
could pile up enough capi- 1947 $589 $1,862 155.0 212% So more people were with- 


tal to go into business for 
himself. He could fulfill 
the American dream as 
phrased by Abraham Lin- 
coln in his first annual 
message to Congress in 
1861: 

“The prudent, penniless 
beginner in the world, la- 
bors for wages awhile, 
saves a surplus with which 
to buy tools or land for 


himself, then labors on his own account another 
while, and at length hires another new beginner to 
help him. This is the just and generous and prosper- 
ous system, which opens the way to all, gives hope 
to all, and consequent energy and progress, and im- 





Similar calculations show that if we could reduce fed- 
eral expenditures from $35 billion to $25 billion annually, 
raise interest rates by one-tenth and lower living costs by 
15% —all realistic possibilities if we make the effort — 
then the income needed to build up such a retirement 
fund would come down to $9,500. The chances of realiz- 


.ing that goal would then be restored to what they were 


in 1929. 


*Several other factors were omitted from the calculations because 
they would not have a decisive effect on the results. Thus, existence of 
social security i and reti t funds now reduces the income 
needed; but if state income taxes were added, the income needed 
would increase. 











in striking distance of suc- 
cess and security in 1929 
than in 1914. The story has 
been different since 1929. 

Fewer people actually 
do achieve financial suc- 
cess today. Only 1% of all 
families now have incomes 
large enough to build up 
a retirement fund ora 
stake in business. In 1929 
almost 6% of all families 


attained a comparable degree of success. 

Higher taxes are the most important reason why 
it takes so much more now to build up a competence. 
They account for one-half the increase in the amount 
needed. The other half is explained by higher living 








provement of condition to all.” 
Look at the situation today. To retire on an annual 
ql income from investment that will buy as much as 


costs and lower interest rates. 
It is, of course, true that few people ever get intu 
the higher income brackets. So the process of cutting 
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away the incentives which play such a key role in our 
economic system affects comparatively few people 
immediately. It does, however, have a powerful in- 
direct effect on all of us. ° 


Everybody Loses 

When half to four-fifths of any additional income 
of successful people goes to Uncle Sam a heavy drag 
is obviously put on doing the work to get it. Thus, we 
stand to lose the benefit of full use of the nation’s best 
brains. By so doing we stifle industrial progress. And 
the loss in productive efficiency far outweighs the 
tax revenue the Treasury gains. Carried far enough, 
the process of stifling economic progress by slashing 
rewards leads straight to industrial stagnation. 

The same process also multiplies the risks of em- 
barking on new capital investment. High taxes rule 
out all but the most profitable new projects and 
restrict most expansions to boom times when profits 
are high. So capital investment follows a boom and 
bust pattern and, by so doing, contributes much to 
ups and downs in production and employment. 


The Sorry Plight of Britain 

The case of Britain today provides an object lesson 
of how blighted incentives produce industrial stag- 
nation. Britain’s number one economic problem is 
to get more production. But the tax load there is so 
heavy it stifles the incentive to produce more. 

A coal miner who works an extra shift pays about 
a third of his added earnings to the tax collector. And, 
as the London Economist comments, tax rates on 
business executives are so high that they kill every 
incentive except that to tax evasion. In short, not only 
is the incentive to succeed blighted, but so is the 
incentive to work. 

A root-cause of Britain’s trouble is this: The cost 
of an expensive program of social benefits has been 
piled on top of the heavy costs of paying for past wars 
and trying to prevent future wars. Tax rates are 
boosted accordingly. What her experience proves is 
that the attempt to provide excessive social benefits 
may defeat itself. It raises the tax burden on rich and 
poor alike and smothers the incentive to work. So the 
underlying basis of all economic benefits—production 
—is eaten away. 

We in the U. S. haven’t traveled as far down the 
stagnation road as Britain has. Taxes amount to 
about 26% of national income here as against about 
45% there. But, unless we start soon to build up in- 
centives to do better work, instead of whittling them 
away as we have been doing, we will catch up with 
Britain fast. 

It’s Late but Not Too Late 

Can anything be done? Decidedly yes, particularly 
by tax reform and reduction in the cost of living. As 
far as interest rates are concerned, any large increase 
would raise excessively the cost of carrying our war- 
swollen national debt, and hence raise taxes. But 
some increase in what are now excessively low in- 


terest rates may well be both feasible and desirable. 

Action on the tax front is the first order of busi- 
ness. Our jerry-built tax structure is the thing that is 
chiefly responsible for cutting the incentives to work 
harder. Two things are important: 1) Government 
spending must be pared to the bone; 2) The tax sys- 
tem must be completely overhauled to remove the 
shackles on all-out production. 

The 56th editorial in this series, published in 
March, outlined major steps that need to be taken 
in remodeling federal taxes in order to increase in- 
centives to individual and business enterprise. The 
revenue bill now before Congress is no more than a 
short step in the right direction. Much more must be 
done to clear the way for high production and rising 
living standards. 

Lifting the blight which taxes now place on incen- 
tives would help cut the high cost of living. It would 
stimulate greater production and greater efficiency. 
But a further step is necessary. Part of the benefits 
of improved efficiency must be passed on to consum- 
ers in the form of lower prices. 

In the past few years we have been following pre- 
cisely the opposite course. In many cases wages have 
been increased all out of proportion to increased 
productivity. Result—soaring prices and a severe 
squeeze of the consumer, to which some greedy 
exploitation of war-created shortages has also con- 
tributed. 


To Give Ability a Chance 


Our basic and most crucial problem is to get back 
on the track which leads to higher production and 
improved living standards all along the line. We got 
off that track in the 30’s. Then, we started scrambling 
for larger slices of the same pie instead of trying to 
produce a larger pie. Now the process of getting back 
on the track is greatly complicated by the tremendous 
tax burden growing out of the war. 

Yet it’s not too late to turn back from the road that 
leads to industrial stagnation. As the statement in the 
center of the page shows, we could restore the odds 
of getting ahead to what they were in 1929. Cutting 
the federal budget to $25 billion a year and putting 
the tax structure in good order are the crucial first 
steps. 

By taking these steps soon, Congress can go far 
to restore the incentives to hard work and efficiency 
which have been so largely washed away in the past 
20 years. If they are not taken the American dream 
of getting ahead by hard and effective work will exist 
only in the histary books, and our children will in- 
herit from us an economic order without opportunity, 
without hope, without individual liberty. 





President McGraw-Hill Publishing Company, Inc. 
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How Hotpoint Is 


... ABOUT YOUR BUSINESS 
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Irs TIME to take a Jong range view. You’re probably wondering why we talk 
about tomorrow when what you need is more merchandise today. We know deliv- 
eries are still short, and we’re doing everything we can to increase them. But we 
think it’s highly important that you take a long range view and consider the con- 
dition of your business in one, three or five years from now. 





The Hotpoint Franchise Assures Your 
Future. We think you'll agree that your 
rospects for future sales and profits depend 
argely on having a complete and mahal line 
of appliances to sell. While sales for certain 
appliances may be fast reaching the satura- 
tion point, there is a vast and growing mar- 
ket for Electric Ranges, Front-Opening Dish- 
washers, Disposalls* and other appliances 
which Hotpoint pioneered, and now give us— 
and you—a commanding lead over the field. 
You'll find your Hotpoint Franchise will be- 
come more and more valuable as the buyers’ 
market increases and competition really gets 
tough. Hotpoint, backed by 43 years of exclu- 


* REG. U.S. PAT. OFF 


HOTPOINT INC., 
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sive electric appliance experience, is laying the 
groundwork today for your prosperity to- 
morrow. 

A Three-Point Program to Profits. 
Many things have already been done. A 
$20,000,000 expansion of production facilities 
is under way, part of which is Hotpoint’s 
$10,000,000 range plant now being built. 
Everything is geared for increased production 
of all Hotpoint appliances as soon as pos- 
sible. Meanwhile, Hotpoint’s FULL-LINE 
merchandising and advertising is telling your 
customers that Hotpoint willbes a complete 
line of kitchen and laundry appliances, and is 
building future business for you in both fields. 








A GENERAL ELECTRIC AFFILIATE 
5600 W. TAYLOR ST., CHICAGO 44, ILL. 
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Thinking Today 


.| TOMORROW! 


>  FULL-LINE 
wd Merchandising 





“‘FULL-LINE 
Advertising with 
a Reason’ 











Eleven Major Appliances 

ee Many of your customers are prospects for up to $2,000 worth eee Instead of waiting for the buyers’ market 
of Hotpoint Kitchen and Laundry Appliances. You realize greater to arrive, Hotpoint is launching advertising 
volume and higher profits because Hotpoint’s FULL-LINE Mer- now to acquaint people with the comprehensive 
chandising gives you more to sell—complete, perfectly matched nature of the Hotpoint line. Such FULL-LINE 
Electric Kitchens and Home Laundries made up of the following: promotion will impress upon your customers 
KITCHEN APPLIANCES LAUNDRY APPLIANCES that Hotpoint products are not only top-quality, 
Electric Ranges Automatic Washers but comprise a major appliance line that is com- 
Refrigerators Wringer-Type Washers plete in every respect. Shown below is the open- 
Electric Dishwashers Electric Clothes Dryers ing 4-color “spread” appearing this month in 
Geshage Stepeentie’ Retiey Renee LIFE, THE SATURDAY EVENING POST 
aati ae and other leading national magazines. You can 

Water Heaters : , . 
Plus a complete line of steel cabinets and cabinet sinks profit even more from this campaign by tying 

+ REG. US. PAT. OFF. in with FULL-LINE selling in your store. 










KITCHEN PLANNED — CUSTOM BUILT — BY THE LARGEST ExXv-~ «aAKER 


Now Hotpoint sets 


...With a New Dream Line of 
FIRST WITH 


THE MOST— Ahead in Styling, Beauty And Convenience Features— 
WBE SE Packed With New Ideas From America’s Foremost 
NEW STYLING Kitchen Planners— Hotpoint Offers Quality-Built Electric 
BIMALRY Appliances That We Proudly Call America’s Finest 







Quality Electric Appliances 
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PIONEER BUILDERS OF 
ELECTRIC DISHWASHEKS 
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HOTPOINT— 
LEADERS IN 
World's Finest Research, Engineering And 0,08 0 28 208 04.0 
Craftsmanship Plus 43 Years Of Exclusive KITCHEN 
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removable top plate with drip groove SPROUSE Window Ventilator 
and slot ; handy drawer catches drip- 
pings or crumbs; equipped with V. E. Sprouse Co. Inc., Columbus, Ind. 
any grill a SSS a Device: Sprouse window ventilator. 
ing; Jewel “on and o indicator : 5 * 
light; uses 250 to 1000 watts, 110 a ee Fay ag ra 
volts, a.c. only; weighs 10 Ibs. ; pol- in elie pt rte Ano 33 to 42 Gene 
ished cast aluminum finish; easy to a Sehie ot slight extra cost: che 
clean—a twist of E-Z lock device pe age peel Me . = | 
and element is easily removed for only 4 screws required for installa- Devi 
cleaning; 134x13x44 in ord — el - desi > af te Selli 
. “ae he eo install; special blade design of fan elc 
te Merchandising, June 15, increases efficiency of air removal: in 
WHITE CROSS Iron 1947. ’ front grille easily removed for quick ga 
; cleaning ; spring-suspension assembly l-c 
National Stamping & Electric Wks., eliminates vibration and noise; pre- for 
3212 W. Lake St., Chicago, 24, Ill. cision balanced fan blades; 2-speed as 
i ee —— itch i ible to c 
Device: W hite Cross automatic iron. WESTINGHOUSE Refrigerator oy 2 oe + eae 
Selling Features: Weighs only 34 lbs. ; Westinghouse Electric Corp., Appliance dispelled. 
28.4 sq. in. ironing surface; Bake- Div., Mansfield, O. Electrical Merchandising, June 15 
lite handle; temperature dial . 1947 ideas . 
mounted on cooling fins and an Device: 7 cu.ft. 2-temperature re- . 
overall aerated top shell for cool frigerator No. MF 7-47. 
handling; lightweight _ soleplate; Selling Features: Freeze chest, re- 
rod-type element cast in soleplate ; frigerated on top, bottom, sides and 
thermostatically controlled; heat back, has 14 cu.ft. capacity or 56 
range indicator calibrated for linen, Ibs. frozen food; manual “Tempera- 
nylon, rayon, silk, cotton, wool; ture Selector” controls temperature 
beveled edge; permanently attached of freeze chest; second automatic 
cord; a.c. only. control regulates temperature of 
Electrical Merchandising, June 15, general storage area; 2 14-cube 
1947, y HANOVIA Sunlamp “Select-O-Cube” ice trays; 2 spe- 
; Si ne > } > re 7 
Hanovia Chemical & Mfg. Co., Chestnut mer d — “ — bn 
St. é N. J. RR. Ave., Newark, 5, N. J. moved at a time; 2 vegetable crisper 
Device: Hanovia Tannette Lamp, for “Humidrawers” with total capacity e 
tanning purposes only. of 3 bu. fruit or vegetables; Dulux 
Selling Features: Equipped with a exterior, white porcelain interior ; EVERHOT Roaster 
high-pressure mercury arc; spectral acid-resisting bottom; rust-resistant 
analysis of irradiation predominates wire shelves ; Apricream color trim The Swartzbaugh Mfg. Co., Toledo, 6, 
in the rays 3130 and 3660 Angstrom frames interior. hio 
units; specially designed reflector Electrical Merchandising, June 15, ietions Improved No. 900 roaster. 
gives wide coverage; 150 watts, 110 1947. hepsi he ne ; 
volts, a.c. 60 cycles; approximate v — a siete SS 3 
eight of complete lz 11 tbs.; ey or qt. liquids; 1 wars, 
HAINES Waffle Iron erg i Pagpese oy - oe a.c.; porcelain enamel acid resisting 
Haines Mfg. Corp., 4754 N. Clark St., Electrical Merchandising, June 15, interior ; white baked-on enamel red 
Chicago, 40, til 1947 _ terior blue-gray trim polished alu- 
sins Nes ; ca minum cover with observation 
Device: “Speed-Bake” 32-volt waffle window of oven-proof glass; cooking 
iron. well 16 in. long, 11 in. wide, 54 in Th 
“ ” 
Selling Features: Bakes large 8-in. deep; “Glassbake” meat tray and 2 
4 waffles; Nichrome elements are im- covered vegetable dishes ; self regu Model 
bedded into heavy cast aluminum lating steam escape, nap . - 
: grids for faster baking; free floating guide ; pilot light; turn-a-nob cover s = " 
hinge; weighs appreximately 7 Ibs. ; lifter. Pe eee : with a. 
mounted on chromeplated tray with Accessories include cabinet sree 
full length wood handles; tray M, I 
measures 10 x 10 in. — 
Electrical Merchandising, June 15, we 
1947. s Jenn 
GILCOR Ojil-Burning Water has, 
Heater | it 
’ ; : Electr; 
Gilcor Products Corp., Dowagiac, Mich. 1947 
EDWARDS Door Chime Device: Automatic oil burning water 
heater. = 
Edwards & Co., Norwalk, Conn. a ae 
Selling Features: Automatic oil con 
Model: Chordette III. trol recessed into base; door in base : binet 
Selling Features: Gives choice of 3 goes half way round heater; back timer a.c. only 1650 watts; ca obi 
{ melodious signals—a soft continuous plate covering other half of base can of white baked-on enamel ; or 3 oile 
1. chord that sounds as long as button be removed to give 360 deg. access net without built-in timer. - il 
HOLLIWOOD Grill is pressed; 2 symphonic notes in se- to burner and oil control; improved and griddle Cat. No. 776 , 
) ri quence; and a resonant single note, design burner attached to base of Everhot rectangular roasters, 
Finders Mtg. Co., 3669 S. Michigan Ave., distinguishing rear door and side tank by hook brackets which permits and hinges on body, rem 
; Chicago, 15, lil. door or inside signal from front en- rapid dismantling; cold water inlet chrome reflector slides a 
trance; available in 2 finishes— is placed at bottom of tank; satin ment for broiling and below 
} Device: Holliwood electric table grill white with chrome pipes or mahog- finish aluminum cabinet around tank for frying ; griddle of heavy Saute 
} No. 56 any with brass pipes; overall dimen- with top and base lacquered in warp resisting aluminum y 
: Selling Features: Grills eggs, bacon, sions 114 in. high, 5 in. wide. brown. tached and detached. iS 
| pancakes, hamburgers and sand- Electrical Merchandising, June 15, Electrical Merchandising, June 15, Electrical Merchandising, June 
. 4 a 
} wiches; thermostatic heat control; 1947, ; 1947, 1947. 
at 6 ELEc 
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G-E Washer 


General Electric Co., Appliance & Mer- 


chandise Div., Bridgeport, 2, Conn. 


Device: AW-332 wringer washer. 

Selling Features: Holds 8 lbs. dry 
clothes; porcelain enameled, self- 
draining tub mounted on_ rubber 
gasket; aluminum-alloy activator; 
l-control wringer automatically goes 
forward or backward, starts or stops 
as hand turns single control handle; 
pressure is instantly released and 
rolls are stopped when handle is 
pushed in; friction-driven pump 
empties tub in approximately 2 min. ; 
+ hp. rubber mounted motor and 
“Permadrive” mechanism with only 
4 moving parts; full-length, to-the- 
floor skirt finished in white baked 
enamel; chrome trim band, wringer 
post cover and cord hooks; 26 in. 
diam. ; 473 in. high. 

Electrical Merchandising, June 15, 
1947, 
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BEVCO Freezers 


The Bevco Co., 1512 Pine St., 
St. Louis, 3, Mo. 


Models: 1H12, 1H6 and Zero-Pak 
upright. 

Selling Features: 112 lift-top type 
freezer has 12 cu. ft. capacity; 60 
in. long, 28 in. wide, 38 in. high. 
Model 1H6 liit-top model is 43 in. 
long, 26 in. high and has 6 cu. ft. 
capacity, 

Zero-Pak upright home freezer V-13 
has 13 cu. ft. capacity, 60 in. high, 
41 in. wide and 28 in. deep. ; 


meceieet Merchandising. June 15, 
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Flere’s a nice bit of assurance you can act out for your next 
electric range prospect. 

All you do is place a ruler across the surface of one of the 
heating units. Try any direction you like. Your customer will 
readily agree that the surface is perfectly flat. 

Then comes your punch line. With all the majestic emphasis 


li 


you can summon, say, “Madam, these heating 





units never will warp . . . they'll stay as flat as 
this for the rest of their life!” 

Your customer now starts to show more in- 
terest. (She’s thinking how nice it will be to Das 
have a steady footing for her pots and pans.) 

You know what she’s thinking, too . . . and it is a feature. But 
she’s missed an even more important advantage. 

So you go on and tell her. With warping impossible, these 
heating units are always smack dab against the bottom of her 


utensils. Heat coming from the element goes straight on to the 




















pot. There’s no layer of air sandwiched between pot and surface 





to waste heat. 

You couldn’t give her a better guarantee of faster, more eco- 
nomical electric cooking. 

Of course, before you make all these promises you'll have to 
be sure that the range is equipped with Jnconel* Sheathed Heat- 
ing Units. But that restriction won’t cramp your style much... 


most electric ranges have ’em. “Res. U.S. Pat. Of, 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET, NEW YORK 5, N. Y. 







INCONEL is a Nickel- 
Chromium alloy of great 
strength . . . exceptional 
toughness . . . complete 
freedom from rusting .. . > 
high resistance to corrosion, oe) 
oxidation and distortion at % y 
extreme temperatures. Lead- 
ing manufacturers of elec- 
tric ranges and electric 
range heating units have 
made INCONEL the “‘stand- 


ard”’ sheathing material. 
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In con el HELPS YOU SELL 


EMBLEM OF SERVICE 
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G-E Personal Radio 


F) General Electric Co., Receiver Div., 
Electronics Dept., Bridgeport, Conn. 


Device: 3-way personal radio, No. 140. 

Selling Features: 54 \b. personal radio 
operates on self-contained batteries 
as well as a.c.-d.c.; 3) in. Alnico 5 
permanent magnet speaker; 4 tubes; 
selenium rectifier replacing a fifth 
tube; uses Eveready No. 467 or 
equivalent battery and 2 “D” flash- 
light cells; gray or blue-green ham- 
mertone steel case; plastic door in- 
corporates built-in Beam-a-scope 
antenna; power turns on and off 
automatically with opening and clos- 
ing of door; carrying handle fits 
flush with case when not in use; 84 
in. high, 4) in. wide, 34 in. deep. 

Electrical Merchandising, June :15, 
1947, 

















TRAV-LER Radio 


Trav-ler Radio Corp., 571 W. Jackson 
Bivd., Chicago, 6, Ill. 


Model: No, 5019 midget battery radio. 
Selling Features: 4-tubes with 2 dual 
purpose tubes; 33 in. Alnico V per- 
manent magnet dynamic speaker; 
full vision dial; built-in loop an- 


tenna; simulated leather cabinet: 
weighs only about 4 Ibs. with bat- 
teries ; 64 in. high, 74 in. wide, 33 in 
deep; can be carried in a traveling 


j bag 


iy 


ising, June 1, 1947, 





AUDAR Record Player 
Audar Inc., Argos, Ind. 

Device: Audar P-7 record player. 
Selling Features: 2-toned leatherette 
covered portable carrying case ac- 
coustically designed for high fidelity 
reproduction with a large speaker 
baffle area; weighs only 11 Ibs. plays 

12 in. records; 144x153x64 in. 


Electrical Merchandising, June 15, 
: 1947. 
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NEW RADIO PRODUCTS 





ADMIRAL Radio-Phono 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Models: Admiral radio-phono consoles 


No. 7C73W-9Al, 7C73M-9AI1, 
7C73B-9A1, 7C63-7C1, 7C62-6M1. 


Selling Features: All models equipped 


with improved record changer with 
new principle of converting impulses 
of needle into electronic energy— 
energy converter made from special 
form of rubber requiring no crystals, 
filaments or special tubes. 

“Miracle” tone arm another fea- 
ture with replaceable snap-in cart- 
ridge containing precious metal pick- 
up point and new energy converter ; 
full view loading—new drop panel 
lift-out brings record changer free 
and clear for easy record loading— 
record changing time reduced to 
34 seconds—new 3-way selector ad- 
justs for playing 10-12 or 12-10 in. 
records automatically or manually. 

7C73W-9AI1 series has dual-chas- 





— 














sis construction—2 different units 


separate AM and FM; 2 radio fre- 
quency stages using miniature tubes ; 
triple tuned radio frequency circuits ; 
iron core intermediate frequency 
tuning; beam power output; high 
fidelity audio system; FM covers 
88 to 108 mc; open drop panel tilts 
out automatically to bring dial and 
control panel forward; AVC; 12 in. 
Alnico 5 dynamic speaker; built-in 
dual aeroscope; indirectly lighted 
Lucite dial; 9 long life tubes, cabi- 
net available in walnut, mahogany 
or bleached mahogany. 

Model 7C63-7CL has all new 
phonograph features; radio features 
include 7 tubes; AM and short wave 
reception—540 to 1610 kc AM; and 
25 and 31 meter short wave band; 
Magna band tuning; Alnico 5 per- 
manent magnet speaker, 10 in. dy- 
namic speaker; indirectly lighted 
dial. Walnut veneer cabinet. 

Model 7C62-6M1 radio features 
include 6 tubes; AM reception only 
540 to 1630 kc; 8 in. Alnico 5 per- 
manent magnet speaker; walnut 
veneer cabinet. 


Electrical Merchandising, June 15, 


1947. 


ADMIRAL Portable Radio 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Model: Model 7P34—5H1 3-way port- 
able radio. 

Selling Features: 5-tube superhet; 
triple tuned radio frequency circuit 
with iron core tuning; battery 
change switch disconnects battery 
from circuit whenever set is plugged 
into a.c. or d.c., eliminating acciden- 
tal battery drain; Aeroscope elim- 
inates aerial and ground wires; de- 
tachable travelscope available at 
slight extra cost; a.c. reception 535 
to 1620 kes; 4 x 6 in. oval permanent 
magnet dynamic speaker; embossed 
slide-rule dial; “Thin man” carry- 
ing case, luggage type skyline cov- 
ered with brown leatherette. 

Electrical Merchandising, June 15, 











ADMIRAL Table Radio-Phonos 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Models: 7RT41-6L1, 7RT42-6L1, 
7RT43W-6L1 table combinations. 

Selling Features: All models equipped 
with new Admiral phonograph fea- 
tures—‘“‘Miracle” tone arm with 
snap-in cartridge, tone arm exerts 
only ? oz. pressure; snap-in cart- 
ridge comprises specially designed 
retractable metal pick-up point and a 
highly - sensitive Energy Converter, 
no coil, no crystal, no filament, no 
special tubes; heavy-duty constant 
speed motor, self starting; a.c. only; 
and the improved Admiral record 

















changer that changes records in 3} 
secs; new 3-way record selector ad- 
justs for playing 10 12 in. or 12 10 
in. records automatically or man- 
ually. 

Radio features include 6 tube a.c. 
superhet; glass slide-rule dial on 
78T41-6L1 and 7RT43W and 
M-6L1; indirectly lighted dial on 
7RT42-6L1; 5 in. permanent magnet 
dynamic speaker; am reception 540- 
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1630 kes; aeroscope; AVC. 


7RT43-6L1 in two finishes walnut 
or mahogany; 7RT42-6L1, walnut; 


7RT41-6L1 mahogany plastic. 


Electrical Merchandising, June 15, 


1947, 








RCA VICTOR Television 


RCA Victor Div., Radio Corp. of America, 


Camden, N. J 


Model: 641TV 5-in-one tele-console. 


Selling Features: Combines television, 


RCA Victor FM, standard broad- 
cast, international shortwave and a 
Victrola phonograph in one unit; au- 
tomatic brilliance control presents 
an image of uniform brightness on 
screen despite varying strengths 
of television signals; 3 separate 
chassis have been incorporated 
into a compact instrument; screen 
presents a 52 sq. in. picture using a 
10-in. RCA direct-view tube, cen- 
trally mounted on cabinet front; 
wide-panel sliding doors conceal 
screen and controls when not in use. 
Two compartments in central tier 
of receiver contain tilt-out radio 
controls and slide-out phonograph 
turntable unit; Victrola phonograph 
has RCA Victor automatic record 
changer handling up to 12 records 
Available in walnut, mahogany and 
blonde mahogany; cabinet dimen- 
sions are 33} in. wide, 46 in. high, 
214 in. deep; storage space for 20 
record albums is provided in one of 
two grille cloth covered sections at 
its base—the other section contains 
the 12 in. electro-dynamic speaker. 
Stationary flat top, with no lids to 
lift; other features include eye. wit- 
ness picture synchronizer ; automatic 
station selector switch; Golden 
Throat tone system; 10-watt output 
push-pull amplifier provides 4 posi- 
tions of tone control; tube comple- 
ment consists of 1 picture tube, 36 
other tubes and 4 rectifiers; jewel 
light at base of console indicates 
when instrument is turned on. 

Electrical Merchandising, June 13, 
1947. 














GLOBE Radio 


Globe Electronics Inc.., 225 W. 17th Sta 
N. Y. 11, N. Y- 


Model: 7C1 console. oh 

Selling Features: 5-tube superhet wit 
Alnico 5 speaker; oak 2-post fool- 
proof quick change record changer: 
walnut cabinet 33 in.x20xl64 ™; 
with record storage compartment. 

Electrical Merchandising, June 15, 
1947. 
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SLECT APPLIANCE 


NON-ELECTRIC PRODUCTS 








PRESTO Cooker 


National Pressure Cooker Co., Eau 
Claire, Wis. 

Device: Presto 24 qt. pressure cookers 
No 40 and No. 60. 

Selling Features: Equipped with same 
features contained in 4-qt. models— 
safety devices, patented Homec 
seal, over-pressure plug, pressure 
gauge giving accurate readings of 
pressure at various levels. 

Electrical Merchandising, June 15, 
1947. 





ARTMOORE Clothes Dryer 
The Artmoore Co., Milwaukee, Wis. 

Device: Collapsible tripod dryer. 

Selling Features: Opens into 24 ft. 
drying space; requires minimum 
space for storing; hardwood drying 
arms that will not snag fabrics; 
opens by grasping top metal plate, 
raising up and tripod legs unfold 
automatically; to collapse metal 
plate is grasped in one hand and 
small upper tripod plate pulled up 
with other hand. 

Electrical Merchandising, June 15 
1947, 
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ACE Hand Trucks 


The Ace Co., 12-40 North Orange St., 
Ocala, Fla. 

Device: 19 different models of varying 
sizes and capacities. 

Selling Features: Features a “thrust 
absorber” principle—thrust from 
load 1s Carried direct from noseplate 
to frame and not through welded 
joint; deluxe model illustrated 
handles boxes, crates, cases over 
curbs, car tracks; equipped with 
Semi-pneumatic wheels: 750 Ibs. 
Capacity; comes with flat or concave 
Crossbars; also availabie with 8-in. 

cad 6 in. semi-pneumatic wheels. 
=e Merchandising, June 15, 
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She knows her baking will turn 
out better, and her kitchen will stay cooler if 
she gets a range insulated with Fiberglas. 
She’s had experience with it and so have her 
friends. The result— “It’s insulated with 
Fiberglas’’—is a good sales approach for you. 


OWENS-CORNING 


FIBERGLAS 


*FIBERGLAS is the trade mark (Reg. U. S. Pat. Off.) 
of a variety of products made of or with glass 
fibers by Owens-Corning Fiberglas Corporation. 





Easily demonstrated advantages 





of FIBERGLAS insulation 


SHE KNOWS FIBERGLAS 


so USE IT TO SELL! 











The millions of Fiberglas-insulated appli- 
ances in use since prewar days have under- 
gone the most extensive testing possible— 
testing in average homes in day-to-day use 
over a period of years. 

Because of this, millions of women know 
Fiberglas today. Mention it in your sales 
talks. Mention it in your advertisements. 
Talk Fiberglas . . . and sell! 


THERMAL INSULATION 











DISTRIBUTOR NEWS 





CALIFORNIA 


Chere are a number of recent addi- 
tions to the personnel of Wilford Bros., 
Inc., 1169 S. Broadway, Los Angeles, 
Monitor distributors in southern Cali- 
fornia. They include Harry E. Mc- 
Connell, a former dealer; B. D. Stock- 
lale, recently a radio distributor’s rep- 
resentative, and S. A. Woolf, formerly 
with Bendix Home Appliance Co. 

New sales representative in the San 
Francisco office of Lynn & Chemnitz, 
Western Merchandise Mart, 1355 
Market St., is Robert Graham Golding, 





ROBERT G. GOLDING 


according to Eric F. Chemnitz. Mr. 
Golding has been a member of the 
sales staff of A. R. Johnson Co., whole- 
sale appliance distributors, also of 
San Francisco. 

Gough Industries, Inc., formerly 
Listenwalter and Gough, has opened a 
new branch, this one in Bakersfield, 
to serve the entire San Joaquin val- 
ley. The building is located on the 
main highway and has ample dealer 
parking space. 

The appointment of J. H. Ludlow as 
appliance representative in the San 





J. H, LUDLOW 


Francisco area is announced by D. A 
McMullen, manager of the radio and 
appliance division of the J. N. Ceazan 
Co., San Francisco. Mr. Ludlow is a 
veteran of merchandising circles in 
the Bay area. 

The Wm. P. Horn Co. of San 
Francisco has been appointed exclusive 
West Coast representatives of Trau- 
bee Products, Inc., makers of, Time 
Saver pressure cookers. 

Another Horn, this time Herbert 
H. Horn, Inc., Los Angeles, is a newly 
appointed distributor too. It will 
handle the Simplex ironer under an 
exclusive franchis« 
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Looking forward to increased ac- 
tivity, the U. S. Grant Supply Co., 
Los Angeles, has added new dealer 
services and expanded its sales de- 
partment. Dealers will henceforth get 
help in advertising and direct mail 
campaigns, floor displays and sales 
training programs, as well as in ob- 
taining bank credit. Branch sales of- 
fices in San Diego and Tucson have 
been enlarged, and several new resi- 
dent salesmen have been added. 

Lee Arter, having left his position 
as assistant sales manager of the Rit- 
tenhouse Co., Inc., now announces 
the opening of the Lee Arter Co. in 
Los Angeles, at 122 E. Seventh St. 
with another office to be opened in San 
Francisco. He will operate a manu- 
facturers’ representative agency in 
California, Nevada and Arizona. 


FLORIDA 


L. Luria & Son, Inc., 400 S. W. Sec- 
ond Ave., Miami, have been appointed 
exclusive distributors in southern Flor- 
ida for Stewart-Warner radios, com- 
binations and television. 


IDAHO 


Hugh McNair, owner and manager 
of Hugh McNair Co., manufacturers’ 
representatives of Boise, announces 
the appointment of Walter Chesley 
to his sales organization. Mr. Chesley 
will travel the Intermountain area for 
the firm. 


ILLINOIS 


Bob Karet, sales manager of the 
Thordarson, Meissner and Radiart 
divisions of Maguire Industries, Inc., 
has resigned his position to enter the 
manufacturers’ representative field. He 
will join with Ray R. Hutmacher un- 
der the firm name of Salescrafters, 
Inc., to be located at 510 N. Dearborn 
St., Chicago. Operations will be con- 
ducted on both a territorial and a 
national scale. 


INDIANA 


Now that the workmen are through, 
customers of the Englewood Supply 
Co., 325 N. Lafayette Blvd. South 
Bend, will see much larger display 
rooms. The customers mentioned are 
located throughout northern Indiana 
and southern Michigan. 

The Andrews Distributing Co. of 
South Bend has been named exclusive 
distributor of Stewart-Warner radios 
in 18 counties of northern Indiana and 
southern Michigan. 


LOUISIANA 


Graybar Electric Co., 601 S. Peters 
St., New Orleans, has been appointed 
a distributor for the oil space heater 
line of the Quaker Mfg. Co., O. J. 
Long, Quaker’s sales manager, has 
announced, 


MICHIGAN 


Charles W. Bachman has said fare- 
well to his football coaching career, 
the last 14 years of which have been 
spent at Michigan State College, to 
take over as general sales manager of 
the Food Freezer Distributing Co., 


OPEN HOUSE at the Graybar Electric Co. display rooms in Philadelphia brought out 
these dealers to see the new Universal ranges, Reynolds freezers, Olympic radios, 
Automatic washers, Royal cleaners, and 33 brands of traffic appliances. The branch 
office is under the direction of Walter Soder and John P. Wear, Jr. 








M-S-C_ 


CHARLES W. BACHMAN 


Lansing, distributors of Bishop food 
freezers. 


NEBRASKA 


The Quaker Mfg. Co.’s oil space 
heaters will have as a new distributor 
the General Appliance Co., 1001-03 
Farnam St., Omaha. 


NEW JERSEY 


Quaker’s oil heater line will be 
handled in New Jersey by Dale-New 
Jersey, ‘Inc., 79 Lock St., Newark. 


NEW YORK 


John G. Wolfe, Jr., has been ap- 
pointed a distriét representative for 





JOHN G6. WOLFE, JR. 


Gross Distributors, Inc., New York 
City distributors for Premier vacuum 
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cleaners. Mr. Wolfe was last with the 
Army Air Force. 

The Thermodyne Corp., distributor 
for Carrier air conditioning and re- 
frigeration equipment in New York 
City, has obtained Chester L. Nelson 
as chief engineer. He leaves the post 
of vice-president of Air Conditioning 
Engineers, Inc., Mobile, Ala. 

Joseph Strauss Co., Inc., Buffalo, is 
now upstate New York distributor for 
M-G-M records, according to Luke 
J. Strauss, president. An M-G-M 
record division is being established 
under David M. McLellan, general 
manager, and headed by Maurice J. 
Linahan as sales manager. 

Ray Spencer has been named gen- 
eral sales manager for John W. Wal- 
ter, Inc., 37-08 Northern Blvd., Long 





RAY SPENCER 


Island City. Mr. Spencer was for- 
merly manager of the radio and tele 
vision division. 


NEW YORK 


Bickford Brothers Co., appliance 
wholesalers in Rochester and Buffalo, 
have announced plans to construct 4 
modern office, showroom and watt 
house to house the firm’s Rochester 
division. The two-story building will 
be located on Exchange St. Having 
recently sold the building which they 
occupied at 208 Mill St. Bickford 
Brothers are temporarily located # 
51 Litchfield St. in Rochester, say 
Paul Wolk, president. 

Howard Bancroft has taken a post 
as radio sales executive with the Ne 
tional Sales Co. of Rochester, dis 
tributors of Stewart-Warner radios 
Mr. Bancroft used to handle Atwater 













The 
lotte 
tion ; 
oil-fir 
deale: 
and 
strati 
Inincl 
neerit 

Act 
and |] 
the T 
struct 
$100, 
ing fc 
buildi 
at 51! 
to be 


In | 
uting 
Wells 





ASH 
distr 
man. 
Ashl 


Chi 


es 


cance! 
busine 
Ware 
In 
ANDIS 
decisj 
as the 
Manu 
count 
that + 
decla 
a ‘har 


ELE: 








out 
ios, 
ach 


h the 


butor 
1 re- 
York 
elson 
+ post 
oning 


‘lo, is 
yr for 
Luke 
-G-M 
lished 
eneral 
ice J. 


| gen- 
Wal- 
Long 


iS for- 
d tele 


pliance 
buffalo, 
ruct 4 
ware- 

hester 
g will 
aving 

n they 
kford 

ed at 

says 


p Na- 
, dis 
adios. 
water 


SING 














Kent radios in the area, and more re- 
cently has been connected with Har- 
mon Distributors, Inc., of Rochester. 

Joseph Cohen, an ll-year veteran 
with Philco, has been made general 
manager of the New York branch of 
Philco Distributors, according to Hal 
Sheer, vice-president and general man- 
ager of the latter. Mr. Cohen joined 
the Philadelphia branch of the firm 
in 1936, and since October of 1945 he 
has been sales manager of the New 
York branch. 


NORTH CAROLINA 


The Shaw Distributing Co. of Char- 
lotte has been conducting six installa- 
tion and service clinics on Coleman 
oil-fired heating equipment for its 
dealers, in different parts of North 
and South Carolina. The demon- 
strations were handled by Lloyd Mc- 
Ininch of the Coleman service engi- 
neering department of Wichita, Kan. 

According to Harvey H. Stewart 
and Harold D. Albright, owners of 
the Twin States Distributing Co., con- 
struction has been started on a new 
$100,000 warehouse and office build- 
ing for the Charlotte firm. The brick 
building, 75x125 ft. in size, is located 
at 515 W. Palmer St., and is expected 
to be finished in July. 


OHIO 


In Columbus, the Appliance Distrib- 
uting Co., a division of the Tracy- 
Wells Co., has a new manager in 


Charles O. Tracy. Mr. Tracy has 
also become vice-president of the 
parent company, as the result of his 
promotion from the office of treasurer. 


PENNSYLVANIA 


Edward L. Pincus has taken over 
the managership of Motorola-Phil- 
adelphia Co., distributors of Motorola 
home and car radios and car heaters. 





EDWARD L. PINCUS 


The firm, at 46-50 N. Fifth St., Phil- 
adelphia, will embrace territories for- 
merly covered by the Goldner Dis- 
tributing Co. of Philadelphia and the 
Specialty Sales Co. of Lancaster. Mr. 
Pincus has been regional sales man- 
ager for Motorola in the middle At- 
lantic territory. 








ASHLAND ELECTRIC CO., Chicago, signs with F. L. Jacobs Co. as a Launderall 
distributor. Left to right: Jack Stigall, Jacobs sales manager; Jess Kaiser, district 


manager for Jacobs; H. C. Taradash, Ashland president; and Lou Green who will be 
Ashland's Launderall specialist. 





Chicago Markets 





cancelled on May 23, “due to general 
business conditions within the house- 
Ware industry.” 

In a letter to ELectricAL MERCH- 
ANDISING, Mr. Bauerle said that the 
decision to cancel had been made 
as the result of opinions expressed by 
manufacturers from all parts of the 
country. “These manufacturers feel 
that the industry is ‘showed-out’,” he 
declared, “and retail buying is on such 
a ‘hand-to-mouth’ basis that this show 


CONTINUED FROM PAGE | 





would not achieve the buying activity 
expected.” 

He stressed the fact that enough 
manufacturers had signed up for space 
to make the show profitable to Chicago 
Houseware Markets, Inc., of which he 
is head, but said that he felt that ex- 
hibitors could not afford another “come 
and see” show at present. 

Plans for future shows will be de- 
layed, he said, until conditions permit 
sound planning. 
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YOU'LL BE AHEAD 
AND STAY AHEAD 
WITH MONROE 








Built with FEATURES That | 
Assure You of a Profitable FUTURE! 


Monroe —a truly outstanding gas heater that’s 
scientifically designed and ruggedly built to do 
an efficient, economical heating job anywhere! 
Packed with modern automatic features, beauti- 
fully styled and equipped with the famous 
GASMASTER BURNER — the “tailor-made” 
burner specially engineered and designed for each 
type of gas—natural, mixed or LPG. If you want 
to get ahead and stay ahead ~ remember the name 
MONROE. It’s the name you'll find on America’s 
finest-looking, fastest-selling gas heaters. Some 


THESE OUTSTANDING MONROE 
FEATURES WILL HELP YOU 
CLINCH MORE GAS HEATER 


Saleo! 


@ Dual Heat Exchangers = 


exclusive franchises available. fey Say sey righ 
FAMOUS GASMASTER BURNER | ™°Vés toward the flue. 


ure ama @ Patented Interior — Circu- 


one 








lates clean, fresh-heated air 
evenly throughout the home. 
Here’s the secret of Mon- A ie Lighti 
roe’s greater heating eh. @ Automatic Lighting — Safe 
5 7: ciency, its silent, odorless and convenient. Use only one 
operation and its lower gas Consumption. the match a season! 
asmaster Burner is ruggedly built for years o © Warm-Flor Rediants ~Sci- 
trouble-free operation and engineered to operate entifically designed to pro 


economicall al 
mically on all gases. duce more infra-red heat and 


Wationally Advertised project it farther. 














MONROE OFFERS YOU A 
COMPLETE LINE FOR 
VERY HEATING NEED 


One of America’s Finest Line of WITH ALL GASES 


GAS HEATERS 


MONROE STOVE CO. - 





3256 MILWAUKEE AVENUE + CHICAGO 18, ILLINOIS 


























Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 

sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
- instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 





Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 





A. Open Section B. Replace sheet, 
close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS , 
3 


Genevo Mfg. Co., 420 Stevens St., Geneva, ill. 
Gentlemen: Please ship me: 


..-.Ne. 12 EVER READY Holder. 15 in. wide, Compeny..........--..---------- ee eneene-- id 
1244 in. deep, 5% in. tilt. Sturdy steel, $ 
dork green boked enamel. Capacity, !2sec- gw of 
tions. With wings end 2sections: $545 Eo. = =" PP” COR wewnnonncnnnes é 

---.Ne. 24, like No. 12. With wings and 2 
sections. 29 in. wide, 1214 in. deep. Capac- Address... ........----------0--0-0-200-0- 5 
ity, 24 sections. $8.50 Ea. Ss. 8 

.... Add’l Sections, $1.00. CMY ..--v0eee--ne-ee0-0---- MFP. -noncnoe =~ | 


NOTE: Check Kalamazoo 4-post 1), Ring Binder 3-post 0 


MONEY BACK GUARANTEE! : 
aoe 
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ARIZONA 


With an almost audible sigh of re- 
lief at escaping from cramped quarters, 
the F. Ronstadt Co. marked its 59th 
year of business in Tucson by mov- 
ing into a newly constructed building 
on North Sixth Ave. Three depart- 


ments covering two stories take up 
20,000 sq. ft. of floor space. A com- 
plete line of small appliances will be 


found on the second floor, which is 
devoted to a housewares center. 

\ change of management and a 
change of name resulted in B & R 
Housewares and Appliances, which 
took the place of Federhar’s Appli- 
ance Store at Speedway and Park 
Ave. in Tucson. Bill Connors, the 
new manager, isn’t contemplating 
many changes in merchandising policy, 
except that appliances will be pushed 
harder. 


CALIFORNIA 


\ year-old store—Wynns Appliance 
Co. of Santa Monica—has already 
found cause for expansion. Alex 
Wynns and A. Thomas, proprietors, 
have recently remodeled and redec- 
orated the store. 


COLORADO 


Lock, stock and barrel the Western 
Auto Supply Co. of Montrose has gone 
over to the Western Slope Supply Co., 
owned and operated by T. R. Murray. 
The new firm will carry a complete 
line of appliances and supplies 

New owner and manager of the 
Grand Mesa Supply Co. of Delta is 
W. D. Durham. He will handle a 
general line of appliances and wiring 
supplies 


FLORIDA 


As soon as remodeling of the build- 
ing is completed, the Milsap Appli- 
ance Co., 837 Central Ave., St. Peters- 
burg, will occupy new and larger 
quarters at the corner of Sixth and 
Central Avenues 

The entire stock of Herrings Radio 
Service, formerly operated by Roy 


Herrings in Crestview, has been pur- 
chased by Bill Holleman and Sheldon 
Henderson. 

In Tarpon Springs, Florida Power 
Corp. dealers, together with Tarpon 
Springs and New Port Richey deal- 
ers, were guests at a dinner at the 
Legion Home. Miss Elizabeth Fair- 
child, home demonstration agent for 
the utility, was in charge of the dinner, 
which the dealers cooked with their 
own lily-whites. Things appear to be 
looking up in the appliance business 
in Florida. 

In line with general business ex- 
pansion in Colonialtown, the Curry 
Electric Co. will soon complete con- 
struction on its three-unit building be- 
ing remodeled to house the larger 
electric appliance stock, fixtures, equip- 
ment and workshop. The second unit, 
recently opened, is a display room for 
major appliances. 

Lewis J. Gamble has moved the 
Gamble Electric Co. of Jensen Beach 
to a new location in the Tilton Build- 
ing, where he has larger quarters. 
He is the Jensen dealer for Frigidaire 
and Emerson appliances. 

The Associated Floor Covering Co., 
formerly located at Sixth and Main 
Sts., Jacksonville, is moving to larger 
quarters at 911 Main St. The store, 
under the management of Robert E. 
Spear, will feature all types of floor 
coverings and appliances. 


IDAHO 


Modern fluorescent lighting  fix- 
tures and special display units high- 
light the new and larger quarters 
which are now the site of the Hether- 
ington Electric Co., 3l-year-old con- 
cern in Emmett. At opening day 
ceremonies, Herbert Hetherington and 
Maury Sanders, who comprise the 
management, gave away a table model 
radio-phonograph to start things off. 


IOWA 
\fter 14 years under private owner- 
ship, “Davenport’s oldest and largest 
appliance store,” McGrath's, has in- 
corporated with capital stock of $50,- 





WHERE THE MONEY IS: Sam Ulanoff, owner of Ulan & Co., Ridgewood, N. J., 
appliance store, thought it would be a good idea to sell appliances in a bank. So he 
convinced the board of directors of the Ridgewood branch of the Manufacturers 
Trust Co. that it was a good idea, stressing the point that it would be good business 
for both. In the first week more than a dozen orders were taken. A bank employee 
takes over when the regular salesman is out. 











a 


Rt cee 


WIDE WINDOWS feature the front of the new $40,000 home of the Maytag 
El Paso Co. in Texas. Owned by William Hirsch, the company has been located 
in El Paso for eight years and even during the war years did a profitable annual 


$25,000 worth of service business. 
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000, and is now McGrath’s—The Good 
Housekeeping Shop, Inc. The store 
has always been at 328 Harrison St., 
but its floor space has changed con- 
siderably. From 1500 sq. it. 14 years 
ago, the store has grown to 9200 sq. it 
on three floors. President and treas- 
urer of the firm is J. C. McGrath, 
vice-president is Genevieve M. Mc- 
Grath, and secretary-is Alma Clausen. 


KANSAS 


Junction City’s D & M Appliance 
Co. is now located at a new place 
of business, at 125 W. Seventh. The 
firm has Westinghouse sales and 
service. 

Janzen’s Jewelers has opened at 115 
N. Main in McPherson. Before in- 
augurating this enterprise, Mr. Jan- 
zén was located at 120 N. Main, 
where a new appliance store is now 
operating, also under Mr. Janzen’s 
management and that of Al Seckman 
as partner. This outlet is known as 
the Home Appliance Co. 


KENTUCKY 


A déal has been swung by which the 
Ralston-Baker Appliance Co.’s Hot- 
point store in Middleboro has been 
sold to Joseph Brumbach of Harlan. 
The latter is opening it as the Brum- 
bach Electric Co., with Nick Thomp- 
son as manager, and with Hotpoint 
still the featured line. 


LOUISIANA 


Louis C. Vergona has just been ap- 
pointed general manager of the B & B 
Appliance & Supply, 542 Frenchman 

t., New Orleans. 

The Leo Nunez Maytag Co., 610 N 
Broad, has been appointed exclusive 
Maytag dealer in New Orleans. 


MISSISSIPPI 


Kerr’s Appliance Center in Jack- 
son has taken on the complete Monitor 
line of appliances, both large and small* 
James A. Kerr and O. H. Kerr are 
co-owners. 


NEW YORK 


Stein’s, which operates several ap- 
pliance stores in southern New York, 


has opened its remodeled store at 
213-217 S. Main St., Elmira. Several 
appliances were awarded as door prizes 
on opening day. 

A new appliance center has just 
been opened by the Cataract Ice Co. 
of Niagara Falls at 821 Cedar Ave. 
Featured are a model laundry and 
kitchen, a soundproof radio room and 
numerous appliance displays, as well 
as a large service department. William 
J. Williamson heads the firm. 

Julian Hess, White Plains specialty 
store, has come up with a second store 
after opening his first one just a year 
ago. The new store, at 514 W. 18lst 
St., New York, with 5000 sq. ft. of 
selling and display space, houses all 
varieties of appliances, and features 
the unique kitchen and bar gadgets 
which Julian Hess seems to have a 
talent for promoting. : 


OKLAHOMA 


Although appliances are not the only 
jeatured line in the new department 
of the Morgan Sash and Door Co. in 
Oklahoma City, if you look around 
among the allied products you'll find 
them. The store is located at llW 
W. Noble. 


OREGON 


The chain of Hedrick Electric stores 
which has been operating at Grants 
Pass and Rogue River, Ore., and Cres 
cent City, Cal., is no longer a chail 
Mr. Hedrick has sold his interest im 
the last two named, and is left with 
only the Grants Pass store. 


PENNSYLVANIA 


In Pittsburgh, Vincent P. Getty has 
been made director of sales and foo 
engineering for the United Refriger 
tion Sales and Service Co., 5865 Baum 
Blvd. Mr. Getty is formerly of the 
Bernard Glokler Corp. division of 
Gimbels. 


SOUTH CAROLINA 


Brandt’s, Inc., which already has # 
store in Columbia, has opened 
other in Charleston, at Hutson @ 
Meeting Sts., and is planning 4 
in Spartanburg. Charles F. Timmos 
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is president of the organization, and 
F. A. Corraro, manager of the 
Charleston branch, is vice-president. 

The Columbia firm of State Radio 
& Appliance Co. announces that it has 
a new location. It will hereafter be 
found at 1228 Assembly St. 

An estimated 2,500 persons were 
guests of the Hood Electric Co. at its 
recent opening at 285 Meeting St. in 
Charleston, where several prizes were 
won in drawing contests. The firm, 
formerly known as the Hood-Myers 
Electric Co., is owned and managed 
by James A. and Harry W. Hood. 


TENNESSEE 


Castner-Knott’s have opened a new 
store at 2803 West End Ave. in Nash- 
ville. Frigidaire heads a long list of 
appliance names which. are featured. 


Mason, owner of the building. Kor- 
ten’s of Longview, Wash., has an- 
nounced formal opening of its new 
store located at 1400 Commerce Ave., 
with “Jack” Rollings as manager of 
the electrical department. 


WISCONSIN 


A gala reopening was held recently 
when the Mayville Electric Shop 
moved to larger quarters at 10 S. Main 
St. C. Sielaff, proprietor, and his 
father, Harry, carry on contracting, 
while Miss Shirley Sielaff runs the 
store. 

Two veterans who used to be in the 
electrical business want to get in the 
act again. Walter Ziebarth and Leo 
J. Blanchard, both whom had their 
own shops before the war in Chip- 
uewa Falls, have joined forces and 
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"IT SAYS HERE, COMRADE, THAT WE TURNED OUT 10,000 MORE LIGHTING 
UNITS THAN THE AMERICAN CAPITALISTS." 


SEASON IN - SEASON OUT 


Wise Dealers Select..... 





FULLY PATENTED 


Motion Arr: Ine. 


3319 EAST SLAUSON BOULEVARD + LOS ANGELES 11, CALIFORNIA 














TEXAS 


Inman Radio Shop—‘Service After 
the Sale’—has moved to a new loca- 
tion, at 2615 Gaston Ave. in Dallas. A 


complete Westinghouse line is carried. 


Joe M. Bernstein, proprietor of the 
Dallas Appliance Store, 2116 Green- 
ville Ave., has instituted an unusual 
new department. With the help of Mrs. 
B., who is in charge of it, he has set 
up a sewing room to provide the retail 
trade and general public with covered 
buttons, belts, buckles, hemstitching 
and alterations. 

The Record Shop, an authorized 
Capehart dealer, announces that it has 
moved to its new home at 1304 Main 
St. in Dallas. There is another 
branch at 4356 Lovers Lane—just to 
Provide atmosphere, we presume. 

Hovas Furniture Co, has opened its 
fifth store in Houston, this one at 
7118 Harrisburg Blvd. “to serve the 
great east and south end areas.” A 


broad line of appliances is among the 
attractions. 


WASHINGTON 


Expanded and established in a new 
building is the Gene Velte Home 
Furnishings Store of Vancouver. The 
building has an all-glass front with 100 
ft. on Main St. and 50 ft. on 17th St, 
with plans for more extension, includ- 
img a second story. Associated with 
Gene Velte in the business is Fred 


have set up their own firm jointly. 

John J. Barrette has found business 
so good that he has built an addition 
to his Barrette Electric Shop at Ke- 
waunee. 


HAWAII 


F. K. Grider, president of Electrical 
Distributors, Ltd., of Honolulu, has 
announced the opening of a retail 
branch to be known as the Kapiolani 
Furniture Co., with display rooms at 
1216 Kapiolani Blvd. Allan R. King, 
formerly with Gimbel Bros., Phila- 
delphia, will be in charge of the store. 


BRINGS REAL PROGRESS 
IMMEDIATE DELIVERY|| in BUTTER MAKING 
@ Duplex Flush Receptacles 


® Single Pole Flush Toggle “Gn 


os 
Switches yb 
@ Pull Chain Ceiling Porcelain 
Receptacles ELECTRIC CHURN 
e Brass Key or Push Thru. a 
Sockets Customers Praise 


© Gem Boxes—Plug Fuses 


All Other Wiring Devices 
All merchandise UL approved 


Send For Catalog 


BROOKS-DAVIS CO 


18-26—Astoria Bivd. 
Long Island City 2, New York 


Larger Butter Yield! 


Every Dixie-Maid Electric Churn is 
built for long, trouble-free life. Greater 
churn capacity, size for size, than other 
makes. More butter per churning. Heavy 
duty, correct-speed 
motor and rustproof 
propell -type ,—* 
convert ALL the 
cream into butter. 












Ease of operation 





and ease of cleaning ~ 

















SEARCHLIGHT 


SECTION 
"OPPORTUNITIES" 


Employment @ Business @ Equipment 
(Used or Resale) 




















Manufacturers AGENTS Wanted 
Substantial manufacturer of high grade 
electrical home appliances desires aggres- 
sive sales organizations to contact ap- 
pliance and hardware jobb and deal 
Good line. Good delivery. 

Write 


APPLIANCE MFG. CORP. 
2914 N. Clark St. Chicago 14, Illinois 








































win friends among 
dealers and _ custo- 
mers alike. 
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HAVE YOU HEARD... 


PADRE OF LIGHT 


The loss of Clark Baker, who died 
February 20, is keenly felt in the 
electrical industry in California. He 
was a trail blazer in the apostleship of 
light, working for better seeing condi- 
tions everywhere, and was affection- 
ately known as the “Padre of Light.” 
As a boy he ran away with the circus. 
Later, while working in burlesque, he 
got his first introduction to the elec- 
trical world as a stage electrician. In 
the Pacific Coast Electrical Associa- 
tion and later as lighting counsellor 
for the Northern California Electrical 
Bureau he led the way in working for 
better school lighting, finally succeed- 
ing in bringing about the adoption of 
recommended practices which are now 
standard for the state. 


RUMPUS 


A middle western dealer who 
thought it would be a good idea to 
doll up a rumpus room where kids 
could listen to popular records is now 
regretting his humanity to man. His 
decorations are being spoiled with lip- 
stick and pencil scrawls and friction 
between colored and white youngsters 
makes the rumpus room a mob scene. 
The fault, obviously, is not with the 
dealer, but the situation reflects a 
disturbing problem in American youth. 
Maybe he could make a deal with the 
nearest unit of the Boys’ Clubs of 
America to furnish advice or perhaps 
even a part-time supervisor. That or- 
ganization seems to have an answer 
for troubles like his. 


NIGHT WORK 


Casco Products Co. gets part of the 
credit for the successful solution of 
the mystery in actor Paul Kelly's 
latest movie, “Fear in the Night,” 
because Kelly, playing the part of a 
detective, relaxes his nimble mind by 
using a Casco portable power tool in 
some of the scenes, thus enabling him 
to approach the problem with a re- 
freshed point of view. 
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BUG SUCKER 


Aphids, those bothersome little bugs 
that cover plants the way sugar sticks 
to a wet spoon, are getting sucked in 
by a new device invented by Claude 
Key, pea and wheat farmer in Uma- 
tilla, Wash. Mr. Key has designed a 
vacuum cleaner which sweeps a swathe 
50 feet wide at a speed of 10 miles per 
hour. It gets its suction from two six 
foot airplane propellers and is powered 
by two Ford V-8 engines. Sounds 
strong enough to even take the words 
out of a Congressman’s mouth. 


HAYSTACKER 


Far more difficult than finding a 
needle in a haystack is estimating the 
number of needles in a bowl. Ronald 
Malandra, of the William H. Leuer- 
hagen Co, Los Angeles, did pretty 
well at it, well enough to win a $50 
check presented by the Aero Needle 
Co. for the best guess. The bowl 
was shown at the recent annual Coin 
Machine Show in Chicago. 


SUCCESSFUL CANDIDATE 


Edgar Morris, president of the Ed- 
gar Morris Sales Co., Washington 
distributor, was recently elected a di- 
rector of the Chamber of Commerce 
of the United States, representing the 
third election district. Mr. Morris’ 
election marks the first time that a 
business leader in the national capitol 
has been chosen to represent the third 
district. 


AD ART 


The magazine advertising of the 
Farnsworth Television & Radio Corp. 
is of a pretty high order, according 
to the Art Directors Club ot New 
York. The latter organization re- 
cently presented a medal to Farns- 
worth for its Gjon Mili photograph 
of a scene from a ballet production of 
Stravinsky’s “Firebird.” Farnsworth 
also won the medal in 1945 and 1946. 





Southern Cal. Edison Has 
First Big Sales Promotion 


First utility drive since retiring from 
merchandising is centered around 
theme of electric water heating 


wit the market fast approach- 
ing a normal state of sales re- 
sistance on the part of the public, and 
with water heaters now available in 
abundance, the Southern California 
Edison Co. has recently launched its 
first major sales promotion since the 
war, with electric water heating as its 
central theme. Incidentally, this is the 
first general promotion undertaken by 
the Edison Co. since it retired from 
active merchandising. 

The program was launched with a 
series of meetings held in all of the 
districts served by the utility, to which 
better than 1,900 dealers and their sales 
personnel were invited. All 13 water 
heater distributors and the 22 whole- 
salers serving this area cooperated to 
the full in the program. 

A “Dealers News” bulletin was 
mailed to all dealers starting about 
April 28, announcing the event, fol- 
lowed by the series of meetings, which 
were addressed by six teams of four 
representatives each from the ranks of 
wholesalers and manufacturers, with 
one power company speaker on each 
program. The subjects of their talks 
covered: the advantages of abundant 
hot water, of electric water heaters in 
particular, how these are made and 
how they operate, how to sell them, 
how to select the correct size heater 
for the job; and in conclusion an out- 
line of the advertising and sales pro- 
motional program of the present cam- 
paign. Each team was scheduled to 
give from three to seven programs be- 
tween the dates of May 5 and 19, with 
a total of 25 meetings in all. 


All Kinds of Ads 


The campaign was supported with 
newspaper advertising by the power 
company, supplemented by special ad- 
vertising by manufacturers and by 
retailers. The customer bulletin “Elec- 
trical Times”, carried a _ full-page 
announcement of the event in its May- 
June issue. Window banners, car 
bumper banners, price tags and other 
display material were available to 
dealers on request. 

Although it is against its policy to 
permit display of dealer merchandise on 
its sales floors, the power company 
during this campaign permitted one 
model of each make of water heater 
to be shown in each office, as space 
permitted, with a card identifying it. 
A card advising the customer to “see 
his dealer” covered this display, but no 
dealer’s name was attached to indivi- 
dual heaters, nor was any complete list- 
ing of dealers given, because of the 
numbers involved and the possibility 
of inaccuracies which might create 
confusion. 

A 16-page water heating manual was 


presented to all dealers at the close of 
district meetings. This covered such 
items as: 

Comparison of water heating 
methods, operating costs under Edison 
rates and the availability of the service 
to all customers, not only to those now 
owning an electric range; construction 
of heaters, reason for two heating 
units, statement of Edison specifica 
tions, operating characteristics, size 
recommendations, automatic laundry 
needs, automatic dishwasher needs, 
ways to prevent unnecessary losses, 
wiring requirements, effect of various 
water types on selection of tank, waste 
of auxiliary type heating sources, use 
of pressure relief valve, water tempera- 
tures for various household operations, 
and miscellaneous technical facts. Dia- 
grams for wiring and installation make 
it simple for any dealer to install his 
own equipment. Sales techniques and 
arguments effective in closing sales are 
included as helps to the salesman. 


Quotas 


Quotas set up provide for sale of 
3,750 water heaters during the eight 
weeks of the campaign. Figures have 
been based upon a percentage of the 
new homes and replacement business 
in each district, and upon the fact that 
about 400 water heaters (gas and elec- 
tric) are now being installed daily in 
the homes of customers of the Souther 
California Edison Co. It is hoped to 
be able to make a good proportion of 
these electrical. 

The event was welcomed by utility 
glistrict managers and by manufac- 
turers and wholesalers alike as a means 
of getting acquainted again with the 
dealers of the various communities and 
learning anew which are the active 
merchandisers among the group. 


———— 














“BUT WE DON'T GO IN FOR THE SAME 50! 
OF DISPLAY YOU USED WHEN YOU 
WITH THE SUPER-MARKET.” 
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Here is a list of NUTONE 
| Service Stations. All are 
equipped for expert serv- 
| ice on NUTONE Door 
Chimes. The one nearest 
you can give you the most speed... 
and your customers the most satis- 
faction! Save time by clipping this 
list and keeping it handy. 
Additional service stations in 
other cities will be announced 
shortly. Watch for them. 





All products bearing the 
NUTONE trademark are fair- 
traded in all fair-trade states. 


NUTONE INCORPORATED, 
Merchandise Mart, Chicago 54; 
200 Fifth Ave, New York 10; 
919 East 3ist St., Los Angeles 11; 
Terminal Sales Bldg., Seattle 1. 


NUTONE DOOR CHIME SERVICE STATIONS 


AKRON H. T. Yates, 31 W. Market St. 
ALTOONA Central Electric Co., 1120 Eleventh Ave. 
AMARILLO Speed’ Ravey, 410 Taylor Street 
ATLANTA So. Meter & Trans. Co., 517 W. Whitehall St., S.W. 
BEAUMONT Thompson Electric Co., 175 Pearl St. 
BIRMINGHAM .Simmons Electric Co., 2023 First Ave., N. 
Pe tee erik as vx, Git satanic ........Fisher’s, 212 No. 9th Street 
2 ge nh er aren alge ile .. The Fix It Shop, 8 Winter Street 
8 ae ‘ .....Electime Corp., 306 Livingston St. 
BUFFALO ...L. Hora Clock Co., 1558 Main St. 
CANTON Moock Elec. Supply Co., 502 Cleveland Ave., N. 
CHARLOTIE 4, N.C... Radio Television and Appliance Co., 1300 E. 4th St. 
CHICAGO ...Electric Clock Co., 29 E. Madison St. 
CINCINNATI : NuTone Inc., 801 E. Third St. 
CLEVELAND Hoag’ s Clock-Watch Shop, 308 Erie Bldg. 
DALLAS, TEX. Clock Service Co., 210 Erwin Keasler Bldg. 
DAYTON 8 Edward W. Myers, 829 Reibold Bldg. 
NE Aer ae Midwest Elec. Wiring Co., 323 W. Colfax Ave. * 
DETROIT er Wm. H. Henning, 13395 Glenfield Ave. 
EL PASO + Hays Electric Service, 403 Montana St. 
EUGENE, ORE. by C. & S. Electric, 1070 Williamette 
FITCHBURG, MASS. The Fitchburg Horological Shop, 370 Main St. 
FLINT, MICH. .....Boomhower Time Clock Exg., 1113 W. Dayton Str. 
FRESNO, CAL. Buford’s, 932 Van Ness Ave. 
FT. WORTH Electric Appliance Serv. Co., 705 Lamar St. 
GALVESTON Alan M. Lipson, 403 22nd St. 
GRAND RAPIDS Kirkhof Electric Co., 101 Sheldon Ave., S.E. 
HARRISBURG K & D Clock Repair, 26 N. 3rd St. 
HARTFORD Electric Clock Co., 228 Pearl St. 
HOUSTON C. R. Stone Elec. Co., 1117 Bell Ave. 


HUNTINGTON, W. VA. Brooke Electric Service, 826 10th St. 
KANSAS CITY, MO. . ; Time Products Co., 1403 Grand Ave. 
KNOXVILLE ; McNutt Battery Co., 601 W. Church Ave. 
LITTLE ROCK ~ J. M. Peck Elec. Equip. Serv., 1916 Brown St. 
LONG BEACH, CALIF. .... ; Dean & Hoffman, 221 American Ave. 


LOS ANGELES Calif. Electric Serv. Station, 1518 W. 7th St. 
LOUISVILLE Ee H. C. Korfhage Co., 414 Norton Bldg. 
MANCHESTER, N. H. ; Robert A. Horace Co., 78 Manchester St. 
MIAMI. . ..Nelco Electric Co., 2525 N. W. 27th Ave. 
MILWAUKEE . C. W. Schnick, 1333 N. 12th St. 
MINNEAPOLIS E. B. Kelly & Co., 214 S. 7th St. 
NASHVILLE McGhee Time Serv. Inc., 539 Boscobel St. 
NEWARK Robert Halpern, 917 Broad St. 


Co Consoli, 19 Congress Avenue 
OW GREBARE.... . cn cisccccss Specialty Sales & Service, 941 Gravier St. 
EES eee Time Service Co., 250 Withers Bldg. 
oO , re The J. C. Bryant Co., 204 Equity Bldg. 
SSP eres ree .T. L. Combs & Sons, 1617 Harney St. 
ORLANDO beaicionts Southern Elec. Co., 32. E. Church St. 
PHILADELPHIA Electric Time Service, 1005 Market St. 
PHOENIX Vinson-Carter Electric Co., 25 E. Adams St. 
PITTSBURGH Quick Service Elec. Co., Jenkins Arcade 


PITTSFIELD, MASS. 
PORTLAND, ME. 


Pitts. Tire & Battery Shop, Center & West Sts. 
Parker L. Starrett, 144 High St. 


PORTLAND, ORE........ Cobb Watch & Clock Shop, 220 S. W. Alder St. 
PROVIDENCE. . ea Marshall Elec. Co., 24 North Main St. 
ee ee .. ©. K. Houser & Co., 51 N. 9th Sr. 
Co A ee ere Rice Appliance Service, 1505 E. Main St. 
I, Wes 5. a scve-sieere bose Electric Razor Service Co., 50 Stone St. 
SACRAMENTO Lamb’s Electric Shop, 1415 21st St. 


SALT LAKE CITY 
SAN ANTONIO 


Time & Instrument Co., 57 Richards St. 
Haak Typewriter Co., 310 Navarro St. 


SAN DIEGO ice: ‘ J. F. Zwiener Elec. Co., 1242 First Ave. 
SAN FRANCISCO. .......... Calif. Electric Serv. Station, 400 Mission St. 
wed ag halons cates Electrical Engineering Co., 2012 Third Ave. 


ae eee re Maxwell's, First Ave. at Wall St. 
8 Kaemmerlen Electric Co., 2318 Locust St. 
ERE REA te er — Clock & Appliance Co., 87 E. Sth St. 
a J. J. Bartlett, 231 E. Onondaga St. 
ERS CR Hee ener ; Ajax Electric Co., 746 Market St. 
EE ae .....H. A. Dennis, 2042 South Avenue 
0 Fee Ferger Clock and Safe Co., McBirney Bldg. 
WASHINGTON, D.C... ....... Central Armature Works, 625 “D” St., N.W. 
WI oo oes cave n sees . .Electric Motor Repair Co., 59 W. Clay St. 


WHITE PLAINS, N.Y. ....... West hester Clock Service Inc., 150 Main St. 
WICHITA FALLS, TEX... . Peoples Electric Co., 1112 Lamar Avenue 
WILKES-BARRE ; Lage The Lazarus Store, Inc., 18 E. Market St. 
WORCESTER . Aes ; Electime Appliance Service Co., 44 Pearl St. 
YOUNGSTOWN .. Buckeye Time Service, 504 Dollar Bank Bldg. 


CANADIAN SERVICE STATIONS 


MONTREAL...................J. Eug. Choquette, Reg’d., 4801 Park Ave. 
os ee peak awetiee > .Shock Electric Co., 670 Bloor St., W 
VANCOUVER..................Rushton-Plaskett, Ltd., 841 W. Broadway 
IG 5 x 5.4 + d4nasae ee eeeaacaneawen Avenue Electric, Ellice Avenue 























IS Doing for Premier Dealers! 


Now you can make the simplest and most dramatic floor demon- 

stration in Premier's 36-year history—a demonstration so simple 

any of your salesmen can use it . . . a proof so convincing that 
any homemaker is immediately influenced by it. 


It's the demonstration of the self-adjusting Matho-Matic Nozzle 
of the new Premier Duplex “12”. Your customer sees how the new 
Premier Duplex “takes the measure” of the rug and adjusts itself 
automatically with a simple, two-way motion of the handle. That's 





all there is to it! No foot lever to adjust...no stooping to adjust 
a hand knob. 


When Mrs. Housewife tries this improvement on 
















your own floor, she finds out what a wonderful 


. . ' . T PI th 
work-saver it is. It's the “Cleaner Demonstration of ; Premier Duplex 12” 
on the floor with its 


“ ° ’ . 
1947"...and America’s great magazines are tell- wt yrane 
like this. 





2 Lower handle to 
normal operating 

position. The cleaner 
“takes the measure” 
and automatically 
adjusts itself 























ing millions of women about it. Ask your Premier PREMIER 


Distributor about the new Premier Sales Demon- 


stration Kit and new point-of-sale displays. OUPLE x 





a, ? . , , Z “tl ” 
Why jv tlintt. Cheat td ball, Claw 





The secret of Premier's superior clean- 
ing efficiency is its three-way Vibra- 
Sweep Action which vibrates the rug on 
oa “cushion of air,” dislodging hidden 
grit and removing it quickly and sofely. 








Po 


, XV 
—- MORE THAN 110 MILLION CONSUMER 
f gas? sé) SALES MESSAGES THIS YEAR! Good 
(P ofA Housekeeping, American Weekly, 
oN: ) Ladies’ Home Journal, Better Homes & ; | 

4 Gardens, Saturday Evening Post, Farm tf > i a 


( sed "OE Journal, What's Newin Home Economics. 4 ly a ah ye oct oe ; : 
A ff ee , se ie. “Tee 


4 4 
in a durable, lightweight carrying case, 12” x 13” x 51". Ask 
your distributor. 


PREMIER VACUUM CLEANER DIVISION « GENERAL ELECTRIC COMPANY « CLEVELAND 14, OHIO _ 


% 


*. 
**ee5 
ce. 


NEW! Here's a brand-new “demo” kit—the simplest, most useful 
selling aid you've ever had offered for selling Premier vacuum 
cl s. It contains everything needed to make simple, sales- 
making demonstrations in a home or right in your own store . - 
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